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NTRAL STATION executives recog- 
nize that the continuous and 


; dominant leadership of a 
: Qe) manufacturer is directly re- 
: flected in the profits of its representatives. 
ul r 
: Consider these facts: 
ir 
Last year Hoover introduced “Positive Agitation.” 
& 
. Last year the dealer sales of Hoovers were thirty-three and 
one-third per cent greater in dollars and cents than those of 
p- any other electric cleaner. 
“ This year Hoover adds two new selling features—the popu- 
of lar-priced “Positive Agitation” Hoover and the “trade-in.” 
at 
d- What these two features mean to Hoover 
$e. dealers is already evidenced by an increase 
af in Hoover sales for the first three months of 
he 1927 of thirty-three-and eight-tenths per cent 
x over the corresponding period of last year. 
Ik- THE HOOVER COMPANY, NORTH CANTON, OHIO 

The oldest and largest maker of electric cleaners 
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At top: The Simplex Automatic Temperature 
Conwol. Atright: The Simplex Automatic Time 
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* 
Simplex 
AUTOMATIC RANGE CONTROL 


SIMPLEX ELECTRIC HEATING CO. 
CaMmeninee, MASS uta 





AND Temperature Control, which permits en Oven Deon ee Sarrcn 10 HOH Temp i 
“temperature control,”’ “time control,” “time AMO PuECTOR SWITCH TOOTNE Cesonto aN 
and temperature control,” or “manual control.” b Set TEMPERA pe @aTURE 110 ¥. a > ite 
Both units are Simplex-designed and Simplex- ‘ aed TIME CONTRO sow antes sn a — 

built—all you need to know about Tue OF Oe ~~ 





their dependability. 





cA small investment 6H) makes your stock COMPLETE 


HAT electric range retailer would not halve his stock 
and his investment, if he could do so without narrow- 
ing his line! 

These SIMPLEX automatic units double your stock because 
they enable you to carry both automatic and non-automatic 
ranges, without the expense of buying both. A few 
SIMPLEX automatic units are all you need. Either type may 
be quickly attached to any cabinet model SIMPLEX Electric 
Range. 

SIMPLEX Automatics require less servicing—they are so 
simple and compact—all parts being in one self-containing 


AUTOMATIC 





unit; but should one have to be serviced, just slip a “spare 
unit” into place and fix up the other one at your convenience 
and in your own shop. 

Because of the “attachability’’ of SIMPLEX automatics, your 
non-automatic customer may eventually become an automatic 
user—you can sell her a SIMPLEX automatic after her non- 
automatic range is installed. 

Here at last are automatics that will be the source of satis- 
faction to your customers—and more important—a source 
of increased profits for you. Write for detailed descriptions 
and price lists today. 


RANGE UNITS 


SIMPLEX ELECTRIC HEATING COMPANY, 85 Sidney Street, Cambridge, Mass. 
15 So. Desplaines Street, Chicago, III. . 
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ELECTRICAL MERCHANDISING 





and in ‘Richmond, Ua., 
A 642% SALES INCREASE! 


TF, pen AND Ruoaps, of Rich- 
mond, Va., had been hand- 
ling independent lamps. Sales 
were unsatisfactory. 


Then they decided to find the 
line of least resistance. They se- 
cured an Edison Mazpa Lamp 
Agency—and increased their lamp 


sales 642% ! 


And hundreds of other Agents 
are meeting with the same ex- 
perience. 





There's No Geographical Preference 


oM Maine to California, the 
Tpeatetsien same. Edison MAzDA 
Lamp Agents in every section of 
the country are getting the cream 
of the growing lamp business. 


Why? 


First, an invaluable name — 
Epison— helps sell the product. 


Second, through a forceful series 
of advertisements, in 14 magazines 
with a grand total circulation of 


86,353,800, “Light Up” has become 


the“buy-word” for Edison MAzpa* 
Lamps. 


Third, six sale stimulating win- 
dow displays—their selling power 
measured by cash register tests— 
stand out from the maze of other 
window displays and turn passers- 
by into Buy-ers. 


These are but three of the many 
reasons why Edison Agents are 
getting an increasing share of the 
growing lamp business. When will 
you begin? 


*Mazpa—the mark of a research service, through which the 
achievements of world-wide research and experiment in 
the laboratories of General Electric are given exclusively 


to lamp manufacturers entitled to use the name Mazpa. 
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Selling and 


Statistics— | 


Some High Spots in This Issue and the Next 


of progress. Through the cooperation of utility com- 

mercial men we are able to bring up to date the figures 
showing the average electricity consumption in the home on 
pages 76-77, and those showing the sales of merchandise per 
wired home, on pages 94-95. Taken together, they are an 
admirable example of the way in which the trade has risen 
to its opportunities during the past year. 


ie. surveys in this issue offer an interesting record 


Se 


IN yet has viewed with alarm one growing practice 
of the American family. We refer to the habit of 
sitting up late at night to hear what is on the air. The 
lighting companies are viewing with satisfaction the increase 
in their revenue from this cause. Radio, by the way, has 
become one of the major electrical appliances. Not only 
indirectly from lighting but directly for power it is swinging 
into the highly aristocratic group of major current-consum- 
ing devices. 


Se 


ow that home building has caught up with the demand 

for living accommodations, and in many places it has 
passed beyond it, dwellings and apartments of the older type 
are seeking tenants. Owners of these older apartments are 
realizing that new wall paper and new bathrooms are not 
sufficient to bring the buildings up to date. New lighting 
fixtures are demanded before the lease is signed. How a 
Chicago dealer is developing this particular refixturing 
market is told on pages 104-105. 


Se» 


\ \ J e who live in cities forget those frosty mornings in the 

country when it is somebody's delightful duty to go 
outside and break the ice from around the pump. They 
can’t forget it, however, in the rural districts and that is 
why the sale of motor driven water systems follows quickly 
after the extension of power lines. How the Wisconsin 
Power and Light Company are selling water at the tap 
with unusual success is told on pages 96,97 and 98. 


Se 


|B ger and central-station men are looking with con- 
siderable interest on the oil burner as a piece of poten- 
tial merchandise. Many oil burner manufacturers are 
looking with lively interest at the central station and elec- 
trical dealer as an outlet for his equipment. An informative, 
but not formal, study of the oil burner as merchandise is 
presented on pages 102-103. 


hen some men plan a store they forget that women 

regard shopping as a pleasure. Merchandise sales in 
vast sums are made every year due to women who like to go 
shopping, although they haven't started out with the inten- 
tion of buying anything. Electrical stores are not always 
especially tempting to the woman with the shopping habit. 
They would be if they were all as attractive and inviting 
as the store at Oak Park operated by the Public Service 
Company of Northern Illinois. The attractive second floor 
is illustrated in detail in “Electrical Merchandising’s” 


pictorial pages 108-109. 
Se 


hen we think of Alaska we think of deep snow, ice, 

gold rushes and sledges drawn by huskies. There is 
however, a progressive electrical trade in that far northern 
territory as is indicated by the pictures on page 114 illus- 
trating what may be the farthest north in electrical 
merchandising. 








Next Month 


complete digest of the proceedings of the N. E. L. A. 

Convention for those who were forced to stay at home 
while this was in full swing at Atlantic City and for those 
who prefer to digest subjects of vast import beneath the 
shade of a favorite elm. Summer selling methods in profu- 
sion, particularly those which cite the experiences of elec- 
trical merchandisers in stimulating salesmen to greater 
effort. The business is there. ‘These articles tell mer- 
chandisers how to get it. 


The following letter came to the editor’s desk from a 
well-known contractor-dealer: 


“Today, after receiving an unbusiness-like communication 
from the service department of a large factory, it occurred to 
me that some dealer or dealers could accomplish some good 
for the industry by reversing the usual business magazine 
editorial matter. 

“By this I mean that the great bulk of magazine matter 
tells the dealer how to improve his methods, and very often 
this advise comes from manufacturers and jobbers. My idea 
would be to write from the dealer’s viewpoint telling manu- 
facturers and jobbers how they can improve their methods as 
they pertain to dealers and customers.” 


The dealer was invited to express what was in his mind 
without sparing anybody’s feelings. We have the article 
and intend to print it next month. It contains both pointed 
criticism and constructive suggestion, especially in regard to 
handling service under manufacturers’ guarantee. 











SFTER another year of accomplishment, 

4 the Commercial Section, N.E.L.A., is 
4 gathering again at Atlantic City. At 
this meeting, we predict, the interest of the 
entire convention will be focussed on the great 
problem of increasing the use of electricity in 
the average wired home. Attention focussed 
as effectively as though the slogan, ‘More 
Kilowatt Hours per Wired Home,” dominated 
pier and boardwalk. 


A great task and a great opportunity this, of 
providing the American home with adequate 
equipment for the use of electricity as light, 
heat, refrigeration, labor-saving power, venti- 
lation, safety, education and entertainment. 
And when this is achieved—when the average 
home is adequately equipped, the result will be a 
consumption per residence not, the present few 
hundreds of kilowatt hours a year, but hun- 
dreds of kilowatt hours per month. 


This is a sales job. More than that it is a policy 
job. There is too much work, too much busi- 
ness for it to be handled by the power com- 
panies alone. The entire electrical trade and 
industry must contribute. And because their 
cooperation is essential their interests 
must be considered and protected. 


Electrical Merchandising, June, 1921 
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Average Residence Use Now 






400 Kw.- Hr. Yearly 
Annual Bill, $29.24 


“Electrical Merchandising’ Completes Second Survey 
of Residence Electricity Consumption 1n American 


Cities—Shows Growth from 365 to 400 kw.-hr. in Y ear 


Ts first survey ever made of 
residence electricity consump- 
tion in American cities was 
published in Electrical Merchandis- 
ing for March, 1926. This set up an 
average of 365 kilowatt hours used 
by the American home—an average 
residence rate of .0764 and an aver- 
age yearly residence electricity bill 
of $27.89. 

Now, a year later, the second sur- 
vey made in the same cities shows an 
increase to 400 kilowatt hours as 
the 1926 use by the average resi- 
dence customer throughout the coun- 
try. It also indicates a reduction in 


average rates from .0764 per kw.-hr. 
to .0731, and an increase in the aver- 
age yearly bill to $29.24. 

The residential use figure printed 
last year was immediately accepted 
by the industry as an index to past 
sales activity and an indication of 
how slender has been our accomplish- 
ment in the electrical equipment of 
the American home and the recogni- 
tion of this, so dramatically ex- 
pressed in the figure of one kilowatt 
hour per day, has had its very genu- 
ine effect on stimulating sales to a 
greater residential consumption of 
electricity. 








In W hat Section Does the Average Family 
Use The Most Electricity? 





National 

average yearly residence He 
consumprtion..................... 

Average yearly residence 
bill ae 29.24 
Average residence rate...7.31 cents 











400 kwh, 


The map shows 
the average yearly 
consumption in kw.- 
hr. and the average 
annual bill, in dollars, of resi- 
dence customers in cities and 
towns in the sections indicated. 

















In the following tabulation, last 
year’s average is given in parallel 
columns with the 1926 average. As 
will be noted, only those cities which 
contributed to the first survey are 
given. The reason for this is that 
it was felt desirable to hold these 
figures to a comparative basis. 
Therefore, figures from cities not 
included in last year’s survey were 
not included. 

That both survey figures, al- 
though including only about 100 
towns and cities, are substantially 
a national average is indicated by 
other and similar surveys made by 
two separate N. E. L. A. committees. 
The N. E. L. A. figures were gath- 
ered in great part from a different 
group of cities and established the 
same averages. 

In examining the averages by sec- 
tions, they show much the same pro- 
portionate use. The general increase 
was 10 per cent. Only one section 
shows an actual decrease. This sec- 
tion, including Texas and Oklahoma 
towns, shows a decrease in the aver- 
age use per domestic customer, due 
to an increase in the total number of 
customers served. These newly- 
made customers living in as yet un- 
applianced homes offset the increase 
which might otherwise have been ap- 
parent due to the steady appliancing 
activity which was going forward in 
that section of the country. The far 
West section shows the highest aver- 
age consumption as well as growth in 
average use due to the range and 
water heater development in that 
section of the country. 

The decrease in average rate from 
.0764 to .0731 is in line with th? 
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present policy of the utilities, al- 
though the figures on rates and resi- 
dential consumption do not indicate 
that low rate alone is a controlling 
factor in developing household use 
of electric service. 

Among the communities reporting 
the highest average use are Green- 
wich, Connecticut, using 685 kw.-hr. 
per home at a rate of .0828 and 
Evanston, Illinois, using 578 kw.-hr. 


at a rate of .084. Both are high- 
class suburban towns where income 
is high. But Lorrain, Ohio, an in- 
dustrial town, uses 437 kw.-hr. at 
.0759 cents and Wilmington, Dela- 
ware, also industrial in character, 
uses 412 kw.-hr. at .077 rate. Bos- 
ton uses 417 kw.-hr. at .085. 

On the other hand, range use 
helps build Buffalo to 734 kw.-hr. at 
a low rate, and low rates accompany 


high average use in Sharon, Pa., 
Cleveland, Detroit, Winston-Salem, 
North Carolina, and _ Rockford, 
Illinois. Selling activity, however, 
is indicated to be of more importance 
than rates. The comparison be- 
tween other living costs and electri- 
cal rates has always shown that in 
relation to the service performed 
electricity is the cheapest com- 
modity which the public buys. 


Yearly AVERAGE Kw.-hr. USE 


by Residence Customers in Representative Cities 


—Consumption in Kw.-Hr.— 


Towns 
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New. England Section 
Per Cent 


Increase 


Average Yearly 


1925 1926 or Decrease 
388 417 8 
292 336 15 
287 323 13 
355 386 9 
269 330 23 
324 353 6 
291 323 11 
250 285 14 
292 290 hs 
225 267 19 
337 400 19 
573 685 20 
195 228 17 
314 356 13 


Middle Atlantic Section 


235 269 15 
500 599 20 
672 734 9 
309 357 16 
384 410 7 
243 290 19 
300 377 26 
436 485 11 
420 350 Ya 
260 311 20 
282 331 18 
380 390 3 
384 310 19* 
325 400 23 
540 587 9 
436 462 6 
250 286 15 
470 514 10 
240 360 50 
372 412 I 


South Atlantic Section 


420 400 5* 
425 403 5* 
410 397 34 
350 384 10 
324 412 27 
280 264 6* 
459 553 21 
381 401 6 


Continued on page 131 


Average Average Yearly 
Residence Rate Residence Bill, 
In Cents, 1926 1926 

8.5 $35.45 
8.4 28.22 
8.32 26.87 
7.2 27.80 
7.98 26.35 
7.9 27.89 
8.5 24.23 
9 26.10 
10.6 28.30 
8.83 35.32 
8.28 56.74 
9. 86 22.48 
8.56 30.48 
t2 32.27 
5.3 31.75 
3.37 24.74 
8.72 31.13 
7.8 31.98 
9 26.10 
6.5 31.53 
8.5 29.74 
10 31.10 
8.45 27.98 
8.75 34.13 
11 34.10 
6 24.00 
3.73 21.90 
5.7 26. 33 
10 28.60 
5.6 28.79 
9 32.40 
7.12 29. 36 
735 30.00 
7.7 31.30 
8.17 32.44 
8.5 32.64 
72 31.73 
8.02 21.16 
5.9 32.64 
7.53 30.27 
Page 77 








Moo use of electricity in the home will, obviously, be 


brought about only by equipping the home electrically for house- 
hold use and need. What is holding this development back? Tech- 
nical problems have been solved. Design has reached a high plane. 
Selling lags behind. 

The electrical idea is only partially accepted. While it is no 
longer necessary to use persuasion with Jobn and Mary to wire for 
electricity when they build, lighting about exhausts their electrical 
“musts” and it is not always good lighting at that. 

In their specifications quality-built fixtures, ample switches and 
convenience outlets are cut to a minimum (usually with the co- 
operation of the contractor) while electric cooking, refrigeration, 


laundry equipment, house cleaning tools, are put off for purchase - 


into the remote and unspecified future. 

To slip along with this situation is not only to neglect an oppor- 
tunity, it is to admit defeat. Just as the automobile for every 
family and the complete bathroom in every home is the American 
standard, we must sell a completely electrified home as the American 
standard. 

This is the job which sounds the call of opportunity for every 
jobber, dealer and contractor not less than for the central station. 


The Jobber is the natural leader and sales manager as well 
as supplier for the thousands of smaller contractors and dealers. 
He is the co-operating associate as well as supplier to the larger 
dealers and central stations. Let the jobber get back to selling in 
the appliance field and the results will benefit everybody, himself 
not least. 


The Contractor must learn to sell. Rewiring is vital to a 
complete use of electrical comforts in the home. More outlets must 
be installed in present wired homes—this is the contractors’ great 
market. New housewiring is declining, fewer dwellings are being 
built—the major number of unwired old houses have already been 
connected to service lines—but rewiring all these homes to adequacy 
remains ahead—an immediate field offering millions of dollars in 
profitable work. 
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“More Kw.-hrs.” Mean to 


Dealer 
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The Dealer is industry’s contact with the public. High 
quality merchandise, advertising, promotion, public willingness to 
buy, all these forces fail in their full effect unless the right kind 
of dealer is ready to carry through the last vital sales function— 
getting the goods into the home. The electrical retailer stands at 
the beginning of his greatest prosperity—if he will take up his 
responsibility toward the industry job as a part of his responsibility 
to his personal job. The home will use more electricity in direct 
proportion as it uses more electrical merchandise sold by some 
dealer at a profit. 
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In | enisville 






the Dealers Do the JOB 


O ACCOMPLISH its 
| set task of equip- 
ping the American 
home the electrical trade 
requires leadership. The 
central station is the logical leader. 

The question is whether this 
leadership can be most effectively 
exercised by the central station, stim- 
ulating use directly, through active 
merchandising or by organizing the 
local trade to do the job, the central 
station leading and in a measure 
supervising but not actually compet- 
ing for appliance business. 

Conspicuous as a city where the 
utility has chosen the latter course 
is Louisville, Kentucky. According 
to which side of the fence the 
speaker sat on, the Louisville situa- 
tion has been variously cited either 
as an example of a city where the 
dealers are doing the job or as an 
example of a city where the lighting 
company has neglected its mer- 
chandising opportunities. But there 
has been little in the way of definite 
facts as to whether or not the 
dealers alone were successfully car- 
rying on the operation not only in 
selling the quantity of goods but in 
carrying forward the necessary gen- 
eral promotional activity. 

Electrical Merchandising has taken 
the responsibility of getting the 
facts. They are presented here not 
to prove a case for or against but to 
show what, in this particular and 
much discussed case, has been ac- 
complished. 

Early this year, the members of 
the editorial staff made a number of 
merchandising studies in a series of 
towns and cities of varying size to 
get the total sales of all class of elec- 
trical home equipment in 1926. One 
of the cities visited by the writer 
and his associates was Louisville, 
where, as in the other cities, 1926 
sales were checked in detail, and not 
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By L. E. Moffatt 


Managing Editor 


only were figures on merchandise 
sales gathered for comparison with 
other cities but the opportunity was 
afforded for an intimate contact with 
the dealers and an appraisal of 
results from several angles. As 
is shown in the tabulation on 
page 94, the sales of washing ma- 
chines, vacuum cleaners, refrig- 
erators, ranges, ironers, sewing 
machines and fans total for Louis- 
ville $23.35 per residence meter, 
which is slightly above the national 
average of $23.08 per wired home 
established by this study. 

In detail dealers in Louisville in 
1926 sold: 

2,842 washing machines 
4,847 vacuum cleaners 

117 ironing machines 
1,690 motor driven sewing machines 
1,000 electric refrigerators 
23,000 heating appliances 

In the major load-building classi- 
fications, refrigerator sales of 1,000 
units during the year compare favor- 
ably with the corresponding sales in 
other cities of the same size or larger 
when compared to the number of 
meters. 

Louisville is a natural gas town 
and because of this there is little or 
no electric range selling possible. 
Heating appliances compare favor- 
ably as do sales of other major ap- 
pliances farther down on the kilo- 
watt hour scale. When, in addition 
to appliances, we include residence 
and commercial fixtures and portable 
lamps, Louisville reaches a total sales 
average per residence customer of 
$44.55 per meter or a total of nearly 
$2,500,000 in electrical merchandise 
of all sorts being sold in the city in 
1926. 

Taking another indication of mer- 





chandising activity, aver- 

age kilowatt-hour con- 

sumption, the Louisville 

average use is 403 kilo- 

watt-hours per residence 
customer which is also just a little 
over national average, as shown by 
the new survey printed in this issue, 
of 400 kilowatt-hours per residence 
meter for the entire country. 

Still a third indication of the com- 
parative merchandising job is the 
use of newspaper space. In this re- 
spect, the Louisville dealers’ total 
lineage compares favorably with the 
total electrical advertising used in 
other cities of its population class 
and is nearly as great as many much 
larger cities. A total of 471,687 
agate lines of electrical advertising 
ran in all Louisville papers last year. 
83,539 lines or 17.7 per cent of this 
was used by the lighting company. 
This is a further example of the fact 
that Louisville corresponds in all im- 
portant respects to the activities of 
other cities where the lighting com- 
pany is actively merchandising. 


OW, how is this job being done? 

Does the lighting company allow 
the trade to go to it in their own fash- 
ion and accept the returns whatever 
they are? Emphatically, it does not. 
While the utility doesn’t compete, it 
is actually the inspiring force that 
keeps the entire trade eternally at 
it in selling merchandise and build- 
ing load. 

There are two strong local co- 
operative bodies—the Louisville 
Electric League and the Louisvilie 
Electrical Clearing House. The 
Clearing House is considerably older 
than the electric league. It is pri- 
marily a contractors’ organization. 
It deals with the problems of local 
code, approval of wiring material 
and relations with inspectors and 
standards of workmanship. The 
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Louisville Electric League, of which 
E. Sherman Vogt is secretary, fol- 
lows the same lines as electric 
leagues in other places, promoting 
the Red Seal plan and group mer- 
chandising activities. 

Co-operation works in Louisville. 
There is a genuine response to group 
activities in the electrical trade and 
support financial and personal. The 
successful co-operation campaigns 
include a housewiring campaign 
which resulted in wiring 15,000 al- 
ready built homes; kitchen lighting 
campaigns; co- 
operative advertis- : 
ing and sales effort 
on electrical refrig- 
eration, electric 
irons and washers. 

Leadership in 
merchandising ac- 
tivities, however, 
doesn’t reside in 
either of these or- 
ganizations al- 
though it fre- 
quently operates 
throughthem. The 
leader and often- 
times the arbiter of 
Louisville electrical 
activities is Robert 
Montgomery, gen- 
eral sales manager 
of the Louisville 
Gas and Electric Company. During 
the twelve years that the present 
policy has been in effect, Mont- 
gomery has worked with Louisville 
dealers, jobbers and contractors to 
the ends that the quantity of mer- 
chandise sold in Louisville should be 
load-building for the utility and also 
that the sales activities of the Louis- 
ville electrical trade should be on so 
sane a basis as to make for the 
dealers’, jobbers’ and contractors’ 
individual profit and prosperity. 

There is very little in the electri- 
cal way that goes on in Louisville 
without Montgomery knowing of it. 
Harmful business practices, which if 
persisted in, would mean loss to the 
dealer, seem to be just as much a 
matter of concern to him as prac- 
tices which might forfeit the respect 
and confidence of the consuming pub- 
lic. And he is just as quick to get 
action on the one as on the other, for 
a part of his philosophy as a com- 
mercial manager is that the local 
trade should be financially stable; 
that to serve the public properly, a 
continuity of dealers’ merchandis- 
ing service must be maintained; that 
it is a bad thing for the utility when 
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dealers fail and go out of business 
and that, if he can protect the profits 
of the dealers in town and in this 
way contribute toward their stability, 
he is serving the best interests of 
his company. 

That the dealers have responded to 
this leadership in terms of profit and 
stability is indicated by the high 
average prosperity among Louisville 
electrical contractor-dealers. In 
speaking of these contractor-dealers, 
several of the jobbers paid what is 
probably the jobbers’ highest tribute: 
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Trade Takes Advantage 
of its Merchandising 
Opportunities—Utility 
Benefits Through Load 
Building, Good Public and 


Trade Relations 


“They discount their bills.” Some of 
this happy condition is unquestion- 
ably brought about by the jobbers 
themselves. The electrical jobbing 
trade in Louisville is not only ex- 
tremely progressive and takes a large 
part in promoting local co-operative 
activities but works closely with 
its dealers on a helpful business 
basis. 


ETAIL electrical business is by 

no means the exclusive property 
of the electrical trade. Department 
stores are doing an excellent business 
in appliances and portablelamps. Fur- 
niture stores are doing a large port- 
able lamp business and a sizeable 
business. One hardware store does 
a large appliance business and the 
neighborhood drug and hardware 
stores are selling lamp globes and 
many of them small heating appli- 
ances. 

We found these neighborhood elec- 
trical business stores very widely 
spread—an aggregate of 162 drug 
stores and 70 hardware _ stores 
handling electrical merchandise. The 
neighborhood drug stores handle on 
the average about $150 per year each 
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and the hardware stores about 
$600 per year each, in both cases, 
chiefly incandescent lamps. There 
were seventy-four furniture dealers 
handling portable lamps, three of 
the larger stores doing some business 
in appliances, one of them doing a 
very considerable cleaner business. 
Department stores do a large electri- 
cal business, having well organized 
departments displaying and selling 
cleaners, washers and ironers as well 
as portables and heating appliances. 

Louisville is somewhat unusual in 
the relatively large 
number of high 
class lighting 
equipment dealers 
it can boast. 
There are five al- 
together. These 
lighting equipment 
dealers carry noth- 
ing but fixtures 
and portable 
lamps. These 
lighting equipment 
specialists have at- 
tractive show- 
rooms providing 
proper display 
backgrounds for 
the class of mer- 
chandise sold. 

It is evident from 
the appearance 
of Louisville’s shops and the mer- 
chandise that is handled there that 
either the public of Louisville have 
been educated to buy quality mer- 
chandise or that the average Louis- 
ville income is high, probably both. 
The display of lighting equipment 
was especially notable for quality 
and taste and the merchandise was 
in relation to its quality. Portable 
lamps selling at from $75 to $150 
are carried as a matter of course by 
these lighting equipment dealers and 
by at least one of the department 
stores. Fixtures and portables at 
more modest prices are carried by 
the contractor dealers. Portable 
lamp sales are large, the furniture 
and department stores leading in 
volume. The lighting equipment and 
contractor dealers, however, are mak- 
ing a strong showing in this fiele 
Several of the jobbers carry complete 
stocks of lighting fixtures and local 
dealers use these stocks. 

There are still one or two jobbers 
who sell to the public at retail. I 
was informed that some years ago 
practically all the jobbers sold at re- 
tail in Louisville but, with the ex- 

Continued on page 132 
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partment, profits are _ halved 

through half-selling: volume is 
halved through selling only half the 
appliances’ utility. The vacuum 
cleaner is an outstanding example of 
his truth. 

Half-selling is the underlying 
cause of most of the service calls on 
electric cleaners. Some customers 
do not even know that the dust bag 
should be emptied; they run the ma- 
chines until the bags are packed solid 
and then complain that their cleaners 
won’t work. Many others do not 
know that an occasional oiling is 
necessary: they use their cleaners 
long after the oil reservoirs are dry, 
with consequent friction which re- 
sults in the bearings becoming 
“sloppy” or “freezing.” The simple 
adjustment which permits the ma- 
chine to clean at maximum efficiency 
on rugs of various weaves and 
thicknesses is unknown to the 
majority of customers: the 
result is that the cleaner 
either drags and stutters 
over the soft, heavy rugs 
or it completely misses the 
dirt and litter on those 
of lighter texture. 


The strip of cloth may be used with 
any removable-brush type cleaner. 
Below is a special floor polishing at- 
tachment furnished as regular equip- 
ment for one cleaner on the market. 


For bare wood or Through ignorance of these and 
linoleum floors, 


“inn oh other simple yet very important 
ciency is obtained points of electric cleaner operation, 
from the cleaner Mrs. Average Customer either harms 
by the use of a her machine so seriously that you 
— . “fl Page must send out a service man to fix 
placed over the it, which eats into the store’s profits, 
nozzle opening. The cloth or what is worse, she advertises her 
absorbs the dust and at dissatisfaction among her neighbors 
the same time polishes and friends, to the detriment of the 


waxed floor surfaces. 
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store’s prestige. Since profits and 
prestige are the very foundation of 
merchandising success, the half-seller 
type of clerk is a serious handicap 
to any store that is attempting to 
build up an appliance business. 
Fortunately, the half-sellers are 
easy to spot. One has simply to 
check over and compare each clerk’s 
sales with the serial numbers of the 
service man’s reports. When it is 
evident that the servicing 
is required because, of cus- 
tomer ignorance, then the 
fault lies squarely with 
the clerk who made the 
sale—or perhaps we would 
better say, with the clerk 
who made the half-sale. 
The customer’s dumbness 
is no valid alibi: it simply 
emphasizes the clerk’s re- 
sponsibility. The dumber 
they ceme, the greater the 


By the use of the regular 
attachments _ furnished 
for every cleaner, mat- 
tresses and upholstery 
can be cleaned as well 
as coats, walls and radi- 
ators and books, and doz- 
a ens of other 





cleaning 
Placing the _ cloth jobs 
over the brush, that are 
which is then in- difficult 
serted into the to han- 


nozzle in the usual 
manner, holding the 
cloth in position. 


dle by 
hand 
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need for a thorough selling job. 

To the writer’s mind, half-selling 
an electric appliance is scarcely less 
blameworthy than selling but half 
the appliance’s utility, for when you 
sell only half of the service the ap- 
pliance will give, you are in effect 
selling the customer short measure. 
No store which believes in giving 
sixteen ounces to the pound and 
thirty-six inches to the yard, can 
afford to sell appliances on the basis 
of fifty per cent utility. Yet it is 
our observation that this happens in 
eight cases out of ten. 

The vacuum cleaner again serves 
as an outstanding example of our 
assertion. To a very great majority 
of people, vacuum cleaners are 
simply appliances which collect dirt 
from the surface of floor fabrics. 
That, of course, was the machine’s 
first, and is still its chief function. 
But it is not, by fifty per cent, its 
only function. 

After thoroughness in carpet 
cleaning, we rank effectiveness and 
convenience of the attachments. We 
have always deplored this word “at- 
tachments”: it seems to imply that 
these cleaning tools are an after- 
thought, a sort of little-dog-under- 
the-wagon, something hardly essen- 
tial though in rare cases useful, 
like the quilting doohickey for a 
sewing machine. We have heard 
hundreds of clerks discourage the 
purchase of attachments. 

As a matter of truth, if the 
cleaner is so designed that the at- 
tachments can be affixed quickly and 
conveniently, and if their connec- 
tion and location with respect to the 
fan chamber results in a _ good, 
strong suction, these attachments 
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represent fully one-fourth of the 
electric cleaner’s utility. In every 
home are dozens of cleaning jobs 
which are tedious and difficult to do 
by any other means, but which the 
vacuum cleaner attachments accom- 
plish with speed and thoroughness. 

Take the simple matter of clean- 
ing upholstery. According to Allen 
Rogers, Ph.D., of Pratt Institute, 
plush furniture is a veritable breed- 
ing ground of malignant disease 
germs and brushing it with a whisk 
broom or beating it results in many, 
many cases of consumption: he 
recommends vacuum cleaning as the 
best practicable method of cleaning. 
Here at the start is a job of clean- 
ing which, by the old method, is a 
menace to health, a menace to life 
itself—a job which can be done 
safely only with the attachments 
of an electric cleaner—yet this vital 
truth has never been “sold” to the 
American housewife. 

And then there are those many 
and dirty once-a-year jobs of clean- 
ing, such as removing the accumula- 
tions of dust in the registers and air 
intakes of furnaces, the nooks and 
crannies of built-in cupboards, in the 
interstices of steam or hot water 
radiators, or from the floor and 
carpet beneath low, heavy furniture. 

The latest practical use discov- 
ered for the vacuum cleaner is the 
cleaning and polishing of hardwood 
floors and linoleum. On this use, 
Delineator, the well known women’s 
magazine, advices its readers, “Use 
it on bare floors—as well as on 
carpets and rugs. You will find the 
vacuum cleaner an excellent dust 
mop for cement porch floors, lino- 
leums and bedroom floors where the 
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purchase is made. 





HOUSEHOLD appliance is a convenience in every sense 
of the word only when it is made to perform every house- 
hold task within the scope of its design and construction. 
When a woman buys a reliable appliance she has a right to 
expect that the salesperson knows his appliance and is able to 
give her full instructions and suggestions for its use. 


Home Economics departments of central stations and the 
women’s magazines are teaching women how to get full service 
from their appliances but there are still a great number of 
housewives who are not reached by these mediums. ‘To insure 
complete satisfaction from an appliance, every possible sugges- 
tion for its use should be passed along to the customer when the 


Bureau of Home Economies, 
New York Edison Company 





Faye I. HAMILTON, 




















Vol.37, No.6 


blanket fluff beneath the beds is so 
hard to conquer. Dust, after all, is 
the most disagreeable phase of the 
house-cleaning process; and it is 
dust that the vacuum cleaner so 
largely eliminates.” 

There is apparently no limit to the 
unusual or “freak” uses of the 
vacuum cleaner and its attachments. 
A Texas agricultural school regu- 
larly grooms the prize stock in its 
model diary with an ordinary house- 
hold cleaner, thereby greatly reduc- 
ing the bacterial count. The United 
States Army has used vacuum 
cleaners for more than a year in 
grooming horses and mules, and re- 
cently the French army adopted this 
method. At the Dairy Cattle Con- 
gress' held in Waterloo, Iowa, the 
champion bull belonging to Senator 
Hackney was prepared for the ring 
with an electric cleaner. Hornets 
have been removed from an attic, 
mosquitos from sleeping rooms and 
a swarm of bees from under a porch, 
by means of vacuum. One house- 
holder discovered that by attaching 
the hose to the blower side of the 
fan he could instantly clear clogged 
drain pipes, another used the blower 
to dry his car after washing, thus 
obviating streaks. Our neighbor’s 
children use it to get fleas off their 
dog Pal. 

But of course, no one seriously 
proposes that the salesman stress 
these “freak” examples, or that a 
cleaner should be sold as a flea- 
catcher; the point we make in citing 
such cases is to impress upon the 
retailer and his clerks the fact that 
present-day vacuum cleaner is con- 
siderably more than a floor-cleaning 
appliance. It is, in the last analysis, 
a home-cleaning plant, capable of a 
very wide range of service. It 
should be sold as a home-cleaning 
plant. To sell it on any other basis 
is to sell it short measure. The cus- 
tomer who pays full price is entitled 
to the full measure of service which 
her money buys; she will not get 
such service when the clerk sells her 
only half of the cleaner’s utility. 

Half-selling and selling half—just 
think how much they cost the store! 
Or perhaps it would be better to say 
think how much thorough selling 
and complete selling would mean to 
you in profits, volume and prestige! 

When a customer gets complete 
and satisfactory service from an 
electrical appliance, she becomes an 
enthusiast, an advertising broad- 
casting station for it. And all she 
costs is thorough salesmanship. 
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By William E. Barrett 


Generalizations are always danger- 
ous, but, after watching the trend of 
utility advertising for many years in a 
territory which comprises a third of 
the area of the United States, I sub- 
mit the following weaknesses in the 
ff“. general run of central station adver- 
@y~ tising plans: 

a (a) The copy is not in step with the 





OR many years, the central-station in- 
dustry has been one of the most cheerful 
buyers of white space that the newspapers of 
the country can claim. 

Every paper, large or small, is getting 
its share of the Public Utility Dollar and in 
return, the utility is getting—what? 
















> times. 
For eleven years I have been seeking the s (b) It talks generalities and calls 
answer to that question and to date Iam , I 4 for no action or decision. 


not satisfied that anyone knows. In that 
time I have worked for a large central | 
station and with hundreds of them; 
large and small. My inquiries of people 
who should know have elicited but vague 
responses. At best, there seems to be 
but a hope that good will is being fostered 
by the so-called “institutional” advertis- 
ing and that the merchandising adver- 
tising sells. Very few central stations 
can give any data comparable to that ob- 
tainable from department stores and other 
large advertisers; nor do they seem to be- 
lieve that it is possible. Ostrich-like, they 
hide from obvious facts beneath the sand of a 
public utility’s inalienable right to be different. 

Attempts have been made to make advertising 
a force in the business of marketing electrical 
convenience and great credit must be given to 
the N.E.L.A. for the efforts that it has made 
toward that end. The fact remains, however, 
that there are some fundamental weaknesses 
in the central station advertising scheme which 
are conspiring to make the advertising dollar a 
one-way piece of currency which returns in no 
tangible manner, shape or form. 


(c) It is loosely linked with no 
apparent central theme or purpose. 
(d) There is a sharp line of distinction 
between institutional and merchandising 
advertising. 
(e) It is never aimed at a single group 
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in the population and “merchandised” to that group. 

(f) It attempts a selling job without a true picture 
of the real market. 

(g) It costs too much for the job it is doing. 

Lest you think the above criticism too damning, just 
follow me for a few minutes in a brief résumé of the 
advertising being done right now by the central stations 
of the country. Then, take a glance at the possibilities 
of doing the job in another fashion and you may decide 
yourself on whether or not there is a justification for 
the writing of this article. 


HE Blank City Power Company has 50,000 meters 

and serves a population of 175,000 people. It is an 
average central station with the usual run of problems 
and enjoying a fair measure of good will, with the normal 
anxiety lest something happen to disturb this state of 
affairs. It has a rate comparable to other power com- 
panies operating under comparable conditions and it 
sells fans, heating appliances, etc. 

The general manager believes in advertising and em- 
ploys an advertising manager, whose job of managing 
is mainly one of managing to get out the kind of copy 
that the general manager and the commercial manager 
think should be run over the signature of a public utility. 

Mr. General Manager likes his newspaper and would 
growl like a bear if it suddenly “changed its spots” and 
blossomed out some day with an issue written a la 
Horace Greeley. He would have no patience, in this 
day of fast wires and crisp, snappy journalism, with 
what he would class as ponderosity. Yet under his 
direction, the advertising manager sets before the 
newspaper reader a gem like the following—to compete 
with the news columns for attention—and the power 
company buys a whole page to print it in: 

“The story and romance of electricity proves to 
be an everlasting one, perpetual, continuous. It 
is only a few short years ago, within the knowl- 
edge of some of us, that electricity was first de- 
veloped and made available to other than experi- 
menters. 

We have within our reach etc., etc. 

We are proud of the part we play in the develop- 
ment of this large city and ask only the privilege 
of serving, etc., etc.” 

That is typical. I have three such ads before me. 
They come from different sections of the country and 
each occupies a full page. Not one of them gives a 
reason for the demand on the reader’s time should some- 
one read them. They are just so many words, strung 
together in ponderous, high-sounding fashion and with 
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no apparent purpose other than that of telling the pub- 
lic that they are a Power Company, that they enjoy 
“serving” and that electricity is wonderful. 

Some day I expect to see the central stations drop 
their archaic copy overboard, stop talking in vague 
terms of “service” and “miracles” and get down to the 
hard facts that are of interest to the man in the street. 
A step in that direction is being made now by the Union 
Electric Light and Power Company of St. Louis. 

For months, this company bought white space galore 
in the papers and filled it with copy about their new 
super-marvel plant, Cahokia, the never-sleeping giant 
that lived only to serve St. Louis. Thousands of dollars 
went into that splendid, judged-by-utility standards, 
work of education. Then, alarming thoughts came into 
being in the executive brains of the company. Too 
many people had asked in the course of conversation, 
“Where is Cahokia?” “Is it a hydro plant?” “Does 
Union own that big plant across the river?” etc. That 
seemed hardly right, coming from people who ought to 
know. If such ignorance existed in the ranks of the 
official’s friends what must be the degree of ignorance 
in the minds of the general public? 

Union woke up. Unlike most central stations, who 
regard such expenditures as normal demands upon the 
treasury, they asked the question “What did we get for 
those thousands?” Echo answered, “Nothing,” as it 
inevitably must in cases such as this. A change of 
policy followed and the latest “institutional” ads are 
simplicity itself—and they are creating a lot of com- 
ment. The first ad reads like this: “Electricity is cheap 
in St. Louis. Your washing machine costs you five cents 
a month to operate.” A compelling illustration com- 
pletes the ad. 


HAT is the result? For the first time in his life, 

Mr. Citizen gets a concrete thought about his Power 
Company and it amazes him. “Is that all a washing 
machine costs to operate?” he says, “How do you figure 
it?” The central station man tells him and Mr. Citizen 
reacts favorably. “Gosh,” he says, “I’ve been paying 
bills for years and never thought of it that way before. 
How much does this and that cost?” He is thinking 
about his Power Company, at last, and, with the ad- 
vertising to guide him, he is thinking in favorable 
terms. The ads interest him. They are news and they 
compete with the happenings of the day for attention. 
He learns something from them and he does not feel 
that he has been cheated or that he has wasted his time 
reading them. After all, they are so brief that he cam 
read them at a glance. 
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Another idea perishes. What happens to that line 
between institutional and merchandising copy? It just 
isn’t there. Every line of the institutional copy is doing 
two jobs. It is building a favorable reaction for the 
company and it is breaking down the resistance to 
merchandising sales. Which is as it should be. 

But Union has not reached the milennium by any 
means. Several other ideas have to die before the ad- 
vertising dollar does its job. It is one step ahead of 
the field but after all, that is only one step. 

What about that myth that the wired homes consti- 
tute a wide-open market? That idea is so firmly en- 
trenched that many Power Companies think that the only 
means left to them to expand their merchandising mar- 
ket is that of spending more money in “education,” 
more intensively combing their market or, in those 
cities where gas is still strong, increasing the number 
of wired homes. In very few places, has the distinc- 
tion been made between “wired homes” and “adequately 
wired homes.” That is the master key to the Public 
Service Company’s merchandising problems and some 
day they are going to realize what a potentiality lies in 
that key as a means of unlocking many doors which 
millions of dollars’ worth of institutional advertising 
have not budged. 


HE Red Seal Plan was conceived as a means of bet- 

tering the wiring standards of city homes and the 
activities of many of the electrical leagues have been con- 
centrated to the same end. The Power Companies have 
supported these activities generously. It is a part of 
their “policy program” to support all movements within 
the industry. Look closely enough at their attitude 
toward these plans and you will see the old intangible 
“Good-will” sticking his head up again. But the Power 
Companies have not proven by any act of theirs that 
they realize the vital significance to them of the dis- 
tinction between “wired homes” and “adequately wired 
homes.” 

Yet, today, in nearly every large market, there are 
homes which are practically off the market for electrical 
appliances because there is a seldom-used toaster or 
waffle iron lying to one side or being used as an orna- 
ment; an appliance which would be used if it were not 
so inconvenient to hook it up. Thousands of dollars’ 
worth of advertising is being aimed at such homes, much 
of it makes an impression—but there is a resistance 
which the advertising never levels. It never occurs to 


the owner of such a home to have his house rewired. 


It seems silly to him to even think of spending what he 
imagines would be a lot of money in order to put his 
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home in a position to spend still more money in electric 
bills. Yet, he will admit that there are electrical con- 
veniences that he would like to have in his home if it 
were not so hard to use them. 

“The Power Company does not wire homes. That is 
the contractor’s job.” So saith many a Power Com- 
pany. However, that same Power Company does a lot 
of worrying over the fact that the contractor is not 
over-friendly to the company, which he regards in many 
respects as a competitor; one, too, which has advantages 
which he deems unfair. 


EVER was there a pair of situations which could 

be killed with one stone as easily as these two. 
Picture the reaction on the part of the public and the 
electrical contractors some day when a central station 
announces that it is going to devote all its newspaper, 
direct-mail and house-to-house effort to a “rewire your 
home” campaign and that it is going to carry the paper 
on it, as it would for a washing machine; letting the 
contractor do the work. 

Picture the copy that such a campaign would call 
forth. “A generation or two ago, electricity meant light. 
Today, it means comfort, cleanliness, convenience. Is 
your home wired for just light or is it wired for com- 
fort?” “Does electricity answer when you call—or must 
you seek for it?” So on ad infinitum. 

Imagine Mr. Citizen’s surprise when he learns how 
little it costs to rewire his home and when he finds that 
he can pay it out on his light bill. For the first time, he 
will have received from his Power Company a concrete 
solution to his problem of having a home like his neigh- 
bor’s new one. 

That is a thought for the future of electrical mer- 
chandising, which after all is very much “institutional” 
just as the future of the institutional advertising is 
bound to be very much “merchandising.” 

If I may venture one more prediction, it is this. The 
day will come, with the new appreciation of advertising 
on the part of the utilities, when the newspapers will be 
called upon to justify the demands they make on the 
Public Utility Dollar. Some day, a central-station man 
will say to a newspaper solicitor: “We are planning to 
spend blank dollars with you next year. If we were a 
manufacturer, you would have a lot of plans to help us 
realize on that expenditure. What merchandising serv- 
ice will you render US?” 

One newspaper solicitor will drop dead of shock on 
that day, but it will be the dawning of a new day in 
Public Utility Advertising—a day of the two-way 
dollar. 
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CERTAIN customer of the 
A Toledo Edison Company, To- 
ledo, Ohio, owned a dry-cell 
operated radio set. He was, accord- 
ing to New Business Manager E. F. 
Schmidt, just an average radio fan. 
This man’s lighting bills were com- 
pared, for a recent period of six 
months, with those of a correspond- 
ing period for the preceding year. 
During that prior period this gentle- 
man did not have radio in his home. 
This study disclosed that the cost 
of current consumed for purposes of 
illumination only was 90 cents 
greater per month after the set came 
into that home than before. “And 
the best part of it was that he was 
glad of it. He felt, as he expressed it, 
that he was receiving an excellent 
return on his investment. This goes 
for a lot of our customers,” Mr. 
Schmidt declares. “They exclaim 
frequently—‘I know the bill’s higher 
but look at what I’m getting for it!’ ” 
Another investigation conducted 
by this lighting company executive 
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on battery charger consumption 
satisfied him that the trickle type 
costs 70 cents a month to operate. 
These joint findings convinced Mr. 
Schmidt that radio sets belong in the 
major current-consuming class of ap- 
pliances. They were the deciding 
factors that persuaded this Ohio 
utility to merchandise actively radio 
sets and accessories. Its success in 
this direction is indicated by last 
year’s figures: 1,408 sets, $407,000 
gross sales, from Jan., 1926, to Jan., 
1927. Eighty per cent of the sets 
were accompanied by some kind of 
charger or eliminator—“That’s our 
policy, always to include in the con- 
tract price some socket power de- 
vice,” says Schmidt. Based on the 
foregoing load income it was esti- 
mated that the annual revenue which 
last year’s radio sales activities pro- 
duced for the lighting company was 
in the neighborhood of $24,600. 

Now 1,400 radio installations a 
year is no mean business, even in a 
field of 70,600 residence customers 


















Selling Radio 


Annual 


and even though these 
customers be served 
by a utiity as large 
and progressive as the 
Toledo Edison Com- 
pany with its impres- 
sive downtown sales- 
room, its twelve 
branch stores and its 
twenty-eight sales- 
men. How did it ob- 
tain this interesting 
volume? “For one 
thing it took certain 
steps to interest all its 
appliance men in 
radio; to give them 
the working knowl- 
edge necessary to cre- 
ate that confidence in 
their subject which 
would lead them to 
talk about it at every 
possible opportunity,” 
answers Mr. Schmidt. 

Specifically, it sent the name and 
home address of each salesman to 
every manufacturer of sets and ac- 
cessories with whom it was doing 
business with a request to place them 
on their mailing list. This meant, 
and means, that radio literature 
reaches these employees two and 
three times a week—a constant re- 
minder that part of their job is to 
sell radio—and a continuous educa- 
tion influence. 

The company gave a ten per cent 
commission on all direct sales. 

It kept five of the latest models 
in rotation from one salesman’s home 
to the next, each man retaining the 
set for one week. During that time 
he was required to familiarize him- 
self with its external connections, its 
tuning, its possibilities and its out- 
standing features. 

During the winter season the two 
radio service men, the manager 
of the radio department and his 
assistant, coached the general sales- 
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to Every Fiftieth Customer Increases 
Revenue $24,600 for Toledo Company 





men in the finer points of the game. 

“T have found, however,” declares 
Schmidt, “that the average specialty 
man can readily acquire a sufficient 
knowledge about radio to close most 


of his leads himself. Where the 
prospect is turned over to the radio 
manager the salesman must split his 
commission. This is necessary in 
less than 30 per cent of the sales.” 
Special bonus inducements were 
offered from time to time. During 
May of this year, for example, as an 
incentive for getting a new direct- 
power a.c. set on the lines of the 
lighting company, a $10 bonus check 
accompanied the regular commission. 
Last winter, every man who sold 
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25 B eliminators was presented with 
one for his own use. 

Salesmen are allotted closed ter- 
ritory — approximately 2,200 cus- 
tomers to a man. Although they all 
report to the downtown office they 
use the facilities of the branch stores 
for demonstration purposes. These 
stores contain not over three sets. 


Use Branch Stores 


They serve simply as a convenient, 
nearby, location in which to meet the 
prospect and continue the _ pre- 
liminary missionary work. Most 
sales are actually closed in the main 
show-room with its ample assort- 
ment of quality apparatus. 


Summarizing results obtained 
from the all ’round salesman, Schmidt 
says: “The experience of this com- 
pany indicates that this type of man 
can sell radio, when backed by a 
company with a reputation for mak- 
ing good on everything it handles 
such as the Toledo Edison Company. 
Over 800 sets were sold in 1926 by 
the appliance sales crew. As my 
concern spent less than $1,200 in 
radio publicity during that period I 
must attribute the balance of this 
1,408 set sales to its merchandising 
policies and to its well-located central 
store. 

What, then, of these policies? In 

Continued on page 1323 
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Sweet P 


the commercial development of electric service. 

By this we do not mean central station service 
only—we mean electric service, with all those words 
imply. 

Electric service, as the public understands it, begins 
at the meter: it manifests itself to the public in cheer- 
ful light, crisp toast, snowy and well-smoothed linen, 
clean carpets, and a thousand-and-one aids and attrib- 
utes to broader living. 

Whoever contributes to the commercial development 
of this service is a cog or wheel in the machinery of the 
electrical trade, and hence is a factor in that multiva- 
rious activity which we have summed and which we 
serve under the magazine title, Electrical Merchandising. 


f “the commere MERCHANDISING is dedicated to 


ETWEEN the meter and the light, heat or power 

manifestation which the public buys, there may be 
dozens, hundreds or thousands of items of merchandise 
—fuses, switches, wire, wiring devices, fixtures, lamps, 
appliances. All who make, job, retail, install, service, 
sell, advertise or advocate this merchandise, are our 
clients. Whether they like it or not, whether they like 
us or not, we serve them. 

In the past, this vast and varied clientele has been 
divided into cliques, or groups or blocs,—those who 
manufacture, those who wholesale or job, those who 
retail, those who install, and those who vitalize the 
manufactured products by generating and distributing 
electrical energy. The groups have been so divided by 
natural causes. Their problems, as groups, have been 
different. They have organized along the lines of their 
problems. And they have, naturally, viewed those prob- 
lems from the viewpoint of self interest. Nobody blames 
them for that. 


UT Electrical Merchandising, because it serves all 

groups, cliques, and blocs impartially, views the elec- 
trical trade’s problems as a whole, and because it views 
the electrical trade’s problems as a whole it has this to 
say to you:— 


The time is past when the mistakes or faults 
of any individual in the electrical trade may 
be condoned or excused by members of his 
own group simply because of his membership 
in that group. 
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CTSUASION 


Or'id 


It is up to each group to get its own house in order— 
to control, by persuasion or otherwise, those of its 
membership who attempt to climp higher on the wreck. 
age of some other group. Self-preservation, if no higher 
motive, dictates such house-cleaning. 


OR those who suffer most from 

the careless or overbearing mer- 
chandising policies of certain central 
stations are other central stations. 


HOSE who suffer most from the 

ignorance, incompetence, finan- 
cial weakness and caterwauling of 
weak electrical contractors are the 
strong contractors. 


HOSE who suffer most from the 

irresponsible practices of some 
jobbers, who by lack of price courage 
and loose credit methods, nourish 
profitless competition among the con- 
tractors—are the wiser jobbers who 
are striving to maintain an orderly, 
economic distribution of electrical 
products and equipment. 


HOSE who suffer most from the 

acts of misguided manufacturers 
of sub-standard products are the solid, 
progressive manufacturers of high 
grade products. 


OR members of any group to 

acquiesce in unethical or destruc- 
tive policies because of class conscious- 
ness or loyalty to their bloc,1s to assume 
responsibility for, and suffer by, the 
evil and destruction wrought. 
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IGHT now the industry’s attention is centered upon 

the Atlantic City convention of the National Electric 
Light Association. At that convention the chief topic 
of discussion will be commercial—the development of the 
market for motor-driven refrigerators, the raising of 
residence lighting standards through refixturing, the 
stimulation and safeguarding of communities through 
more and better street and highway lighting and of 
retail business through improved display-window and 
store lighting, the minimizing of industrial accidents 
and the speeding of production through better factory 
lighting, the further elimination of needless household 
drudgery through the sale of washers, ironers and 
cleaners. 

As American citizens, it is well for us to realize—and 
the realization should bring a glow of proper pride—that 
each such activity is a contribution to the betterment, 
happiness and prosperity of the American public. The 
central stations cannot modernize the lighting of a single 
factory without thereby saving lives and limbs, without 
increasing the nation’s wealth. They cannot modernize 
the lighting of the humblest home without bettering the 
nation’s eyesight. They cannot improve the lighting of 
a single display-window or store interior without reduc- 
ing the cost of distribution. They cannot sell a refrig- 
erator, washer, ironer or cleaner without favorably 
affecting the nation’s vital statistics. 


GAIN, as members of the electrical industry, it is well 
for us to realize that each such activity is bound to 
reflect to the advantage of all of us, that it is a step 
forward for the whole industry. A bulb must have a 
shade, a holder, a socket, a fixture, an outlet box, con- 
duit, wire, switch, fuse, meter, transformer, pole line 
and so back through all the myriad and mysterious 
steps to the rain clouds in heaven or the coal strata 
beneath the earth. No lamp can be sold on whatever 
terms, no lamp can be given away, without adding from 
ten to one hundred times its retail price to the income 
of the industry. And, mark this well, no lamp can be 
sold or given away without creating the demand for 
— lamp—and all that lies behind it. Light begets 
ight. 

Convenience creates an ever-increasing market for 
more conveniences. No matter how ill-advised the 
methods employed to promote a wider use of electric 
service, the mere fact that the service is more widely 
used must result in an ever-growing demand in which 
Wwe all somehow share. 


Saso WeIGuHt 






UT while these development activities, viewed 

broadly, are a service to the nation and a stimulus 
to the industry as a whole, it is easy for them to work 
very serious injury to one or another of the industry’s 
group or blocs. 

There is no lack of instances where this has been so. 
We have seen central station campaign plans which were 
so self centered in their planning that they embraced 
terms which none but a utility could match, prices which 
no one dependent upon merchandising profit could meet, 
sales methods which smothered every possible competi- 
tion. Nor was all the hurt restricted to the sales effort, 
it extended also to buying and installing—suppliers 
squeezed into furnishing merchandise at cost or less, 
bedroom piece-workers given the products of reliable 
manufacturers to copy, contractors being forced by 
threat of competition from subsidized curbstoners, to 
do installing on a basis which could only be figured in 
red ink. 


Leaving ethics out of it, such methods are unneces- 
sary. They do not get a dollav’s worth of business nor 
add a dollar to margins which could not be secured 
cleanly. 


No straight thinking man in the central station group 
approves such buccaneering. But the average individual 
when he notices it at all is prone to keep quiet about it. 
And that is the trouble in all such groups and blocs in 
an industry. The straight thinkers do their straight 
thinking in strict privacy and keep very, very quiet. 
Things are done which they don’t condone, but—neither 
do they protest. And when anyone else protests they 
line up like good soldiers behind the subnormal minority 
who think that the way to make profit is to cause some- 
body loss. 


ET’S quit this destructive fallacy while the quitting is 

easy and inexpensive. Let us clean house, group 

by group. Self-preservation, if no higher motive dic- 

tates such house-cleaning, for if it is not done from the 
inside it will be done anyway. 

The Atlantic City meeting is a good place to start, 
and the central station commercial men are good men 
to do the starting. They have opportunity, incentive, 
leadership and brains. All that’s needed is for the 
leadership to do a little leading in that direction. Sweet 


persuasion would doubtless turn the trick once for all— 
failing which a sash weight will do. 
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STRATEGY VS 


How shrewd planning and aggressive salesmanship are getting the elec- 
tric range into the home—past the h ousewife’s indifference, the padlock 





on father’s checkbook, the maid’s ignorance and the oil or gas range 


LINE without sales resistance 

is the sales manager’s dream 
of Santa Claus—but there isn’t any. 
Not that electric ranges encounter 
more sales resistance than other 
major appliances, but sometimes it 
seems to the commercial manager 
that these resistances are of «@ 
peculiarly varied order. Brought 
together from the experience of 
many different, and all successful, 


Page 92 





























range-selling operations, here are 
some suggestions on how to meet 
specific “obstacle” problems. 


“It Costs Too Much” 


Original cost resistance is present 
in the sale of every commodity from 
pins to palaces. And it must be over- 
come by salesmen in much the same 


way regardless 
of product. A 
clear, direct to 
the point, story 
of the advan- 
tages of the elec- 
tric range and a 
snappy demon- 
stration of these 
advantages is 
the appliance 
salesman’s chief 
weapon. Every 
range salesman 
is fortified by 
the fact that 
there are more 
distinct advan- 
tages embodied 
in the electric 
range than in 
any other type 
of cooker. What is more, a good 
electric range costs no more than its 
nearest rival—a good gas range. 











+ 2+ & 


G. B. Richardson of Tyler, Texas, 
reduces price resistance to a mini- 
mum by campaigning ranges when 
people in his territory really have 
money to buy them—when the crop 
money is in. By timing his sales 
efforts to coincide with the harvest- 
ing of the berry crop, the tomato 
crop, the peach crop and the cotton 
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crop in Texas 
this appliance 
dealer has sold 
445 ranges in 
less than a year. 
Tyler has a total 
of 1,800 domes- 
tic meter-users, 
and the differ- 
ences in the time 
the various 
crops are harv- 
ested permits 
him to campaign 
ranges on an 


average of once N 
every 90 days. } 
* * % 


In Illinois, the 

Electric Shop of Oak Park has done 
much to overcome price objection by 
applying allowances made on oil, gas 
and coal ranges against the usual 
$20 to $35 installation charge of an 
electric, rather than deducting this 
allowance from the price of the new 
range itself. According to chief 
salesman Lynch, the cost of special 
wiring for these appliances is often 
the principal point of sales resist- 
ance. His men have been instructed 
to mention trade-in allowance and 
installation charge simultaneously so 
that one counteracts the other. They 
do not mention trade-in until the 
electric range is sold. 
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and approxi- 
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Best Prospects are the 
Average Homes 


Electric range salesmen should by 
no means concentrate on residents of 
expensive homes in the belief that 
these people can better afford con- 
veniences. 

O. P. Johnson, the new busi- 
ness manager of the Indiana and 
Michigan Electric Company has 
found it much easier to overcome 
price resistance when selling to 
middle-class prospects than to con- 
tact with people of a wealthier class. 
He instructs his men to concentrate 
on residents of homes valued at 


tory at least, 

4 sales to owners 

of expensive homes have 

been disappointing due to 

the difficulty commission 

salesmen experience in get- 

ting in touch with people of 

this kind. Selling to wealthy people, 

where price resistance would prob- 

ably not be encountered frequently 

means a long wait in the outer office 

of the husband’s place of business, or 

a time-wasting barrage of servants 

and broken appointments if his wife 
is being called upon at home. 


Demonstrating Economy 


Central stations and dealers have 
also devised ways to combat 
erroneous impressions that electric 
ranges are expensive to operate. The 
Hartford Electric Light Company of 
Hartford, Conn., dispels the illusion 
by periodic newspaper advertise- 
ments in which it lists the monthly 
range current bills of various cus- 
tomers. These are selected at ran- 
dom from its list of range customers 

Continued on page 183 
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Appliance 


SALES per Wired HOME 
$23.08 per YEAR 


Average Outlay for Appliances Shows In- 
crease over Figures Gathered Two 


both motor driven and heating 

appliances, have shown—judged 
by a survey recently completed—a 
considerable increase, within the last 
two years. In the September, 1925, 
issue of Electrical Merchandising 
were published the results of a sur- 
vey covering sales of these appli- 
ances, showing sales of $10.88 per 
wired home for 1924. Electrical 
Merchandising has just completed a 
second survey of representative cities 
ranging in size from less than ten 
thousand to the half million class, 
which establishes a figure of $23.08 
per wired home as the average ex- 
penditure of the American family 
for electrical appliances. 

A part of this increase from two 
years ago is due to the very greatly 
increased sale of electrical refrig- 
erators and in part also to the in- 
creased sale of electric ranges. Wash- 
ing machine sales have increased 
during this period, the electric ironer 
is taking its place as a major ap- 
pliance and there is a reasonable in- 
crease in heating appliance sales. 

These figures, in part, were taken 
from estimates by local electrical 
men familiar with their local condi- 
tions and the volume of merchandise 
moved. As a check figure, there is 
included eight cities where an actual 
store-to-store census was taken by 
Electrical Merchandising. Detailed 
figures being gathered of all the 
merchandise sold in 1926. A further 
check on the substantial accuracy 


Gea of household appliances, 
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of this survey is in the national total 
sales of these appliances by manufac- 
turers, and which appeared in the 
January issue of this publication. 
As these several checks indicate 
an average of $23 per wired home 
throughout the whole 16,000,000 
wired homes in the United States 
for this particular group of appli- 
ances, it is safe te accept the figure 








How the Average 
American Family 
Spends Its Money 


Per Year 
Automobiles and 


supplies ....... $420.00 
TOGBECO ooo cena 
Furniture ........ 87.00 
Gasoline ......... 
Ice cream ....... 
Candy 
Telephone service. 30.00 
| ce 
Electricity for home 

ee 


Electl appliances. 


e € @ €.€ 4 6 & @ © 


29.24 
23.08 








Years Ago 


here established of $23.08 as fairly 
accurate. 

In making this survey, the number 
of units sold was first obtained. 
The value in dollars was reached by 
using the average retail selling prices 
for the various appliances. These 
have been assumed as follows: 


Wb iiwkieerieadeedins $150. 
RRENRISINI aS, «5.5 shal edhe. ca iat eae 150. 
PIVIAN PIE 8 22 a wana eaccaewne 150. 
CS i pa bw oadeeeawee 60. 
NGSVIGCFACORS «26 «6 cs cee cde 300. 
RONG Oe cone alk oa ere 5.80 
Heating Appliances ......... 9. 
Sewing Machines ........... 200. 
PT eRERAID coca osha rer: Bes ghar sal earn oer 15. 


The list totals $1,039 and does not 
include the lighting fixtures, port- 
ables, nor oil burner and plumbed in 
dishwasher. It is apparent that 
with average sales of $23 a year, we 
are making extremely slow progress 
toward reaching the time when every 
home in America will be completely 
equipped with electrical labor-saving 
devices. 

There doesn’t seem so great a 
difference in the average sale be- 
tween the larger cities and the 
smaller ones. Cities of 50,000 and 
over average $23.21. Cities of from 
25,000 to 50,000 average $23.27 and 
cities of from 10,000 to 25,000 aver- 
age $21.15. This confirms the ac- 
cepted conclusion that sales are less 
in the smaller towns. However, 
these figures would indicate that the 
difference is not so great as has been 
thought. 
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The Motor- Driven 
Water System Is 
One of the Farmer’s 
First Electrical 
Equipment Purchases 


EES sialic ATER, plenty of 
gt ica es, en ee it, is absolutely 
essential on the 
farm. That is why the 
rural market for electric 
pumping systems is full of 
possibilities. The surface 
has not yet been scratched. 
The load-building oppor- 
tunity that awaits the cen- 
tral station in this direc- 
tion is far greater than 
most executives imagine, 
according to Commercial 
Manager L. M. Williams 
of the Wisconsin Power 
and Light Company. 

This utility serves 180 
farming communities in 
Wisconsin and it has 3,100 
farm meters on its lines. 
Eighty per cent of these 
3,100 farmers still pump 
water by hand. Since 
March, 1926, it has sold 
forty-five electrically 
driven pump-jacks at an 
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How the Wisconsin Power 
and Light Co. Is Selling the 
Farmer ‘‘Water at the Tap”’ 
and Increasing Its Revenue 
$28 per Year per Installation 


average price of $90 each, and has 
written $3,700 worth of “pressure 
system” business. It is estimated 
that the motors on these outfits will 
produce a yearly added revenue of 
$840 for this company. That is just 
a start—this business should triple 
during 1927, it is believed. 

“But—a working agreement with 
the local plumbers is the primary 
law of the successful merchandising 
of electrically-driven, water-pumping, 
systems. One year’s experience has 
taught me that this must be done and 
here are the reasons why” Williams 
declares. 


“When a farmer talks water sys- . 


tems the first question he asks is, 
‘What will it cost?’ This includes 
the piping, and frequently drinking 
fountains for the stock, a new 
sink, bath-tub and toilet. Only an 
experienced plumber can estimate 
these latter requirements as they 
vary considerably according to indi- 
vidual conditions. 

“ ‘Why, then, should the lighting 
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company inter- 
est itself in the 
sale of water- 
pumping sys- 
tem?’ might 
be asked. It is 
a fair question 
and easily an- 
swered. This 
answer will reveal an interesting, one 
might almost say startling, marketing 
condition with respect to the oppor- 
tunity for merchandising electrically 
driven, water-pumping systems. 

“Up until the last few years, very 
few farmers have been fortunate 
enough to have city current. The 
plumber, the hardware dealer and 
the farm implement dealer have 


found—and still find—that it is’ 


quite expensive to canvas the coun- 
tryside for water-power prospects. 
They have been able to make very 
little money, from a merchandising 
angle, by so doing. 

“Selling costs due to the difficulty 
in reaching this market have been 














too high. The plumber furthermore 
is, as a rule, interested in his $10 or 
$15 a day labor charge which he con- 
siders real net profit. He has not 
been in a position to finance or serv- 
ice electrically-driven water systems. 

“But the lighting company knows 
exactly where its farmer prospects 
for electric motors are located. It 
is in a position—peculiarly so—to 
contact prospects, to finance and to 
service water pumping installations. 
The utility must do the job. It is 
the one and only logical merchandiser 
to secure volume business in this 
comparatively new field, so full of in- 
teresting possibilities. 

“Another thing which I feel sure 


Page 97 
















































































will interest other commercial man- 
agers in the farm market,” continues 
Mr. Williams, “is that the plumber 
has welcomed our advances with 
open arms. 

Without exception, the plumber 
has subscribed heartily to our work- 
ing agreement which provides that 
we will contact the prospects and 
sell the jobs; that we will finance the 
installation and collect the twelve 
monthly payments 
from the farmer. 

“It provides that 
the plumber will fur- 
nish the estimate on 
the piping and the 
plumbing supplies. 
The lighting com- 
pany will buy the 
water-pumping sys- 
tem and will pay the 
plumber his con- 
sumer price less a 
ten per cent sales 
commission. 

“It will be seen 
that this arrange- 
ment at once relieves 
the lighting company 
from all installation 
details and permits 
the lighting company 
to sell the entire out- 
fit. This must be done as the farmer 
is more interested in the apparatus 
at the far end of the pipes than he is 
in the mechanism which delivers wa- 
ter under pressure.” 

Williams has crystallized the fac- 
tors in this working arrangement 
with the plumbers by memorandum 
agreement which provides: 


to 


1. That the company will actively 
canvas rural communities for the in- 
stallation of electrically-driven water 
systems and that it will refer the mat- 
ter of installation price to the plumber. 

2. That the plumber will submit an 
estimate of this price based upon the 
schedule of prices hereto attached. 
(The lighting company salesman has 
an advance approximate schedule of 
installation cost; piping, fittings, etc. 
This permits him to quote the farmer 
on the first interview an approximate 
total price.) 

3. The plumber will pay a commis- 
sion of ten per cent on his consumer 
price. 

4. All contracts for the installation 
of machinery and fixtures shall be 
taken in the name of the company, 
which shall carry all deferred payment 
contracts and make all collections from 
the customer, but the company shall 
pay the plumber the amount due for 
materials, appliances and labor fur- 
nished by him, less said commission, 
within thirty days after presentation 
of invoice accompanied by a statement 
signed by the customer that the job 
has been completed to his satisfaction. 
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5. The plumber will refer all rural 
inquiries for water systems to the 
company. 

6. The plumber agrees to do all work 
in conformity with the requirements of 
the Wisconsin Plumbing Code. 

The advantages of this arrange- 
ment to the small-town plumber of 
small financial means are as follows: 

He is saved the selling expense; he 
is sure of his money in thirty days; 
the volume of business secured by 


The pressure water system consumes 
an average of 45 kw.-hr. a month—a 
revenue of $28 a year on a 5-cent rate. 
The pump-jack consumes 20 kw-hr. a 
month—a revenue of $12 a year. 
co-operation with local plumbers, these 
installations are not dificult or expen- 
sive to sell and service. 
primary utility to the farmer and pro- 
duce an amount of revenue that helps 
make the rural line pay 


the utility is far greater than he 
could obtain, therefore his time and 
material profits are larger than they 
would be were he to get the entire 
margin on a few of the installations 
plus the merchandising profit on the 
pumping plan. 

This utility called the four 
plumbers of Beaver Dam, Wis., to- 
gether in April and laid its plan be- 
fore them. It provided for a fair 
distribution of jobs so that each 
party to the agreement would aggre- 
gate the same volume of business, 
unless the farmer declared his prefer- 
ence for a certain mechanic. This 
plan met with their unanimous ap- 
proval. 


What the Salesman Must Know 

Selling water-pumping systems is 
not as complicated as, at first blush, 
it would appear to be; in the light of 
the experience of this central-station 
executive. The salesman must, how- 
ever, have a working knowledge, 
easily obtainable, of these factors: 
the approximate costs of water pipe 
from 3 to 134 inch; approximate cost 
of a small variety of drinking foun- 
tains, sinks, tubs, etc.; water de- 
mands and tank capacities; surface, 
suction and deep-well pumping. 
In the majority of installations, 





They are of 








the water is more than 20 ft. under 
ground. This calls for the more ex- 
pensive deep-well pump. In many 
cases, water is 150 ft. under ground. 
In these instances, the plumber must 
be consulted and inspect the farm 
before an estimate can be given. 
Electrically-driven pump-jacks are 
comparatively inexpensive and are 
in lively demand. The electric mo- 
tor and connecting mechanism sells 
for about $90. As 
the pump is already 
installed and piped 
the service of a 
plumber is seldom 
required. The pump- 
jack is not automatic, 
when a farmer needs 
water, he closes the 
electric switch. 
T hese installations 
consume about 
twenty kilowatts per 
month and produce a 
revenue of approxi- 
mately $12 a year at 
afive-cent power rate. 
Pressure systems 
consume approxi- 
mately forty-five 
kilowatts per month 
and produce a reve- 
nue of $28 per year. 
These major electric appliances of 
interesting load-producing possibili- 
ties are sold on terms of fifteen per 
cent down and twelve months to pay 
the balance. A standard, major ap- 
pliance, contract form is used. Seven 
per cent is added to the list price for 
time payment carrying charges. 


In 


Many Inquiries Received 


Since the Wisconsin Power and 
Light Company let it be known that 
it was in a position to supply elec- 
tric pumping outfits to the farmer, it 
has received a gratifying number of 
inquiries. To quote Mr. Williams: 

“The farmer does not want to 
shop around; that is why we find 
that we must line up to sell the en- 
tire installation even though it in- 
cludes such things as bath tubs. 

“Merchandising electric water- 
supply systems is not a complicated 
proposition if you take a_ local 
plumber into partnership with you. 
There is very little servicing re- 
quired; one service call a year is, I 
should say, a fair average. My com- 
pany is looking forward with great 
expectations to an extensive develop- 
ment of this comparatively new and 
fertile field which has such interest- 
ing possibilities.” 
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Refixturing 
(CAMPAIGN PLaNs 


Tests Preceding Natton-wide Cam- 
paigns Have Gone Over with a Rush 


ture business through vigorous 

refixturing campaigns by cen- 
tral stations and electrical dealers— 
a comparatively old idea recently 
thrown into the limelight—is rapidly 
passing from the stage of discussion 
into that of accomplishment. 

The National Electric Light As- 
sociation, through its Home Light- 
ing Committee, has formulated plans 
which central stations may follow in 
conducting campaigns and its cen- 
tral-station members are to concen- 
trate on refixturing beginning Octo- 
ber, 1927—enlisting the co-operation 
of electrical dealers everywhere. 
Particular emphasis is to be laid on 
the refixturing of living room and 
dining room. 

From the standpoint of the utility 
the results to be gained by co- 
ordinated sales effort in behalf of 
refixturing may be grouped as fol- 
lows: 


First, the sale of better lighting 
equipment for living and dining rooms 
to a minimum of 5 to 10 per cent of 
the residence meters connected. 


Second, a corresponding increase in 
revenue, which is almost entirely net 
profit, from these customers. 


Third, byproduct sales of lighting 
equipment for other rooms, and the 
filling of many empty sockets with 
proper wattage lamps. 

Fourth, a considerab'e byproduct 


value in customer relations and good 
will. 


Fifth, the start of a customer accept- 
ance of a new and higher standard of 
residence lighting which will mean 
easier sales in future activities due to 
lessened sales resistance. 


Sixth, a new and higher standard 
will be set up with the manufacturers 


[ tore basin “pep” into the fix- 
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and dealers in lighting equipment, and 
much of the equipment installed in 
newly built homes will automatically 
meet this new standard. 


That such an activity may be suc- 
cessfully operated has already been 
demonstrated in a very practical 
way by several companies. In one 
such activity already completed, 
some 3,400 fixtures were sold to a 
group of customers to whom but 200 
or 300 had been sold for refixturing 














Costs and Profits in 


a Refixturing 
Campaign 
Per 
Cent 


Selling Price ...... 100 
Cost of Merchandise 45 


Sales Commission... 12.5 
Advertising ...... 4.17 
Trade-in Allowances 16.67 
Miscellaneous 

Expenses ...... 2.08 
Hanging Cost 5.21 
Carrying Time- 

Payments 3.12 
Net Profit ........ 11.25 


These percentages record 
the actual results of an 
individual refixturing cam- 
paign in which the com- 
pany featured a $24 liv- 
ing-room and dining-room 
fixture on a twelve-months- 
to-pay basis, offering $4 
for traded-in fixtures. 








during the entire year preceding the 
activity. 

A number of preliminary test 
activities have been operated during 
the past year, as a result of which 
much valuable experience has been 
made available to the industry. Sug- 
gestions havé been taken from 
various sources, particularly from 
activities of the Public Service Com- 
pany of Northern Illinois, the Ken- 
tucky Utilities Company, Inc., the 
Empire District Electric Company, 
the Pennsylvania-Ohio Power and 
Light Company, the Cleveland Elec- 
tric Illuminating Company and the 
Ohio Public Service Company. 

The Kentucky Utilities Company, 
operating in small communities 
throughout the state with popula- 
tions of between 250 and 2,500, also 
one city of 3,500, has sold $12,000 
worth of living room, dining room 
and kitchen units, including some 
commercial installations, as well as 
$20,000 worth of lamps. 

The company appointed district 
managers in charge of small groups 
of towns and placed regular sales- 
men, with no special training, under 
the supervision of these district 
managers on a straight salary basis. 
Each man covered from five to six 
towns. These men were equipped 
with literature and hand books as 
well as aided through weekly sales 
bulletins and show-room displays 
throughout the territory and ap- 
proached prospects from the stand- 
point of eyesight conservation and 
the decorative value of good lighting. 

Living and dining room units at 


Continued on page 134 
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URING 1926, prior to 
ID November, the Mil- 
waukee Electric Rail- 
way and Light Company sold 
less than 100 refrigeration 
units. It was biding its time, 
observing, experimenting, 
planning. On October first, 
it tackled the electric refriger- 
ation problem in dead earnest. 
Between November, 1926, and 
May, 1927, it completed nearly 
900 installations. Multiple- 
unit jobs accounted for 474 of 
the families thus served. Ap- 
proximately 50 per cent of the 
single-residence sales required 
that the motor -compressor 
unit be located in the base- 
ment. With its present sales 
and service organization, and 
at its present rate of bookings, 
making due allowance for sea- 
sonal influences, this utility 
will do fifteen times more re- 
frigeration business this year 
than it did last year. 
Milwaukee offers an inter- 
esting example of the market 
possibilities for mechanical 
refrigeration when the sales 
plan is a sound one and the 
personnel well chosen, accord- 
ing to assistant sales manager 
N. C. Christopherson. Cer- 
tainly these results would 
indicate that something de- 
cidedly constructive and ex- 
ceedingly vital must have 
happened since last October 
in this Wisconsin city of 
119,000 wired homes. The 
winter and early spring sea- 
son is not generally regarded 
as the best time in which to 
sell electric refrigerators, yet 
in this comparatively short 
period of six months, the 
M. E. R. & L. Co., organized a new 
specialty selling force, re-allocated 
its appliance service department and 
grossed over $85,000 worth of refrig- 
eration business. 


Building on a Firm Foundation 


Though volume, in a_ surpris- 
ingly short time, has been achieved, 
volume was not the main objective. 
“The primary aim of this company 
has been to give its customers a 
refrigeration service that is entirely 
satisfactory,” declares sales manager 
F. A. Coffin. “It feels that the time 
is almost here for volume business 
in electric refrigerators but it feels 
also that the first obligation of the 
central station is to its customers— 
that they be properly served. That 


Page 100 


Milwaukee 
Company Sells 


Muttiple- Unit 


is why, in October, it moved its ap- 
pliance service organization from the 
jurisdiction of the maintenance de- 
partment to that of the sales man- 
ager; that is why it brought an 
experienced refrigeration man and 
crew manager from Chicago to or- 
ganize a special resale crew of high 
calibre men to sell these devices; that 
is why it instructed this man, em- 
phatically, unhesitatingly, to turn 
down any and all installations where 
the customer insisted on buying an 
undersized box or unit.” 

The job resolved itself into two 
naturally related components: build- 
ing a high-class sales organization 
of specialty men to concentrate on 
“in-the-home” selling and the co- 
ordination of a thoroughly-trained 


















corps of installation and_ service 
experts. 

It should be noted that this busi- 
ness was built on the basis of 
salesmanship. No especially lenient 
terms, no premiums, no “sales” were 
a factor. Field work—intensive spe- 
cialty selling methods applied to 
refrigeration—is getting this Mil- 
waukee utility off to a flying start 
this spring. 

Christopherson has a force of nine 
outside salesmen selling refrigera- 
tion exclusively. These men receive ‘ 
a salary which averages $100 a 
month and a 10 per cent commission. 
They were all hired and trained 
within the past seven months. Each 
has a closed territory of his own of 
about four square miles in one of 
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Refrigeration 


the better residential neighborhoods, 
plus the privilege of foraging for 
additional business in the two-thirds 
of the city which has been kept open. 
This gives the men a feeling of 
security, of proprietorship over their 
little domain and a commission on all 
sales that go into that four square 
miles and it also gives them addi- 
tional territory in which to stage 
their “battle royal.” 

These men are now earning from 
$150 to $500 a month. Here are 
some of the sales principles which 
have contributed to their success: 

When a man is hired, he 
must sell the boss on himself— 

“Don’t try to sell the job to 

the man, you will get too many 

half-hearted salesmen.” 
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A regularly scheduled, ten-minute 
experience meeting and talk every 
morning is well worth while. 

The men call at the back 
door. Reason—it is nearer the 
refrigerator by thirty feet and 
the chance of obtaining en- 
trance and of interesting the 
woman in the new idea is 
twice as good if the old box 
can be seen and referred to. 

When the men start out they 
expect to receive at least five 
complete turndowns a_ day. 
When the anticipated occurs 
therefore it does not dishearten 
them. 

If a woman is not interested 
the salesman must leave the 


A specimen installation of a 
multi-unit apartment job is 
essential if this field is to be 
properly cultivated. This set-up 
is in the special refrigeration 
store of the Milwaukee Electric 
Railway and Light Company. 















way open for a repeat . 
call. 

If the woman must see 
her husband the sales- 
man makes every effort 
to be in on that first 





evening’s meeting of the 





two. That very night, 
in other words. Why? 
Because the wife is a 
poor salesperson. Her 
husband’s first thought 
is “expense” and he will 
invariably talk his wife 
out of the mechanical re- 
frigeration notion. It is 
vitally essential that the 
salesman be present 
then. It will be two 
against one as well as 
experience against 
vagueness. 

The higher-priced 
models are featured first. 
“It is easier to work 
down than up.” The 
average list price per 
saie is $315. 

The crew manager or 
supervisor spends his 
mornings helping to 
close prospects and his 
afternoons with the 
newer men. 

Although the lighting com- 
pany in Milwaukee has just 
opened a _ beautiful display 
room it decided that its refrig- 
eration activities were of sufficient 
importance to justify segregating 
them. It rented two large ground- 
floor rooms for use by its specialty 
salesmen, its service department, its 
display of the larger specimen instal- 
lations and for storage. 

Back of the conference and sales- 
man’s room is the service depart- 
ment. Ten men are kept busy in- 
stalling multiple-unit systems. Two 
men specialize on service main- 
tenance. 

The outstanding policy, the golden 
rule, of this organization, is initial 
care. One of the strongest argu- 
ments employed by the salesmen is 
the expert care with which the plant 
Continued on page 134 
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ELECTRICAL MERCHANDISING 


WHAT About 


the 


IL BURNER? 


Its present status as an electrical appli- 
ance—Mechanical development at ad- 
vanced stage—Marketing lags behind 


QW hat about the oil 
burner? QIs it profitable? 
QDoes it fit into the elec- 
trical line? QIs it an appli- 
ance that a jobber can han- 
dle? QCan an electrical 
contractor sell it, or does tt 
call for a heating engineer? 


HESE and similar questions are 
increasingly frequent among 
electrical merchandisers. They 
are interested and they want some 
facts. Some of these questions are 
answered in the following data 
gathered at the recent convention of 
the American Oil Burner Association 
at Buffalo. This does not pretend 
to be an analysis of the oil burner in- 
dustry. It is an informal report on 
the oil burner as an appliance, the 
facts gathered from addresses de- 
livered at the convention meetings 
and from conversations with dealers 
and manufacturers: 


HERE is very little extension 

of credit by the manufacturer 

to the dealer. The _ established 
credit practice on oil burners is for 
the manufacturer to ship, no 
matter how good a credit risk the 
dealers may be, on sight draft 
attached to bill of lading or by ex- 
press C.0O.D. Dealers complain of 
this and also make the accusation 
that the manufacturers overstock the 
dealer. A dealer, to obtain and hold 
an oil burner franchise, is required 
to agree to a definite quota and in 
some cases to buy for cash a sub- 
stantial portion of the total year’s 
quota at the time of signing the con- 
tract, and in other cases to make a 





deposit with the manufacturer of 
ten per cent of the amount of the 
quota contracted for. 

These trade practices work to the 
advantage of the manufacturer but 
are a considerable hardship to the 
dealer. One dealer, M. E. Simpson, 
vice-president of the Automatic Oil 
Burner Corporation, New York City, 
stated that the oil burner dealer 
must have $250 in capital for every 
oil burner installation he sells, while 
the manufacturer only needs $100 
capital for each oil burner he 
markets. Many dealers complained 
that they weren’t making any 
money; that their cost of doing 
business was so great as to leave 
them little or no net profits. Other 
dealers admitted that they were 
making money. As with other spec- 
ialty appliances, good management 
and favorable local conditions will 
produce a profit but the balance 
between profit and loss is admittedly 
close. 

Several dealers who were handling 
refrigerators as well as oil burners 
regard the oil burner as the more 
profitable device. The reason given 
was that, whereas on refrigerators 
they are selling a device with a 
nationally advertised price, on oil 
burners each installation is to some 
degree different. The tank intro- 
duces an element of “figuring the 
job,” and they find it fairly simple 
to add an extra $50 profit on the 
storage tank and piping. 


HE chief complaints of the oil 

burner dealers in relation to 
their profit were not that the mar- 
gin was not sufficient, but that they 
were required to carry too much 
stock; that there is a seasonal fac- 
tor in the sale of their merchandise; 
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and that the manufacturers, by over- 
stocking the dealer, made him carry 
over a period of several months more 
burners than he should; that the 
dealers were often induced to under- 
take expensive selling campaigns by 
the manufacturers on representa- 
tions as to market, which were not 
justified by results; that service 
costs were high and even after the 
period of guarantee had elapsed, the 
dealer had to perform a service for 
which he could not collect. As one 
dealer put it: “The oil burner dealer 
renders more service to the manu- 
facturer than does any other type of 
dealer.” The finance companies and 
their charges were an additional tax 
on the dealers’ profits. 

Hand-to-mouth buying was sug- 
gested as the salvation of the oil 
burner dealer and it was stated sev- 
eral times in open meeting that, if 
the manufacturers did not make 
some change in their policy in re- 
spect to stock and purchase require- 
ments, many dealers would go out of 
business and the manufacturer 
would be put to the expense of find- 
ing new dealers. 


N AN address on the industry’s 

merchandising needs, M. J. Ham- 
mers, president, American Nokol 
Company, stressed the danger of the 
present practice of dealers in knock- 
ing competitive devices. He told of 
a banking organization in Chicago, 
considering a loan to an oil burner 
manufacturer, which sent out an in- 
vestigator to obtain facts on dealer 
attitude and practice. This investi- 
gator, representing himself as a 
prospective buyer, called on five dif- 
ferent dealers. 

He found that these dealers spent 
more time in criticizing their com- 
petitors’ equipment than in trying to 
close the sale for their own, with the 
natural result that the prospective 
purchaser gets a reaction unfavor- 
able to any kind of oil burner. 

Oil burners have reached a fair 
point of mechanical development but, 
from a marketing viewpoint, manu- 
facturers and dealers realize that 
they are still in the woods. 

This practice of “knocking the 
competitor” indicates the relatively 
early stage in selling practice that 
the oil burners are now going 
through. As the line becomes well 
established and the dealers more 
skilful and experienced, this practice 
will be dropped. Just as in the auto- 
mobile business and in the electri- 
cal appliance business. Years ago, 
washer and cleaner dealers vigor- 
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ously knocked each other until they 
found it did not pay. Two years ago 
we heard many complaints of elec- 
trical refrigerator dealers and sales- 
men warning their prospects against 
competing devices. Most men in the 
refrigeration field have learned their 
lesson on this and such dealers as 
have not are now on their way out 
of the refrigeration business. 


IL burner dealers in the past 

have been recruited here chiefly 
from the heating field. It was be- 
lieved that the oil burner man must 
be a heating man. This idea still 
dominates. A few manufacturers, 
however, see the electrical field, both 
central station and specialty dealer, 
as their great potential outlets. 

The Marr Oil Heat Machine Com- 
pany, for one, has from the begin- 
ning seen the central station as the 
logical outlet for oil burners. Its 
successful selling record with the 
Philadelphia Electric Company has 
attracted much attention to oil 
burners among lighting companies. 
They also see the opportunity offered 
very recently by the electrical jobber, 
Stanley & Patterson, New York, as 
an example of a leading electrical 
supply jobber actively marketing oil 
burners through electrical contrac- 
tors and dealers. Marr maintains a 
man at Stanley & Patterson’s, who 
works with the jobber’s salesmen, 
training the dealers to sell and serv- 
ice the machine. Both Mr. Place 
and Mr. Marr of the Marr company 
are very optimistic about jobber dis- 
tribution, although it hasn’t been in 
effect long enough to show all that it 
will do. 

Earl Marr has a very definite 
viewpoint on the electrical man and 
the part he will come to play in the 
distribution of oil burner equip- 
ment. He sees the electrical trade 
as the logical outlet for oil burners. 
A chief reason is that ninety per 
cent of the entire mechanism in the 
oil burner is electrical, only ten 
per cent being mechanical. What 
mechanism there is is of such con- 
struction that any electrical man 
familiar with washing machines can 
readily understand it. Contrary to 
a long accepted theory, the oil burner 
dealer does not need a long experi- 
ence as a heating expert to enable 
him to tell whether or not the heat- 
ing plant in the average home will 
function. The American Radiator 
Company have standard instruction 
books and forms which will quickly 
enable any electrical contractor to 
learn all he needs to know about the 
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Estimated Costs of Heating by Oil Burner 
for 210-day heating season 
- Average temperatures, 40 deg. F. outside, 75 deg. F. inside 
From tests made by the Philadelphia Electric Company 
Oil 
2, 4CG Gal. Ol AU CINE GEMte: OE GAD soo sok ees ccs coches cde boobed. s Redd cw ele wa deliedeen $168.00 
A tiGtRe a es a ee ee 
420 kw.-hr. at three cents per kw-hr.. 0... ccc ccc ccc cece eccucecees 12.60 
as: 
Cubic feet on basis of average—111 cu.ft. per day—23,300 at $1 per 1,000 cu.ft................... 23.30 
CRM MINES 17 tA Sherk ot tN eA leave SS ole Sitar ra stat IS Noe Se 
St A IRE SATE AMOMP PAE EE 
meee sx Sep menting cost, boiler efficiency 52 per cent, 13,500 B.t.u. per pound of coal, $16 a ton ; 
of 2, fe 
‘Tons of coal required, 12. 85, at: SUG per: tons. «6.60 osc ccadiccccncciescdccecececcedesencooones $205.50 


Estimated season’s heating covering same period with average outside temperature of 40 deg. F. and average 


—_— temperature 70 deg. F. 


"ROCRE GOOGS 6. < cciec ees bes 
0 Co ener 


$185.00 


$0.881 per d 
186. 00 per day 


0.886 per day 








heating end of selling oil burners. 
He has something to learn it is true, 
but it is much easier to teach the 
electrical man the heating business 
than to teach a heating engineer the 
intricacies of the electrical equip- 
ment which must be serviced. 


YEAR ago at the Oil Burner Con- 
vention held in Detroit, a plan 
for creating a larger consumer mar- 
ket was submitted and adopted by 
the association. This plan was based 
on a survey and called for the ex- 
penditure of $69,000. It included 
promotion for the architect and 
heating engineer and an advertising 
campaign to the general public. The 
theme was the superiority of oil 
heating over other methods and an 
effort was to be made to combat the 
propaganda being carried on by the 
coal interests. 

The plans for this campaign were 
well received by the association but, 
as only $18,000 was raised during 
the year to carry it on, only a por- 
tion of the plan could be carried 
through. The association have now 
developed plans for a 1927 campaign 
calling for the expenditure of 
$150,000. Manufacturers are to be as- 
sessed, it is proposed, and the whole 
activity will be carried on under the 
name of the Oil Heating Institute. 

Lawrence L. Smith, vice-president 
and general manager of the Williams 
Oil-o- Matic Heating Corporation, 
brought out one point of especial 
interest to the electrical trade in 
that electrical refrigeration is not so 
much a competitor of the oil burner 
as it is a pioneer making a place for 
the oil burner in the home. 

In an investigation by the Oil-o- 
Matic Company, in the course of 
which many owners of electrical re- 
frigerators were interviewed, only 
one per cent of them stated that 
they would not buy an oil burner be- 


cause they had purchased an elec- 
trical refrigerator, while 50 per cent 
of those enjoying electrical refrig- 
eration stated their intention of buy- 
ing an oil burner. In other words, 
the preferred list of prospects for oil 
burners are the customers of re- 
frigeration dealers. 


HE electrical trade can sell oil 

burners. Specialty dealers, con- 
tractor dealers, central stations, have 
the sales and servicing set-up to suc- 
cessfully take on and handle this im- 
portant household appliance. Instal- 
lation will require that one or more 
pipe fitters be added to the organiza- 
tion, or that this part of the job be 
let out on contract. 

The best selling season is from 
May to October, with its peak in the 
early Fall months. Sales are made 
during the Summer on a down pay- 
ment of about 25 per cent of the 
total, the balance due on October 1st 
or time payments beginning on that 
date. Payments rarely extend be- 
yond a year’s time and a healthy pro- 
portion of all sales is for cash. This 
is an ideal arrangement for the 
dealer who has not only paid cash for 
the equipment but paid an installa- 
tion charge and a salesman’s com- 
mission as well. It forces him to 
carry too great a portion of the 
financial load if he must pay the 
manufacturer in cash and then wait 
for re-payment by the customer. On 
this point manufacturers seeking the 
electrical trade as an outlet will need 
to modify their present cash terms. 

In spite of the details of the busi- 
ness as set up today which call for 
modification the oil burner is a de- 
sirable appliance for the electrical 
trade. There is an attractive load- 
building element for the central sta- 
tion and, properly handled, volume 
and profit for the dealer who handles 
the oil-burner. 

























































































































































































This Means 
REFIXTURING 


ECAUSE apartment renters 
B= now awake to the value of 

modern lighting equipment, 
Tom Joyce, owner of the New Home 
Electric Company, Chicago, has 
found the apartment field a fertile 
one for the cultivation of re-fixturing 
business. 

“The fixtures are about the first 
thing the rent 
shopper sees when 
he or she is shown 
a suite of rooms in 
a multi - dwelling 
house,” he says. 
“Especially if the 
rooms are unfur- 
nished, because 
they dominate the 
bare walls, Out of 
date fixtures stick 
out like so many 
sorethumbs. The 
building doesn’t 
have to be so very 
old, either. I sold 
a $1,900 re-fixtur- 
ing job to an 
owner whose four- 
teen - suite apart- 
ment building was 
built in 1918. 
Married couples 
these days demand 
modern and at- 
tractive quality 
fixtures or they 
won’t rent. Own- 
ers have learned this from experience 
and know that they must spend the 
money necessary to obtain the real 
article if they would keep their pres- 
ent tenants and secure new ones.” 

Last year Joyce did a $90,000 gross 
fixture business and cleared 9 per 
cent net. Of this volume, $6,700 rep- 
resented new fixtures sold to replace 
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obsolete ones, mainly in multiple- 
dwellings and apartment buildings. 
This business came his way chiefly 
because he “smoked out” landlords 
who were experiencing renting diffi- 
culties. 

“T have educated builders and own- 
ers” says Joyce, “to the fact that $20 
spent in a show fixture for the living 


Renting Conditions Have 
Opened Another Receptive 
Market for Quality Replace- 
ment Lighting Equipment— 


Tenants Demand 


and the 


Landlord Must Comply 


room and another $18 for the dining 
room is the best investment they 
could possibly make. A number of 
them talk new fixtures as a rental 
concession and bring their prospec- 
tive tenants to the store so that they 
can make their own selections.” 

The New Home Electric Company 
does not grant a trade-in allowance. 





It assumes the “take it or leave it” 
attitude and counts on the face value 
of its merchandise to put the sale 
over. 

This company maintains a field 
man who employs his spare time, 
when not at work on new buildings, 
checking up the older apartment 
homes. When he spots one that looks 

modern enough to 

warrant refixtyr- 
ing, he rings a 
door bell and tells 
the tenant, 
frankly, that he 
would like to look 
at the fixtures, It 
takes but a mo- 
ment to make this 
survey. He also 
finds out, if possi- 
ble, how the ten- 
ants feel about 
their present fix- 
tures and what the 
rate of occupancy 
turnover seems to 
be. Pans and bowls 
are no longer pop- 
_ular so when he 
finds a place thus 
equipped he makes 
a special attempt 
to locate the 
owner, reports the 
information he 
has obtained and 
gets that owner 
into the irresistible new salesroom. 

Here are some interesting observa- 
tions stated by Mr. Joyce concerning 
the fertility of the renting field for 
replacement fixtures and the off-shoot 
business which comes to the dealer 
who will interest himself in this re- 
ceptive market: 

“Indicative of the strategic posi- 
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tion in which the fixture dealer finds 
himself in selling this market, are 
the remarks frequently voiced by 
prospective tenants when they are 
brought into my store by the land- 
lord to look at new fixtures. ‘Why, I 
simply couldn’t live in the same room 
with those old fixtures!’ one lady 
said. Another: ‘I liked the apart- 
ment very much but could not stand 
the fixtures.’ 


Landlord Ignorant on Subject 
of Lighting 


“The landlord is frequently be- 
tween the devil and the deep blue sea. 
He is oftentimes in that frame of 
mind that he will do anything sug- 
gested by the fixture dealer. Person- 
ally, he doesn’t know what is best. 
He is rather ignorant on the subject 
of artistic lighting decorations. The 
Sale is clearly in the dealer’s hands. 
Unlike the situation in the moder- 
ately-priced single family home, 
these apartments require impressive 
fixtures, therefore they run into more 
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money. For instance, the fourteen- 
suite building previously mentioned 
totaled $130 per apartment. This in- 


HAV E educated 

builder and own- 
ers’ says Joyce, of 
Chicago, “to the fact 
that money spent in 
show fixtures for the 
living room and for 
the dining room are 
the best investments 
they could possibly 
make. Many owners 
talk new fixtures as a 
rental concession and 
bring their prospec- 
tive tenants to the 
store to select them.’ 


| These BUILDINGS Being | 
_ ENTIRELY RENOVATED 


NEW PLUMBING # NEW FIXTURES 
WILL DECORATE TO SUIT TENANT (fe 
READY MAY Ist~ Moderate Rentals ind 
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cluded six extra wall brackets and 
four convenient outlets as well as the 
necessary wiring for the same. 

“This leads me to point out that 
when a new home is wired, the elec- 
trician seldom has an opportunity to 
become acquainted with the tenants. 
This is not the case in re-fixturing 
apartments. Generally, the tenant is 
living in the apartment or the new 
one moves in before the work is com- 
pleted. 


Sells Extra Material to Tenants 
in House 


I invariably sell them added wall 
brackets and floor plugs on a job of 
this kind. Another thing, these ten- 
ants are given my store address—in 
fact, are invited to visit me and to 
look over attractive shades, brackets 
shields, and floor lamps. I also get 
their incandescent bulb business. It 
is not an uncommon occurrence for 
me to sell extra material to every ten- 
ant in an apartment house while I am 
re-fixturing it.” 


Page 105 























































































106 


ELECTRICAL MERCHANDISING 


‘BOARD for 
ATLANTIC CITY 


Fiftieth N.E.L.A. Conven- 
tion promises to be greatest in 
the history of the assoctation 


S THIS issue of Electrical 
A Merchandising is distributed, 
trains are pulling out all over 
the country for Atlantic City, N. J., 
bearing members of the electrical 
industry and guests intent upon 
reaching the resort city in time to 
attend the Fiftieth Annual Conven- 
tion of the National Electric Light 
Association. 

For the first time in its history, 
the Association is to hold 
an exhibition of electrical 
equipment in conjunction 
with its convention and 
Young’s Million Dollar Pier 
has been entirely given 
over to the industry for 
the week of June 6-10. 

One hundred and ninety- 
three manufacturers are to 


Address, 
Section. 
Committee Reports: 


civic clubs. The parade will then 
march to the Steel Pier and back to 
the Million Dollar Pier where the ex- 
hibition will be formally declared 
open. 


Monday, June 6 


Monday has been left entirely 
“open” for informal get-togethers 
and will permit delegates to become 
thoroughly acclimated. No official 


Three Sessions of Special 
Interest to Commercial Men: 


Commercial Session 


TUESDAY, JUNE 7, 2:30 P.M. 


J. E. Davidson, chairman, 


Commercial National 
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sessions have been scheduled for the 
day and the President’s reception 
and ball will be held in the evening. 
A famous New York orchestra has 
been engaged to provide music for 
the occasion and will also render 
programs for dancing each night 
throughout the week with the ex- 
ception of Public Policy night, Wed- 
nesday, June 8. 


General Sessions 


Six general sessions of the Con- 
vention are scheduled to be held in 
the main auditorium of the Million 
Dollar Pier on the boardwalk, June 7, 
8,9 and 10. On Tuesday, June 7 and 
Friday, June 10, these business ses- 
sions will be held in the morning 
only. On Wednesday and Thursday, 
June 8 and 9, sessions will be held 
both morning and afternoon. Thus 
the heaviest days will break during 
the mid-convention period. 

Parallel meetings of the four na- 
tional sections, the Accounting, Com- 
mercial, Engineering and Public 
Relations sections will be held on 
Tuesday afternoon in auxiliary meet- 
ing rooms, not in the main audi- 
torium. The Public Policy 
meeting will be held on 
Wednesday night in the 
main auditorium. 


Executive, Registration 
and Information Offices 


Executive Offices, Regis- 
tration Rooms, Information 
Department and Publicity 






















































































































































































display electrical equipment 
and appliances and these 
exhibits will include not 
only every standard appli- 
ance but many products of 
an electrical nature devel- 
oped in the research labor- 
atories within the past year. 


Saturday, June 4 


The Exhibition will be 
opened on Saturday after- 
noon, June 4, with a parade 
on the famous Atlantic City 
boardwalk. The Exhibi- 
tors’ Section, led by Presi- 
dent R. F. Pack and other 
officers of the Association 
will start from the ocean 
end of the pier at 3 p.m., 
and will proceed to the 
boardwalk where it will be 
joined by a civic escort 
composed of Mayor An- 
thony M. Ruffu, Jr., of At- 
lantic City, Fire and Police 
Department officials, and 
representatives of local 


Commercial cooking, A. M. Lloyd; competitive power, H. 
W. Derry; customer relations, R. T. Duncan. 

Address, ‘‘Why We Should Sell Electric Ranges,” John V. 
Strange, Carolina Power & Light Company. 
Committee Reports: 

General merchandising, C. E. Greenwood; industrial heat- 
ing, W. H. Sammis; industrial lighting, Joseph F. Becker ; 
home lighting, C. L. Dunn. 

Address, “Electric Refrigeration,” Ell C. Bennett, editor 
Electric Light & Power. 

Committee Reports: Transportation, L. M. Branch; water 
heating, H. K. Griffin. 


General Sessions 


THURSDAY, JUNE 9, 2:30 P.M. 


Report, “N. E. L. A. Educational Courses,’ Fred R. Jenkins, 
chairman, educational committee. 

Address, “A Message from the Sales Managers,” Earl White- 
horne, associate editor, Electrical Merchandising. 

Address, “Co-operation for Service,” J. A. Fowler, past-presi- 
dent, Association of Electragists International. 

— C. F. Hirshfeld, chairman, Engineering National 
Section. 

Address, ‘“‘We Are Nowhere Near Saturation,” R. M. Searle, 
president, Rochester Gas & Electric Corporation. 

Address, ‘‘Merchandising,” D. F. Kelly, president, ‘“‘The Fair,” 
Chicago. 

Address, ‘Electricity in Industry,” William Green, president, 
American Federation of Labor. 


FRIDAY, JUNE 10, 9:30 A.M. 


Memorials, W. H. Onken, Jr., editor, Electrical World. 
Address, “Insurance in the Electrical Industry,” G. H. Bourne, 
chairman, insurance committee. 
Address, “Public Utility Advertising,” W. H. Hodge, chair- 
man advertising committee. 

Awards Hurley merchandising prize contest, Edward N. 
Hurley. 

Address, G, E. Cullinan, Jr., chairman, co-operative relations 
committee, Electrical Supply Jobbers’ Association. 

Address, Albert C. Ritchie, Governor of Maryland. 

Appreciation, Arthur Williams, vice-president, New York Edi- 
son Company. 

Election of officers. 





Department of the Conven- 
tion are to be located in 
special rooms on the end of 
the pier nearest the board- 
walk. General Committee 
booths will be located on 
various parts of the pier. 

J. J. O’Brien of Chicago, 
President of the Byllesby 
Engineering and Manage- 
ment Corporation is Honor- 
ary Chairman of the Gen- 
eral Convention Committee 
and R. F. Pack of Minne- 
apolis, President of the 
Association, is Chairman. 
Mrs. Pack is Chairman of 
the Hostess Committee, 
which will assist the Enter- 
tainment Committee in pro- 
viding entertainment for 
the wives, daughters and 
friends of delegates, as well 
as members of the women’s 
committee. 

Officers of the Exhibi- 
tion Committee are E. W. 
Continued on page 134 
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by “Vrolley or by 
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The Housewife Is Influenced 
In Her Buying by the Appearance 
of the Store 


HE new Oak Park store of the Public Service 

Company of Northern Illinois is an excellent 
example of the type best adapted for the sale of 
electrical appliances and equipment in the smaller 
residential community. 


Conservative enough to attract high-class trade, 
yet obviously not so expensive as to scare away 
the housewife of limited means, the Elizabethan 
exterior carries a promise of an unusual display 
within. And the promise is fulfilled, for appli- 
ances and lighting fixtures are shown against 
beautiful home-backgrounds. The following pages 
illustrate the floor plan and interior equipment of 
this store. 





















The second floor of the Oak Park store of 
the Public Service Company of Northern 
Illinois is more than a salesroom. It was 
designed with the idea that correct lighting 
is an important factor in interior decora- 
tion, and employs as an appropriate back- 
ground the rooms of an entire home. 
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Portable lamps and lighting fixtures of (0) ae 
caceptional beauty are shown in living room, — Lissa 
dining room and bed room. Dis 
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= 
Wall case 














The floor plan of this store gives an idea of 
the efficiency of the arrangement of the 
various rooms and classes of electrical 
merchandise. 
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The kitchen, “electrical heart” 
of the home, and the laundry 
with its washing and ironing 
appliances are shown in these 
two photos. 
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The store’s fixture display 
rooms contain twenty-four 
compartments, each display- 
ing a line of related lighting 
fictures. 
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SECRETS OF EUREKA EFFICIENCY 
The Armature Shaft 


Much of the efficiency of the Eureka depends upon the 
armature shaft of its motor, for this slim steel rod transmits 
motor power to the fan that creates the famous Eureka 
“High-Vacuum”. 


The Eureka shaft is made from a grade of steel specially 
selected for toughness, strength and ability to take a highly 
polished finish. Each shaft requires 12 grinding and polishing 
operations on machines of hair-line preci- 
sion. Fifteen inspections of each shaft are 
made at various stages of production, and 
any shaft varying more than a fraction of 
1/1000 of an inch is rejected. 


An armature shaft of absolute roundness 
and perfect alignment is one reason why the 
Eureka motor is so quiet and free from vi- 
bration—-why thousands of people today 
are operating the same Eurekas purchased 
12, 14 and even 16 years ago. 
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In each of Eureka’s 18 years, the Grand Prize 
Eureka has been an easier cleaner to sell. Sales 
records alone prove this—steadily mounting 
year after year, to a new peak of 290,000 
cleaners in 1926. 


Three facts have stood out as the chief 
reasons for Eureka’s brilliant march to lead- 
; ership in the Vacuum Cleaner industry: 


First—The Eureka itself has always deserved 
the public confidence it sought, and has 
demonstrated its superiority by winning the 
Grand Prize or Highest Award seven times 
in international competition. 
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Largest Manufacturers of Vacuum Cleaners in the World 


Canadian Factory, Kitchener, Ontario—Foriegn Branches: 8 Fisher Street, London 
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been kept always before the eyes of American 
women through a strong, well balanced pro- 
gram of national and local advertising. And 
added to this, is the word-of-mouth advertis- 
ing of nearly 2,000,000 satisfied users. 
Third—The Eureka Vacuum Cleaner Com- 
pany has always backed advertising with a 
complete selling plan which carries its repre- 
sentatives by the shortest route from solici- 
tation to demonstration to the sale itself 


If you are interested in the Eureka oppor- 
tunity, in your territory, write or wire the 
factory for an immediate interview with our 
nearest sales manager. (363) 


W.C. 1, England; 58-60 Margaret Street, Sydney, Australia 
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Chromium Plated Shoe 


Next to a Diamond 


in Hardness 








No ordinary nickel—that 
brilliant plate on the 
“shoe” of the Perfection 
Ironer. 


It’s Chromium — that 
costly metal that is next 
to a diamond in hardness 
—and Perfection is first 
to use it. 


Chromium—that will 
withstand forever the fric- 
tion of work; the oxidizing 
influence of air; that will 
never, NEVER darken or 
“smudge” clean linens as 
they pass through the 


ironer. 


You can demonstrate the 
hardness of this Chromium 
plate by dropping a coin 
between shoe and roll and 
letting it pass through the 
ironer. You will find no 
mark—not even a scratch. 


Chromium plate is just one 
of the refinements that 

lace the Perfection Ironer 
“five years ahead” — the 
ironer of the future as well 
as of today. 


Wewill gladly send details 
of other exclusive points 
of superiority to dealers 
who wish to know—and 


handle—the best. 


PERFECTION APPLIANCE COMPANY 
2111 Lyman Place (at St. Aubin) 


DETROIT, MICH. 


Perfection 


ELECTRIC IRONER 
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What state or 

territory in the 

United States 

has the largest 

per capita dis- 

tribution of 

electric ranges? 

What do you 

guess — Cali- 

fornia? Wash- 

ington? Utah? 

Wrong again. 

According to 

word from Ju- 

neau and points 

north it is C iyi ei] iy 

Alaska. : if SLB EL 5. i (Above) Twenty-two 
agg) = ii electric ranges on 

display at the Alaska 

Light and Power 

Company before de- 

livery to the Me- 

Kinnon and Fisher 

Apartments, Juneau, 


Alaska, (left). 

















Attractive store of the Alaska Light and Power Company at Juneau. The company 
serves a population of 7,600 and not only boasts the largest per capita use of electric 
ranges in the United States but conducts active merchandising on all other household 


iL 


















































enty-two 
1ges on 
e Alaska 
Power 
fore de- 
the Me- 
1 Fisher 
, Juneau, 


b) 








































































Merchandising 


1,200 Portables 
1M JUNE 


have been seasonal curves in 

the demand for every sort of 
merchandise. The newer an indus- 
try, the more pronounced are the 
peaks and valleys in its sales curve. 
As time goes on, thought and in- 
genuity are exercised to straighten 
out these curves and thus secure a 
more uniform and profitable produc- 
tion and sales volume. 

This clearly indicates that sea- 
sonal demand is largely a matter of 
habit upon the part of the consumer 
and of mental acquiescence upon the 
part of the seller. Hundreds of. ex- 
amples in everyday merchandising 
can be quoted in substantiation. 

It is not very many years ago 
when furs and fur garments were 
sold only in the cooler fall months, 
for wear during the winter season. 
Thus the August fur sales featured 
so largely by the department stores 
had their birth, and this, in turn, 
was followed by fashion’s acceptance 
of the summer fur, so that today the 
fur dealer has three seasons instead 
of one. 

Women’s millinery used to have 
two short seasons—spring and fall— 
and was dead for seven or eight 
months of the year. Today, milli- 
nery is sold every day of the year. 
The women have been taught to buy 
cheaper hats and more of them and 
oftener. True, there are sales peaks 
in the early spring and fall months, 
but the valleys have been very sub- 
stantially filled in. Practically the 
same trend is observable in the shoe 
business. 

It is human nature not to pur- 
chase an article of consumption until 


Pe time immemorial, there 


Electrical Merchandising, June, 1927 





the necessity for it overcomes the 
reluctance of parting with the pur- 
chase price. Electrical retailers, 
however, have a powerful aid in the 
deferred payment plan of  pur- 
chase. As a matter of fact, this 
method makes all seasons alike, in 
that monthly payments extending 
throughout the year are the same at 
all times. There is no reason there- 
fore, that anyone should defer the 
purchase of an electrical necessity to 
a later date, but instead, should buy 
it immediately and enjoy its con- 
venience. 

The seller must refuse to believe 
in seasonal slumps if he would have 
the consumer do so. Recent ex- 
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amples of this were two sales of port- 
able lamps held by a department 


store in St. Louis. It is commonly 
accepted that the portable lamp 
business is “dead” from June 15 to 
August 15. The department man- 
ager knew that no one else had made 
an effort to sell lamps during this 
period in the past few years, and he 
also knew that the manufacturers 
were busy preparing their new lines 
for the July market; and undoubt- 
edly had on hand quantities of very 
desirable merchandise which he 
could purchase at concessions in 
order to clear the manufacturers’ 
stocks of numbers which he would 
not duplicate in his new line. 

He made a trip to the Furniture 
Market in the early part of June. 
The result was a sale of portable 
lamps at remarkable values the last 
week of June. During this period, 
over 1,200 outfits were disposed of. 
Stimulated with this success, he 
secured another lot of similar mer- 
chandise, and put on a sale of port- 
able lamps and shades in the month 
of July, and disposed of nearly 450 
units. 

This was all additional business— 
off-season volume that the other fel- 
low overlooked. It was doubly 
profitable in that while most unusual 
values were given to the public, a 
very satisfactory markup was ob- 
tained by the dealer and it was also 
profitable in that this added volume 
transformed what are usually months 
operated at a loss into a profit- 
making season. 
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y hen ERE 1s an advantage in 

your competitors’ acceptance 
of the Summer slump. Com- 
petition is less keen and the live 
merchant can gather a major por- 
tion of customer demand in Sum- 
mer by buying favorably, pricing 
fairly, and advertising his wares 
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Electrical 
Merchandising 


The Business Magazine of the Electrical Trade 


believes with R. F. Pack, Presi- 
dent, National Electric Light 
Association, that: 


“We have a big field ahead of us in 
educating the home to the use of electric 
equipment. Neither the electric service 
company nor the dealer nor the two com- 
bined have so much as scratched the 
surface. There is plenty of opportunity 
for all of us and no excuse for serious 
friction.” 


Don’t Let the Refixturing 
Campaign Go Wrong 


O PLAN for concentrated selling has met with 
N more instant response than has been given 

throughout the electrical industry to the sugges- 
tion of a co-ordinated campaign for refixturing the 
eight million American homes now using obsolete fix- 
tures. Lighting equipment manufacturers and dealers, 
the makers of shades and the power companies all 
seized upon the idea with enthusiasm. The opportunity 
is vast and appealing. The need is for action. The 
hope has been long deferred. Everybody said: “Let’s 
go! How shall we set about it?” But almost at the 
outset, there has come into the situation an unfortunate 
misunderstanding. 

The movement looks to the central stations for lead- 
ership, naturally. They only can undertake the burden 
of local popular education and the N.E.L.A. Home 
Lighting Committee recognizing this, has set about to 
develop a program. In their enthusiasm, however, some 
of the power company men have begun to talk about the 
undertaking in terms of the number of fixtures to be 
immediately sold and in their discussions resolve it into 
a high-pressure selling job, demanding a standardized 
assortment of low-priced fixtures. And the gossip has 
spread that this is to be the plan of campaign—which 
it is not. And very naturally the fixture and glass- 
ware manufacturers have been much exercised. 

Nothing could be more unfortunate than to have this 
refixturing project distorted into this kind of an activ- 
ity. You can no more standardize fixtures than you can 
standardize women’s hats or their lamp shades. And 
the chief trouble with the fixture situation today is 
that the public is not yet conscious of design and qual- 
ity. Therefore a woman who would weep bitter tears 
over a 1920 automobile will sit under a 1910 model 
chandelier blissfully ignorant of the fact that it lacks 
in either style, beauty or comfort. John and Mary 
have never yet become conscious of the social aspect 
of fixtures. They have not learned to be proud of their 
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lighting equipment as they are consciously proud of 
their rugs, their furniture and their bathrooms. The 
refixturing program must focus on selling this idea of 
the decorative value and the illuminating qualities of 
well chosen modern lighting equipment, so that men 
and women will appreciate the good from the bad and 
desire to spend more generously to secure fixtures that 
express their own individual taste and satisfy their 
social ambition to surround themselves with the good 
things of life. This done the sale of more and better 
fixtures will take care of itself. Make people want bet- 
ter fixtures and they will buy them. They have the 
money. 

The power companies have always been champions 
of quality in domestic appliances. This sponsorship 
of quality has always been a stabilizing influence in 
the appliance industry. They will support quality and 
design in lighting equipment, no less, for the whole 
idea here centers around beauty not price. We want 
the women of America to discriminate, that’s all, and 
the high-pressure selling of cheap standardized fixtures 
from door to door, will not accomplish that end. 

Power company men who still cling to the idea that 
to sell a thing it must be cheap, must wake up to the 
fact that the public has the money to buy once it wants 
that thing. The purpose of the campaign is to make 
them want good fixtures—fixtures of style and design 
appropriate to every kind of home. But let them be 
modern fixtures of beauty and comfort, not just so many 
pieces of quantity production plunder that some sales 
manager could get a bottom figure on. Women don’t 
buy things they are interested in that way. And we 
are trying now to make them interested in fixtures. 





Confe rence U rges Action on 
Industry Program to Sell Wiring 


HE report of the Industry Conference on Wiring 
| which is presented elsewhere in this issue is worth 
a little study by every man who sells electrical 
appliances to the household. This conference, partici- 
pated in by the four major national associations of the 
electrical industry, met to settle the controversy be- 
tween the National Electric Light Association and the 
Association of Electragists as to whether or not the cost 
of wiring is holding back the development of the elec- 
trical market. The conference decided, in no uncertain 
terms, that it is not. The only thing that is holding 
back the sale of house wiring, it says, is lack of selling. 
And then it proceeds to picture the opportunities that 
wait upon organized effort by a united industry to se- 
cure the rewiring of the 16,000,000 homes where sales 
today are blocked by lack. of outlets needed to connect 
appliances. 

The conference report closes with a most constructive 
recommendation, that each of the four associations ap- 
point new delegations of sales executives to meet and 
formulate a program for the promotion of the market 
for house wiring and equipment, to be participated in 
by all branches of the industry properly co-ordinated. 
This is a good suggestion. Why should we wait longer? 
Let the power companies, manufacturers, jobbers and 
contractor-dealers get together on such a program. If 
the industry will unite on a plan, the job can be done. 
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Why Hobble the Contractor- Dealer? 


Some of His Difficulties Outlined in 
a Plain-spoken Letter to the Editor 


Editor, Electrical Merchandising: 

Your editorial, The Place for the In- 
competent Is Out, in the April number 
of Electrical Merchandising should be 
read by everyone connected with the 
electrical industry. Every time an 
article of this kind is published, I have 
noticed that many who read, but never 
do much thinking, call such thoughts 
destructive and whine and cry because 
nothing constructive is offered. There 
are many evils in the electrical indus- 
try and they are those you mention, 
which ought to be destroyed, sunk with- 
out trace. Constructive ideas are out 
of order in an article of this kind. We 
know the effect these abuses have had 
on our business, and if the contractor 
dealers shall continue to exist, 50 per 
cent of them, who are not making as 
much as they pay their employees had 
better go to work for the other 50 per 
cent who know what it costs to operate 
a business and are capable of assuming 
the responsibilities that entitle man- 
agement to profit. 

We are charter members of the 
S.E.D., have belonged to the Electra- 
gists for thirty years or more and have 
tried to do our part in contributing to 
other organizations in this industry, 
from which we have derived only in- 
direct benefits. 

About 1917, this company made over 
$20,000 net and paid an income tax of 
nearly $8,000 to the government. We 
have been pestered ever since that time 
by a lot of revenue bookkeepers because 
we made a mark of ourselves in trying 
to be honest. They checked up our 
books and finding nothing to criticize, 
were about to leave the store and notic- 
ing how clean our cases and counters 
were, they said “Why, you have no right 
to take 10 per cent depreciation on 
same for the past eight years. We will 
charge you back 2% per cent for these 
years.” This amounted to $2,800 and it 
cost us $300 in Washington and two or 
three years worry to finally have this 
reduced to something over $600, which 
we paid. In other words, we were fined 
for keeping a clean store. About this 
time, my father died and left me 35 
shares of stock in this company, and 
we were assessed about $2,700 on ac- 
count of a change in the holding of the 
stock. This was finally reduced to 
$535, which we paid, after considerable 
expense in obtaining this reduction. 

The law covering electrical work in 
Illinois was declared unconstitutional 
about a year ago. Our local inspector 
gave this fact a good airing in the 

ocal papers, accused the dealers of 
withholding fees, which they had col- 
lected and practically invited the public 
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to do their own wiring, as “even if he 
did inspect same, it would not mean 
anything.” This cost us no less than 
ten thousand last year. 

I found that some contractors had 
been holding out the fees, which they 
had charged to their customers, but if 
the inspector had not been negligent in 
his duty this could not have been done. 
Naturally I received no assistance from 
the guilty contractors, but persuaded 
the local union of electrical workers to 
co-operate with me on account of the 
harm it would do to them, but without 
result until just recently when our 
Mayor was re-elected. He has promised 
to appoint a new inspector and with a 
new state law on the way, we hope 
these conditions will improve. 

Everyone here does their own wiring 
and our main occupation has been to tell 
them how to do it, with material bought 
from mail-order houses and chain 
stores. 

We belong to the Electrical League, 
but I am beginning to believe that the 
principal object of the League is to 
enable the utility to hi-jack the dealer 
behind the smoke-screen of co-opera- 
tion. We recently wired the home of 
a well-to-do woman, put in a Red Seal 
job and fine fixtures, but when we got 
through, the utility company (also a 
member of the League) counted the 
outlets and on account of the demand 
rate, they raised her turning point and 
penalized her about $15 a year for put- 
ting in a Red Seal job. She had us 
cut off two fine brackets in the living 
room, which she said she would keep, 
but would not use as she did not intend 
to have the light company gyp her in 
any such way. 

Last February was national waffle- 
iron month. A $12 iron could be bought 
to return a fair profit, when sold at 
$9.95. We went into this, bought irons, 
trimmed up a nice window and adver- 
tised in the paper. The light company 
came out in the papers then with 
this ad: 

$12 Waffle Irons 
At $9.95 

$.95 Down 

$.25 a Week 


And a Free 
Sack of Flour 


If this is co-operation I fail to see it, 
and if we are going to be subjected to 
the different abuses in this letter for an- 
other year, we are going to be through. 
In fact, I have about decided that per- 
sonally I can fit myself into a better 
place in the industry or out of it. I 
am not fifty years old yet and if the 
newcomers into the contractor-dealer 
field are not going to show any more 
improvement in the future than they 


have in the past twenty years I do not 
care to be associated with this part of 
the industry any longer. I am _ not 
warped in mind nor body, neither am I 
soured on the business, so if you want 
some help in “Nailing Hides to Barn 
Doors” let me know. 

The conditions outlined above, with 
others, have resulted in our busi- 
ness being operated at present by a 
Creditors’ Committee. Both they and I 
have confidence that changes and im- 
provements will soon take place and I 
intend to stick with it and pull it 
through, as even with these obstacles 
our net sales were $114,000 last year. 

W. J. BALL, 


President 
Tri-City Electric Company, 
Moline, Illinois 
Davenport, Ia. 





When Your Employees 
Use Their Own Car 


Editor, Electrical Merchandising: 

I read with keen interest the editorial 
in the May issue of Electrical Merchan- 
dising: “When Your Employees Use 
Their Own Car.” It might be well to 
mention in this the fact that employees 
using their own car in any work for 
the employer either in carrying tools 
or material from shop to job or from 
job to job makes the employer liable 
in the event of an accident and as the 
employer usually is responsible they 
make him a co-defendant in the action. 

We have refused to permit any 
employee to use his automobile taking 
material or doing any work on any 
job. We have no control over his 
going to his job in his own automobile 
and at night leaving after his job is 
finished and going home in his auto- 
mobile. 

We have had one suit brought 
against us wherein our man used his 
own automobile in going to a job and 
met with an accident. On his work 
slip he entered car-fare expense. He 
made no report to us of the accident 
and several months later an action was 
brought against us and we would have 
been liable had he not charged us for 
car-fare and due to the fact that we 
were not aware he even was the owner 
of an automobile. 

We have signs in both our establish- 
ments notifying all employees that 
they must not use their automobile in 
any way for the company’s benefit. 

GEO. WEIDERMAN, 
President. 


George Weiderman Electric Co., Inc. 
37 Rose Street, New York. 
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Selling the sign dealer on the idea 
that lighted signs sell more signs. 


Through this method, 


the Marine 


Electric Company sold 130 time clocks 


in less than a year. 


By getting the 


sign dealer to sell a time clock for 
the sign Mr. Marine makes use of the 
opportunity to sell the customer an 
extra clock for the window lighting 
when making the sign installation. 


IGHTED electric signs sell more 


signs. When the sign agent 

becomes sold on this idea he 
becomes a regular customer for time 
clocks. Such is the experience of the 
Marine Electric Company of New 
York City, which, in less than a year, 
has sold one hundred and thirty time 
clocks. 

On inquiring of the shop keepers 
why their signs were not lighted, he 
found that most of them were sur- 
prised to learn that their signs were 
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in darkness). When 
dusk comes, the pro- 
prietor of the aver- 
age shop has often 
gone home and his store is in 
the hands of the help who are usually 
not over-careful about such things as 
lighting signs. However, in many 
cases it was found that the pro- 
prietors themselves had forgotten to 
light the sign. 

Immediately, Mr. Marine set about 
to sell these store-keepers sign clocks. 


He took a clock with him and showed 
them how simple it was to operate, 
and how it automatically turned the 
lights on regardless of how busy the 
proprietor and his help happened to 
be-at the time. It did not take long 
to light most of the signs in the 
neighborhood. 

The next step was to get these 
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Every sign needs a clock control and every bust- 
ness man who owns an electric sign can be sold. 


Clocks for window lighting an added easy sale. 


tor Hlectric Signs 


signs equipped with time clocks when 
they were installed, as it would be 
easier to sell them at this time and 
it would be cheaper to install them. 
So Mr. Marine started out after the 
sign agents. 

He soon found difficulty here, as 
the sign man is not usually anxious 
to add the extra cost of a time clock 
to the installation. It makes the 
sign harder to sell where price is a 
deciding factor. It was then that 
Mr. Marine devised the plan on 
which he is working at present. 

The sign manufacturers or agents 
are visited and the business of con- 
necting up their signs is solicited— 
not mentioning the subject of time 
clocks. The sale of this sign-connect- 
ing service is accomplished by ex- 
plaining to the sign men about a 
special service crew of men who can 
be called out at any time and are 
equipped to make any kind of elec- 
tric installation or repair. As serv- 
ice is usually poor, the sign agent 
can be easily sold on the idea of 
prompt and proper installation. 


Demonstrates Need of Clocks 
by Unlighted Signs 


After several signs have been con- 
nected up for any one agent, Mr. 
Marine calls on this dealer and takes 
him to the signs recently installed. 
He then produces a list of dates 
which he has taken care to compile 
correctly, showing the time that each 
one of these signs was lighted. Usu- 
ally it is one or two hours after the 
proper time to light signs, and some- 
times not at all. He then takes the 
agent in to see the customer, who 
confirms the list of lighting hours 
for his sign, and he usually decides 
that he needs a clock. 

The sign dealer, being a strong 
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advocate of advertising, can easily 
see that if the signs he sells are 
promptly illuminated at dusk each 
evening, he will stand a much greater 
chance of selling a sign to the store 
next door. Usually, the next order 
from this dealer to connect up a sign 
will include an order to install a 
time clock. 

Although the sign dealer does the 
selling, Mr. Marine does not bill him. 
He makes all his collections from 
the customers direct. This is the 
simplest and surest way of getting 
the money, as the sign agent works 








Time Clocks Are Needed 


for: 


Lighting Electric Signs 
Window Lighting Control 
Timing the Radio 
Apartment-House Hall Lights 
Illuminated Poster Boards 
The Home Laundry 

Electric Range Control 
Water Heater Regulation 
Controlling Alarm Systems 
Flood Lighting 

Street and Park Lighting 
Photographic Printing 
Controlling Heating Systems 
Show-Case Lighting 








on a commission basis and very sel- 
dom collects on, or finances any of, 
the signs he sells. 

Not overlooking any opportunity 
to sell time clocks, Mr. Marine takes 
along an extra clock when making a 
sign installation. 

When the installation is being 
made, the proprietor usually shows 
more interest in the time clock than 
in all of the rest of the installation. 
Probably this is the extra that the 
sign salesman talked of most, and as 
it will perform a particular work, it 
is looked upon as a new employee. 


Sells Clocks to Dealer For 
Show Window Lighting 


When the proprietor is showing 
the greatest interest, Mr. Marine 
brings up the subject of automatic 
window lighting. The man has been 
sold on the idea of automatic con- 
trol by the sign salesman, so why not 
apply it to the windows also? It is 
explained that the reason for an 
extra clock is because of the dif- 
ferent degrees of light on the inside 
and outside, and that an installation 
of this sort could be easily made 
while the men were on the job. Mr. 
Marine rarely comes back to his 
store with the extra clock he took 
to the sign job. 

By selling the sign dealer the idea 
of keeping his signs lighted, the 
Marine Electric Company recruits 
the services of the sign dealer’s 
salesmen not only to sell clocks for 
the signs, but to gain entrance to the 
stores when selling time clocks for 
window lighting. One hundred and 
thirty clocks is good business, but 
Mr. Marine claims it to be only a 
starter compared to the business that 
can be obtained through these 
methods. 
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HE Electrical Committee of 
the N. F. P. A., at its recent 
meeting, adopted a tentative set 
of tables for motor wiring. These 
tables are to be given active field 
trial pending their final adoption at 





Motor Wiring lables 


By Victor H. Tousley 


the next meeting of the Electrical 
Committee in February, 1928. The 
field trial of these tables is author- 
ized and encouraged by the Electrical 
Committee to the end that when they 
come up for final adoption, there will 








Direct Current, 220 Volts, Rubber Covered Wire 


Running Protection— 











have been sufficient practical experi- 
ence with them to indicate their ac- 
curacy and adequacy. The complete 
proposed tables have appeared in 
various publications and it is not the 
intent to duplicate them here. 

Due to the many variations in mo- 
tor wiring, which the Code must, of 
necessity, cover, the tables as adopted 
by the Electrical Committee have 














Full Size Size Time Branch ‘ 
Horne- Load of of Limit Motor Circuit been placed in what has been ac- 
— ee erg “—— F my wae 4 —— 7 cepted as the most practical form to 
2 83 \4 ; 15 10.4 30 13 cover these numerous cases. As a 
5 Be 1. : ro vie 30 30 result, the use of the tables requires 
7% 28.7 8 H 35 35 60 45 certain cross references and some 
10 38 6 1 50 47.5 60 60 : ; 
‘ y _ ££ 2 &, = @ “eee 
1¢ 9 _ ene - 
35 92 H it 120 115 200 150 To facilitate field experience, 
30 110 00 2 150 137 200 175 Electrical Merchandising presents 
50 180 “= H os is ise 323 several tables, based on the data of 
60 215 300,000 24 275 269 400 325 the Electrical Committee tables, but 
75 268 500,000 3 350 335 400 400 ‘ 
100 357 600,000 3 450 446 600 550 worked out for specific types of mo- 
‘ed sia ee 34 358 553 ” -* tors and wiring. These tables give 
all necessary information direct 
Two-Phase ( 4.Wire ) 220 Volts, Squirrel Cage, without the necessity of cross refer- 
Rubber-Covered Wire ence. To cover all types of motors, 
-_ iliiaiitiais Dalila. — with the various voltage — full 
‘ul Size Size ime ranch if- 
Horse- Load of of Limit Motor Circuit load currents, and to cover the dif 
power Current Wire Conduit Fuses Device Switch Fuse ferent types of conductors with their 
: -° +4 ' : ig =. 4 several carrying capacities, would re- 
3 8 . : 10 10 30 25 quire something more than seventy- 
5 13, 12 4* 20 16.3 30 40 : 
4 19 10 H 25 23.8 30 50 eight tables. 
10 24 8 i* 30 30 30 60 
BO {+ tf gg 4g g 8 
6 6 
25 55 4 F 70 69 100 120 Single-Phase, 220 Volts, 
30 67 2 14 85 84 100 150 
40 88 0 2 110 110 200 200 Running Protection— 
50 108 00 2 150 135 200 225 Time 1a Branch 
60 129 000 2 175 161 200 275 amit otor arene 
75 156 200,000 24 200 195 200 325 Fuses Device Switch Fuse 
100 212 300,000 3 275 265 400 425 * 6.9 30 15 
125 268 500,000 3 350 335 400 550 15 12.5 30 3 
150 311 500,000 3 400 388 400 ae 20 17.5 30 
200 415 800,000 4 525 518 600 30 29 30 70 
45 3 60 ! 19 
* Single braid wire. 55 54 60 
Two-Phase (4-Wire), 220 Volts, Wound Rotor, Rubber Covered Wire Single-Phase, 220-Volts, 
-—Running Protection— / 
Full Size Size ime Branch Full Size Size 
Horse- Load of of Limit Motor Circuit Horse- Load of of | 
power Current Wire Conduit Fuses Device Switch Fuse power Current Wire Conduit 
' 3.4 14 ; 5 4.3 30 15 1 1.7 14 ; 
2 6.2 14 ; 8 7.8 30 15 2 3 14 ’ 
3 8.7 14 ; 15 10.9 30 15 3 4.5 14 t 
5 13 12 4* 20 16.3 30 20 5 7.5 14 ' 
74 22 8 is 30 27.5 30 35 74 Wl 14 ' 
10 24 . * 30 30 30 40 10 14 12 * 
15 39 6 ik 50 49 60 60 15 19 10 
20 49 4 1} 65 61 100 75 20 26 8 ° 
25 58 3 1k 75 73 100 90 25 32 6 \ 
30 71 2 4 90 89 100 110 30 39 6 ik 
40 92 0 2 120 115 200 150 40 51 4 1 
50 110 00 2 150 138 200 175 50 63 3 1 
60 130 000 2 175 163 200 200 60 75 1 14 
75 163 0000 24 225 204 400 250 75 90 0 2 
100 213 300,000 3 275 266 400 325 100 123 000 2 
125 269 500,000 3 350 336 400 400 125 155 200,000 24 
150 315 500,000 3 400 393 400 500 150 180 0000 2 
200 430 800,000 4 550 537 600 200 240 350,000 3 





* Single braid wire 
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In this article, only the more com- 
mon applications are worked out, but 
if there is sufficient demand from the 
readers of Electrical Merchandising. 
the tables will be extended from 
month to month. 

Attention is called to the fact that 
in the case of three-phase motors, 
the tables are based on the assump- 
tion that motors of 5 horsepower and 
smaller are thrown on the line direct 
with full-line voltage; and motors of 
7% horsepower and larger are pro- 
vided with some form of starting de- 
vice which reduces the voltage at 
starting. This will be found quite 
common practice. Reduced voltage 
at starting may be obtained by the 
use of autotransformer starters, by 
high reactance squirrel-cage motors 
with deep slot secondaries, or double 
wound secondaries or by other means 
which will reduce the starting cur- 
rent. 

Under the heading “Running Pro- 
tection,” is given the size of fuse 
and the rating or setting of time 
limit devices. The motor rules pro- 
vide that for motors of 2 horse- 
power or less, the motor may be pro- 
tected by the fuse which protects 








Rubber-Covered Wire 


Full Size Size 
Horse- Load of of 
power Current Wire Conduit 
1 5.5 14 $ 
2 10 14 4 
3 14 12 $ 
a 23 8 i 
74 34 6 1 
10 43 5 1} 


the conductors. This would allow a 
15-amp. fuse for the protection of 
these motors. Better protection for 
the motor is obtained, however, by 
providing fuses in accordance with 
the values given in the tables. 


CODE 





Where an installation consists of 
a single motor and a service switch 
is provided, the switch should be of a 
capacity to take the size of fuse 
"isted under the column headed 
“Branch Circuit Fuse.” 








Three-Phase, 440 Volts, Wound Rotor, Rubber-Covered Wire 


Full Size Size 
Horse- Load of of 
power Current Wire Conduit 
1 2 14 4 
2 3.6 14 4 
3 5 14 4 
5 7.5 14 4 
73 13 12 bs 
10 14 12 4* 
15 23 8 1% 
20 28 8 2% 
25 34 6 14 
30 41 6 1} 
40 53 4 It 
50 64 3 13 
60 75 1 14 
75 94 0 ia 
100 123 000 2 
125 155 200,000 24 
150 182 0000 24 
200 245 350,000 3 


-—Running Protection 


Time Branch 
Limit Motor Circuit 
Fuses Device Switch Fuse 

3 2.5 30 15 

5 4.5 30 15 

8 Ga 30 15 
10 9.4 30 15 
20 16.3 30 20 
20 18 30 25 
30 29 30 35 
35 35 60 45 
45 43 60 55 
55 51 60 65 
70 66 100 80 
80 80 100 100 
95 94 100 120 
120 118 200 150 
175 154 200 200 
200 194 200 250 
250 228 : 400 275 
325 306 400 375 





* Single braid wire. 








Three-Phase, 220 Volts, Wound Rotor, Rubber-Covered Wire 


Full Size Size 
Horse- Load of oO 
power Current Wire Conduit 
1 3.9 14 4 
2 4.2 14 4 
3 10 14 $ 
5 15 12 4* 
74 25 8 is 
10 28 8 a* 
15 45 5 14 
20 56 a 13 
25 67 2 14 
30 82 0 2 
40 106 00 2 
50 128 000 2 
60 150 200,000 24 
75 188 250,000 24 
100 246 400,000 3 
125 310 500,000 3 
150 364 700,000 34 
200 490 1,000,000 4 


-—Running Protection— 


Time Branch 
Limit Motor Circuit 

Fuses Device Switch Fuse 
5 4.9 30 15 
10 9 30 15 
15 $3.5 30 15 
20 19 30 25 
35 31 60 40 
35 35 60 45 
60 56 60 70 
70 70 100 85 
85 84 100 100 
110 102 200 125 
150 132 200 175 
175 160 200 200 
200 188 200 225 
250 235 400 300 
325 307 400 375 
400 388 400 500 
500 455 600 550 
van 613 800 st 





* Single braid wire. 











Rubber-Covered Wire 


--Running’Protection— 


Time Branch 
Limit Motor Circuit 
Fuses Device Switch Fuse 

3 zt 30 15 

4 3.8 30 15 

6 5.6 30 15 
10 9.3 30 25 
15 13.8 30 30 
20 17.5 30 35 
25 24 30 50 
35 33 60 65 
40 40 60 65 
50 49 60 80 
65 64 100 110 
80 79 100 125 
95 94 100 150 
120 113 200 200 
475 154 200 250 
200 194 200 325 
225 225 400 375 
300 300 400 500 





Three-Phase, 220 Volts, Squirrel Cage, Rubber-Covered Wire 


Full Size Size 
Horse- Load of of 
power Current Wire Conduit 
1 3.3 14 4 
2 6 14 4 
3 9 14 4 
5 15 12 3+ 
7¢ 22 8 i 
10 27 8 * 
15 38 6 14 
20 52 4 13 
25 64 3 14 
30 77 1 14 
40 101 0 2 
50 125 000 2 
60 149 200,000 23 
75 180 0000 23 
100 246 400,000 3 
125 310 500,000 3 
150 360 600,000 34 
200 480 900,000 4 


7—Running Protection—. 


Time Branch 
Limit Motor Circuit 
Fuses Device Switch Fuse 
5 4.1 30 15 
8 Ben 30 20 
12 18.3 30 30 
20 19 30 45 
30 28 30 55 
35 34 60 70 
50 48 60 60 
65 65 100 110 
80 80 100 150 
100 %6 100 175 
150 126 200 200 
175 156 200 250 
200 186 200 300 
225 225 400 375 
325 307 400 500 
400 387 400 
450 450 600 
600 600 600 
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* Single braid wire 
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Refrigerating Unit 
Electrical Merchandising, June, 1927 


The “Norge” refrigerating unit of the 
Norge Corporation, 670 East Wood- 
bridge Street, Detroit, Mich., is made in 
sizes for use in_ refrigerators with 
interior capacities of 5, 7, 10, 15, 35 and 
45 cu.ft. 

A rotary-type compressor is employed. 
This compressor, it is explained, is 
practically full of ofl and all moving 
parts and bearings are submerged at 
all times. 

Adjustment is automatic. The rotor 
fits into the cylinder in such a way that 
it will automatically adjust and take up 
whatever wear may occur. The com- 
pressing cylinder is closed at one end 
and open at the other. The telescopic 
rotor driven by an eccentric on the 
crank-shaft fits into the open end. 
Moving in a gyratory manner, the rotor 
seats itself both at the blind end and 
the open end of the cylinder. 

Sulphur dioxide is the refrigerant 
used. A standard motor. and tem- 
perature control are employed. The 
freezer unit has a white enameled 
swing door which covers the ice-tray 
opening. Besides its pleasing appear- 
ance, this door is designed to keep frost 
out of the trays and to prevent them 
from sticking. Prices of the units range 
from $220 to $300, f.0.b. Detroit, in- 
stallation extra. In addition to the 
unit is an assortment of self-contained 
refrigerators. 








All-Electric Radio Receiver 


Electrical Merchandising, June, 1927 


Under the name “Allectric.” the 
Neutrowound Radio Manufacturing Com- 
pany, Homewood, Iil., has brought out 
a new radio receiver operating from the 
ordinary lighting circuit, using from 85 
to 125 volts, a.c., 60-cycle current. The 
receiver is made to dispense entirely 
with A, B and C batteries, battery 
eliminators and chargers. The set and 
power supply are all contained in one 
compact cabinet, furnished in mahog- 
any or walnut. 

The new receiver, the manufacturer 
points out, covers the entire musical 
scale, bringing out the over-tones and 
under-tones.. The last stage is equipped 
with 171 power tube, using 180 volts on 
plate and 40% volts on bias. It is 
equipped with specially designed, com- 
pensating device which regulates the 
fluctuation in the line current. also 
Neutrostat and antenna. switch. It 
has one finger simplified tuning—two- 
tumbler dials, and employs Neutrowound 
straight line’ frequency tuning con- 
densers. The dimensions are 28% in. 
long, 13 in. wide and &% in. high. In- 
tended retail price is $135. 
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Small Electric Ranges 
Electrical Merchandixing. June, 1927 

Two recent models of small electric 
range made by the Frugal Electric Man- 
ufacturing Company, 2249 Beechmont 
Avenue, Cincinnati, Ohio, are the “A” 
and “BB” ranges. 

Model A is a single burner range, with 
top burner rated at 1,000 watts, and 
two 1,000-watt oven burners of Chromel 
“A” wire. The range is finished in 
armor gray lacquer with nickel coated 
top, trimmed in black and nickel. The 
heat indicator is in the center of the 
door. The dimensions of the range are 
17 in. x 22 in. x 39 in. and the intended 
retail price is $67.50. 

Model A is a single burner range, with 
is made of 20-gage sheet iron with oven 
of aluminum, but is finished in Vitri- 
olite throughout. There are two top 
units, one of 1,000 watts and one of 
660 watts. The oven. units are rated 
at 1,000 watts each, of Chromel “A” 
wire. The dimensions of the stove are 
26 in, x 22 in. x 464 in. and the list 
price is given as $85. With top burner 
units of Chromalox closed burner type, 
the list price is $87.50. 
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Range With Cabinet Base 


Electrical Merchandising, June, 1927 
Landers, Frary & Clark, New Britain, 
Conn., is offering for use with its elec- 
tric ranges a white enamel kitchen 
cabinet base which can be adapted to 
any “Universal” range except Nos. E97 
and E973. 


The cabinet is made of wood finished : 


in white enamel. A slide d'rectly under 
the range frame can be used as a bread 
or mixing board or to hold utensils. 
At the right of the cabinet are drawers 
that pull out, giving easy access to 
cooking utensils or ingredients. The 
bottom drawer is tin-lined, with ven- 
tilated tin cover, providing an excellent 
bread box. Shutting the drawer auto- 
matically slides the tin cover over the 
box. Heat from the range, it is pointed 
out, does not reach the cabinet. 
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Agitator-Type Washer 
Electrical Merchandising, June, 1927 


Among the many unusual features 
incorporated in the new F-B Agitator 
washer of the Foote-Burt Company, 
Cleveland, Ohio, is the new type- drive 
which replaces the rack and pinion and 
the segment gear and pinion drive 
usually found in agitator washers. The 
new type of drive, it is explained, pro- 
duces the reciprocating movement of the 
agitator without the use of gears. A 
crosshead with spiral grooves slides up 
and down on the agitator drive shaft, 
the grooves corresponding with splines 
on the shaft. On the up stroke the 
agitator turns in one direction and on 
the down stroke the direction is re- 
versed. The driving mechanism is com- 
pletely enclosed and gears and bearings 
are continually flooded with oil. Change 
of oil is necessary but once every five 
years. 

The agitator is of cast aluminum, 
with three large rounded fins. The fins 
are hollowed out underneath and the 
agitator is set 4 in. from the bottom 
of the tub so that the water is con- 
tinually forced out from underneath, 
preventing the clothes from becoming 
caught and torn. 

Other important features include the 
end-mounted motor, worm and worm 
gear speed reduction in the motor, 
safety friction clutch, automatic cut- 
out switch, heavy copper tub, and a 
standard cast aluminum wringer. The 
washer will be sold in connection with 
the Aerobell line of vacuum cup wash- 
ers, retailing at $140. 











Bed Light 


Electrical Merchandising, June, 1927 


As the first of a series of lighting 
specialties to be developed for hotel 
service, the F. W. Wakefield. Brass Com- 
pany, Vermilion, Ohiv, is announcing a 
new bed light fixture. The complete line 
will include ceiling fixtures and several 
types of bracket lights for attaching 
either to side wall or furniture. . 

The bed light fixture is made of extra 


‘ heavy gage metal, is sturdy in construc- 


tion and bolts solidly to the head board 
of the bed. The reflecting surface is of 
matt aluminum; the exterior a heavily 
plated finish of bank bronze. The manu- 
facturer points out that there is a large 
waiting market among hotels for light- 
ing merchandise combining neat appear- 
ance and ruggedness necessary to with- 
stand the hard usage to which all hotel 
equipment is put. 
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Lighting Fixtures 
Electrical Merchandising, June, 1927 

Under the name of ‘“‘Buckingham” the 
Acme Lighting Products, Ine, 2114 
Woodland Avenue, Clevetand, is in- 
troducing a new line of lighting fixtures 
of English design. The fixtures are 
made of cast aluminum with strap arms 
and are finished in a “Florentine 
Polychrome,” an antique gold finish 
with cvlors subdued by brown toning. 
Each fixture is packed completely wired 
and assembled, ready for installation. 
Because of this feature and the prices 
at which they can be sold, the line will 
be particularly interesting to readers 
contemplating re-fixturing campaigns. 
One-light and two-light brackets to 
match the center fixtures may be had. 




















Wall-Type Bathroom Heaters 
Electrical Merchandising, June, 1927 

Many attractive models are offered by 
the Majestic Klectric Appliance Company, 
1705 Allegheny Avenue, Philadelphia, Pa., 
in its line of bathroom wall insert heat- 
ers. Two models are of the reflector type 
in white vitreous enamel finish although 
other finishes may be had upon request. 
No. 15 has front measuring 20 in. high 
by 143% in. wide and has two elements of 
500 watts each, with separate control 
switch fur each element. The intended 
retail price is $35. 

Model 20 has front measuring 154% in. 
high by 154 in. wide and has one heating 
element rated at 650 watts. It is made 
for use with 110 or 220 volts, alternating 
or direct current and is listed at $20. 

Another type (10B, 11B, 20B and 21B) 
is made in 1,000 and 2,000-watt ca- 
pacities and is equipped with single heat 
switch. The standard finish is vitreous 
white enamel and the intended price, 
1,000-watt heat, is $25; 2,000-watt 
model, $30. The heater illustrated is 
model 20. 
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Duplex-A-Lites with 
Outlet Plate 


Electrical Merchandi:ing. June, 1927 


An inconspicuous outlet is included 
on the bottom ornament of the new 
dining room Duplex-A-Lite illustrated, 
for the easy attachment of toaster, per- 
colator or grill. A duplex outlet is 
made available by the use of the twin 
receptacle plate shown. The Duplex- 
A-Lite, listed as D273, has a diameter of 
14 in. Silver and black or antique brass 
finish may be had. 

The Charm-O-Lites or dressing table 
lights are also available with a 
dresser-top plate carrying a convenience 
outlet to accommodate a curling iron 
or other “personal use” appliances. The 
lights, with plate to match, may be had 
in old ivory, silver and black or antique 
brass. The lights come in pairs, with 
silk shade, and may be easily attached 
to any mirror in a few minutes’ time 
without the use of tools, being held in 
place by a patented clamp, tightened by 
two thumb screws. The Duplex-A-Lite 
Division of The Miller Company, Mer- 


iden, Conn. 




















Small Low-Priced Refrigerator 
Electrical Merchandising. June, 1927 

To meet the demand for an electric 
refrigerator selling at less than $200 
without sacrificing the important fea- 
tures of larger models, the Burnside 
plant of the Iron Mountain Company of 
939 East 95th Street, Chicago, is offer- 
ing a new model “Zerozone,” deliveries 
of which, it is claimed, will be made in 
a few weeks. 

The new refrigerator has a one-piece 
seamless steel cabinet finished in white 
Duco and insulated with 2 in. of cork 
board. Emphasis is laid on the fact 
that this new model is a_ specially- 
designed small refrigerator, not a 
skimped model of larger types. The 
compressor is of the reciprocating type, 
with thermostatic control. There are 
freezing trays for making ice cubes and 
desserts. The storage capacity is given 
as approximately 5 cu.ft. 





Wall Type Heater 


Electrical Merchandising, June, 1927 

Announcement is made by Adams 
Bros. Manufacturing Company, Inc., 1500 
Fayette Street, Pittsburgh, Pa., of a 
new electric wall type heater known as 
13-E. The heater has cast iron frame 
and is finished in white porcelain 
vitreous enamel. It is made to fit into 
the wall but the parts are easily re- 
movable without removing the frame. 
It can be easily installed between 
studding of 14 in. to 18 in. centers, the 
opening required being 13 in. x 169 in. 
x 4 in. The heating element, rated at 
1300 watts, 110-120 volts, can be re- 
moved by loosening a thumb screw. 
The intended retail price is $26. 





















































Percolator 
Electrical Merchandising, June, 1927 


Announcement has been made by the 
Leyse Aluminum Company, Kewaunee, 
Wis., that its electric percolators are 
now equipped with a ‘‘Chromalox” heat- 
ing unit. One model of percolator made 
by this company is the “Priscilla’’ 2312, 
of aluminum, 8-cup capacity, with in- 
tended retail price of about $4,50. 





Combination Range and 
Water Heater 


Electrical Merchandising, June, 1927 


The latest achievement of the “Autu 
matic Electric Heater Company, 1505 
Race Street, Philadelphia, is a “Sepco” 
combination range and water heater. 
The range performs all the functions of 
the standard electric range and in addi- 
tion combines an 18-gal. water heater. 
It is made to operate on a two-wire, 
30-amp. circuit, without limiting the 
full use of the range and without any 
additional line investment. It is also 
made with three burners or hotplates 
for three-wire circuits and in different 
models and sizes to meet the require- 
ments of large and small homes. 
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Portable Heater 


Electrical Merchandising, June, 1927 

Two sizes of the new room heater 
brought out by the Central Flatiron 
Manufacturing Company, Johnson City, 
N. Y., are available—12 in. and 14 in. 
The 12-in. size is rated at 660 watts and 
the 14 in. size at 1000 watts. The in- 
dividual heating units are readily re- 
placeable and can be obtained at retail 
for 25c. each. 

The unusual design of the heater may 
be seen from the accompanying illus- 
tration. The reflector is of copper. In- 
tended retail price $10 and $11. 








Cigar Lighter Unit 


Electrical Merchandising, June, 1927 
The Eagle Electric Manufacturing 
Company, 59 Hall Street, Brooklyn, N. 
Y., is bringing out a new replaceable 
cigar lighter unit, No. 444. It has 
standard Edison screw base and is rated 
at 100 watts, 110-120 volts. The over- 
all length is 14 in. and the diameter 

is 13 in. It has mica covered top. 











Automatic Ironer 
Electrical Merchandising, June, 1927 


_The new “Wonder” automatic ironer, 
distributed by The Wonder Ironer Sales, 
Inc., Cleveland, Ohio, has several new 
features. It is finished entirely in white 
Duco. All rolls are padded with special 
non-creeping padding. New toggle 
switches are used and a pilot light is 
also a new feature. 
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Motor With Large Oil and 


Wick Reservoir 
Electrical Merchandising, June, 1927 

Announcement has been made by the 
Master Electric Company, Dayton, Ohio, 
of a new Super Wick motor which is 
built in the single-phase, repulsion-in- 
duction type, 2 or 3-phase squirrel-cage 
induction type and d.c. compound-wound 
type in sizes 4 to 1 hp. inclusive. ; 

The new motor, the company explains, 
is a refinement of the Master Dual Wick 
design. Its Super Wick system of 
lubrication is an exclusive Master 
feature and is declared to have the 
advantages of a larger oil and wick 
reservoir with sufficient oil capacity 
for one year’s operation without re- 
oiling, the use of longer wicks with 
greater filtering and absorption capacity 
and a positive means to insure the 
circulation of filtered oil to the shaft 
at all times. Other refinements are its 
compact design, a reversing arm which 
makes it easy to change the direction of 
rotation, more _ thoroughly’ enclosed 
frame affording better protection to the 
windings, nickel plated trimmings and a 
more pleasing appearance throughout. 








Desk-Type Cigar Lighter 
Electrical Merchandising, June, 1927 
In addition to its lighter for auto- 
mobile installation, the Connecticut 
Automotive Specialties Company, Bridge- 
port, Conn., is making a cigar lighter 
for desk use. This ‘“Cascolite”’ lighter 
is known as No. 770. It is finished in 
brown mahogany and silver nickel and 
is intended for use on the ordinary 110- 
volt lighting circuit. Intended retail 
price, $2.50. 





Decorative Switch Plates 
Electrical Merchandising, June, 1927 
To harmonize with fine interiors the 
Hart & Hegeman Manufacturing Com- 
pany, Hartford, Conn., has designed a 
line of decorative switch plates, hand 
etched on heavy brass. Three designs 
are offered, “Southwick,” “Vanity” and 
“Coalport’” in any of four standard 
tinishes—bronze, statuary bronze, antique 
brass and butler silver, for tumbler 
switches, one to four gangs, push 
switches, one to four gangs, single and 
duplex convenience outlets and com- 
bination plates. 



































New Duplex-A-Lites 
Electrical Merchandising, June, 1927 


Many new features are included in 
the present Duplex-A-Lite line of the 
Duplex-A-Lite Division of The Miller 
Company, Meriden, Conn. There are 
brackets to match the D-71 and D-81 
series in one-light and two light models, 
with silk shades. Matching brackets are 
also available for new Duplex-A-Lites 
D201 and D202. The brackets are illus- 
trated. Bracket DM21 has ornamented 
grill work which may be had in a choice 
of finishes with background in _ har- 
monizing color, one combination being 
Colonial gold with dark green _ back- 
ground. Bracket DM22 may be had in 
sepia ivory, Colonial gold or silver and 
black. Opalstone glass shade. 

New models of Duplex-A-Lite are 
designed for bedroom use, with deflec- 
tors finished inside with polished white 
porcelain enamel with the outside in a 
choice of pastel shades appropriate for 
bedroom use. 

Any type Duplex-A-Lite can be sup- 
plied, i€ desired, with a solid pipe stem 
wrapped with silk cord with a silk 
tassel over the socket cover. ‘The 
stem is made to special length as 
specified. 











Electric Refrigerators 
Electrical Merchandising, June, 1927 


The Wayne Company, Fort Wayne, 
Ind., announces a complete line of self- 
contained refrigerators in metal cabinets 
as well as equipment for ice-boxes al- 
ready installed. 

Self-contained outfits are in 5, 7, 9, 
12 and 15 cu.ft. sizes. Remote equip- 
ment is furnished for cabinets up to 40 
cubic feet capacity. 

The cabinets are of metal with a full 
two inches or more of cork insulation. 
The cooling units are compact and the 
free shelf space unusually large. Com- 
pressors are of approved reciprocating 
type, air cooled, either single or twin 
cylinder. 

Wayne electric refrigerators are 
being offered to dealers in conjunction 
with Wayne oil burner and the Wayne 
water softener. A single contract em- 
bodies all of the products and, the com- 
pany believes, makes an unusually at- 
pe hg proposition for home appliance 

ealers. 
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Latest Developments Gathered by the Editors 
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China Percolator Set 
Electrical Merchandising, June, 1927 


The latest addition to the ‘‘Royalite”’ 
electric china ware of the Robeson 
Rochester Corporation, Rochester, N. Y., 
is the “Golden Pheasant” No. 662 per- 
colator set illustrated. This ware is 
made of heat-resisting, vitrified china, 
fhand-decorated. Several attractive 
color combinations are offered in per- 
colators, urns and complete sets, priced 
from $19 to $61. 








3-Heat Portable Heater 


Electrical Merchandising, June, 1927 

Following upon its original and 
popular portable electric furnace, Utica 
Products, Inc., Utica, N. Y., is announc- 
ing a new model of “Utica” heater 
which also uses the principle of cir- 
culating warm air for heating purposes. 

The new heater is adapted to a wide 
range of heating efficiency because of 
its three-stage heat control, the element 
being controlled to furnish heat at 300, 
700 and 1000 watts. The _ heating 
element is of Nichrome IV wire. The 
heater is finished in antique gold. The 
intended retail price is $15. This new 
model will be sold in addition to the 
company’s previous model which is 
listed at $10. 





New Graybar Commercial 
Fixture of Bakelite 


Electrical Merchandising, June, 1927 


One of the most interesting of recent 
developments in the lighting field is the 
new bakelite commercial lighting fixture 
introduced by the Graybar Electric Com- 
pany, Lexington Avenue and 43rd St., 
New York City. 

The fixture is known as the ‘“Shel- 
crest” and is made in ceiling and hang- 
ing types. The stem part is in three 
sections, hollow inside, through which 
bead suspension chains are run, the con- 
cealed chains supporting the fixture. The 
chains are made to support a weight of 
140 lb. With the exception of the chains 
no metal at all is employed in the fix- 
ture. The finish is dark brown. Being 
made of bakelite the fixture cannot cor- 
rode or tarnish. It comes completely 
wired and can be installed, it is ex- 
plained, in approximately 3 min. A 
totally-enclosed glass globe is used, with 
a choice of either ‘66,” ‘99 or reflex 
glassware. The new fixture compares 
favorably in price with metal commer- 
cial fixtures now on the market. 
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Radio Sets Equipped to Take 
Power Supply Units 


Electrical Merchandising, June, 1927 

In the new models 57, 66 and 76 of 
the American Bosch Magneto Corpora- 
tion, Springfield, Mass., provision is 
made for all types of power supply, 
whether a combination of battery and 
trickle charger, “B’ power unit or the 
full ‘‘A’’ and “B” electric power units. 

The power outlets are provided in the 
battery compartment, easily accessible 
and plainly marked. These consist of 
one completely enclosed convenience 
outlet group having three receptacles, 
one for the “A” power, one for “B” and 
one for the charger or trickle charger. 

The model illustrated is the 76, which 
is listed at $167.50 without reproducer. 
Model 66 is $97.50, while the de luxe 
receiver, No. 57, is $325, including loop 
and reproducer. 























Electric Iron 
Electrical Merchandising, June, 1927 


Recently added to the ‘“‘Royal-Roches- 
ter” line of the Robeson Rochester Cor- 
poration, Rochester, N. Y., is a new 
electric iron, the outstanding features of 
which are the “Everlasting” heating ele- 
ment, which, it is claimed, never wears 
out, the back rest and the attractive 
appearance. A Lifetime insurance cer- 
tificate accompanies each iren. Packed 
in gift carton. Intended retail price, $5. 





Percolator Set 
Electrical Merchandising, June, 1927 

Under the name of “Trenton” the 
Edison Electric Appliance Company, 
5600 West Taylor Street, Chicago, has 
brought out a new ‘Hotpoint’ per- 
colator set, consisting of a 6-cup pot- 
type B go sga sugar, cream and 12-in. 
round tray. The percolator is made of 
copper finished in heavy polished nickel 
and has semi-concealed fiber feet. It is 
furnished with extra fuse, cord and 
miniature plug. The creamer and sugar 
have paneled bodies, each drawn from 
one piece of copper, nickeled plated with 
gold lining. The intended retail price 
of the set is $18.75. 











“A” and “B” Radio 


Power Units 
Electrical Merchandising, June, 1927 

In electric power supply units for 
radio use the Stewart Battery Company, 
Chicago, IIll., is offering its ‘“‘A,” ‘“‘A-B” 
and “B” models. The “A” unit is made 
in 6-volt and 4-volt types, for 50-60 
cycles, at $37.50 and in 25-40 cycles, at 
$43.50. 

The “B” power unit has three ampli- 
filer taps, 674, 90 and power voltage. 
It uses either type B or BH Raytheon 
tube. Model U-80, for 50-60 cycle use, 
is $29 without tube; Model U-83, for 
25-40 cycles, is $35 without tube. 

The “A-B” consists of the “A” and 
“B” combined in one unit, controlled 
automatically from the radio set switch. 
It is made in 6-volt types, and 4-volt 
50-60 cycles, for $67.50 and .in 25-40 
cycles, for $80. 














Automatic Water Heater 
Electrical Merchandising, June, 1927 


Made for connection to the regular 
household hot water tank in the same 
manner as the ordinary gas water 
heater is a new electric water heater 
brought out by the Strauss Manu- 
facturing Company, 904 Hadley Street, 
Milwaukee, Wis. The heater is adapt- 
able to all requirements of the home, 
office or shop and can be attached to 
any size tank from 20 to 80 gal. It is 
claimed to heat a gallon of water to a 
temperature rise of 50 deg. in one 
minute. 

The heating unit which is 23 in. long 
x 34 in. in diameter. is double-acting 
for it is designed to heat water from 
both inside and outside at the same 
time, this dual construction forcing all 
energy used directly into the water. An 
electric switch placed at any convenient 
place, usually in the kitchen, controls 
the heater. If a constant supply of 
hot water is required the switch is left 
“on” and the quantity and temperature 
of the water is controlled automatically 
by a thermostatic switch placed in the 
supply tank. A “pointer” is provided 
so that any quantity as well as any 
temperature desired can be fixed, the 
current being automatically disconnected 
when the desired amount of water is 
available. To keep the supply con- 
stantly hot the automatic goes into 
operation again as soon as the tem- 
perature of the water drops 10 deg., 
and repeats as required. 

Intended price, including automatic 
control, 220 volts, 25 amp., $88.50. 
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Recent Developments in the Electrical Field 


















Wall Box with Louver for 


12-In. Exhaust Fan 


Electrical Merchundising, June, 1927 


For permanent installation of its 
12-in. exhaust fun in residence kitchens 
the Emersun’ Electric Manufacturing 
Company, St. Louis, Mo., has designed 
a new steel wall-box. The box can be 
readily installed in already-built houses 
by cutting the necessary opening and in 
new houses by including provision for 
the proper opening in the plans. 

The box consists of two square steel 
shells, one telescoping in the other, and 
with suitable steel moldings to give a 
finished effect. The outer shell is 
equipped with a patented aluminum leaf 
shutter, closing automatically when the 
fan is not running, to keep out rain 
and cold. 

The inner shell contains provisions for 
mounting the fan inside it and has a 
detachable grille of expanded metal at 
the end exposed in the room. Each side 
of the shell is provided with a knock- 
out so that electric connection may be 
made through flexible metallic conduit 
from any direction. 




















Food Blender 


Electrical Merchandising, June, 1927 


e A new device on the market is the 
Premulgor" which is described by its 
manufacturer, the Day-Fan_ Electric 
Company, Dayton, Ohio, as a_ colluid 
mill, especially designed for use in drug 
Stores, soda fountains, restaurants, hos- 
pitals, hotels and in the home. Its 
scientific action, it is claimed, combines 
all ingredients into a perfect colloidal 
solution—fresh, pulpy fruits such as 
bananas, berries, peaches, cantaloupe 
and the like; some malted milk; a 
yeast cake or an egg; some ice cream 
and milk, making a _ refreshing and 
appetizing drink. 

he “Premulgor,” it is explained, has 
a@ great number of uses—preparing a 
malted milk in 8 sec.; preparing soups, 
purees and bisques; sandwich pastes; 
shortcake fillers; fruit cocktails, ete. It 
works at lighting speed, the rotor re- 
volving 15,000 times per minute. It is 
made to. select all the wholesome 
digestibles, to extract and blend them 
together—virtually predigested, castin 
aside all fibres, seeds, hulls, grit an 
other foreign substances. 
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Electric Pump Drive 
Electrical Merchandising, June, 1927 

The electric pump drive of the Cull- 
man Wheel Company, 1344 Altgeld 
Street, Chicago, Ill., is made for use 
with shallow or deep wells, for inside 
and outdoor installations and for simple 
and complex water systems. It is made 
in five sizes and in styles to meet the 
requirements of any farm water system 
using from 14 gal. to 15 gal. of water 
per minute and pumping to a height of 
from 22 ft. to 1,810 ft. A Westinghouse 
motor is used, 

The pump drive is made for attach- 
ment direct to the pump without any 
change in the farmer's present equip- 
ment. Both pump and windmill may 
be left in place. No special platform 
—- Prices range from $66 to 

vo. 








Electric Siren 
Electrical Merchandising. June, 1927 


The Federal Electric Company, 8700 
South State Street, Chicago, Ill., is in- 
troducing a new electric siren for use 
on fire trucks, ambulances, motor boats 
and yachts. Being entirely enclosed, 
it is weatherproof. The motor housing 
and horn are of spun brass while the 
base is of cast brass. The stator and 
rotor are die cast from _ high-grade 
aluminum. ‘The universal motor may be 
had in any voltage from 6 to 250 volts, 
inclusive. The siren may be adjusted 
in either a horizontal or vertical posi- 
tion. All visible parts, including bracket 
and base are heavily nickel-plated 
although brass finish, if desired, may be 
had, buffed, brushed and lacquered. This 
new siren is declared to have a sound 
radius of one-fourth mile. 





Heater Switch 


Electrical Merchandising. June, 1927 


The Hart Manufacturing Company, 
Hartford, Conn., is announcing a new 
“Diamond H” heater switch with vit- 
rified enamel cover. The switch is non- 
conducting and is therefore a _ safety 
factor in the operation of an electric 
range. 

The switch is furnished with ‘On-off- 
on-off” or “Off, Full, Med. Low” readings 
for all round base snap switches 6 to 30 
amp. It can be had in either white or 
black to match the range. 





























Range Switch 
Electrical Merchandising. June, 1927 


Designed for both flush or surface 
mounting, and operated by a handle 
in the front, is a new range switch 
brought out by the Westinghouse Elec- 
tric & Manufacturing Company, East 
Pittsburgh, Pa. ‘The switch is compact 
in construction and neat in appearance. 
It is applicable, it is pointed out, to 
ranges not requiring over 40 amp., 250 
volts or 40 amp., 3-wire, 125 volts. 




















Condensing Coils for 


Electric Refrigerators 
Electrical Merchandising, June, 1927 


The McCord Radiator & Manufactur- 
ing Company, Detroit, Mich., has created 
a separate division in its radiator plant 
at Detroit and developed special ma- 
chinery for building and testing con- 
densers for refrigeration use. 

The McCord “Fin-Tube” condensing 
coils are made by a patented process 
said to insure a continuous metal to 
metal contact between the fin and the 
tube. The tubes are wound with a con- 
tinuous corrugated spiral fin, as_ this 
construction gives greater metal to 
metal contact and a more even distribu- 
tion of radiating surface. Seamless 
tubing of uniform thickness is used In 
the coils—either brass, copper or steel 
tubing of hard or soft temper and which 
can be coiled on a short radius so as to 
occupy the minimum space. These coils 
have been built and tested in a great 
many types and designs, two of which 
are illustrated. 





Heating Pad with Special 
Non-Sparking Thermostat 


Electrical Merchandising. June. 1927 

Many refinements_in construction are 
claimed for the “Rite Hete’’ electric 
heating pad of the Universal Appliance 
Company, 1200 Fourteenth Avenue, 
E., Minneapolis, Minn. 

All of the wires in the pad are laid 
out in such a manner that none cross; 
they are held apart by being woven 
with strong jute twine. It is pointed 
out that 25 ft. of heating wire is used, 
thus distributing the heat rnore evenly 
than in constructions where only _ one- 
third to one-half of this length of ele- 
ment is used. 

An outstanding feature is its special 
non-sparking thermostat to insure non- 
interference with radio reception. 
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Aids Offered 


Movie Cooking Party Gets 


Interest of Wumen 


To attract the ever-elusive interest 
of women and focus it upon electrical 
conveniences in the household is the 
plan behind the Movie Cooking Party 
worked out by the Edison Electric Ap- 
pliance Company, 5600 West Taylor 
Street, Chicago. 

Through this novel “Hotpoint” plan, 
the central station or dealer in a com- 
munity, in co-operation with the man- 
agers of the local theaters and with 
the help of other merchants in the 
town put on a special electric cooking 
feature at a given movie performance. 
The special feature may take the form 
of a playlet, emphasizing the con- 
venience of electrical service in the 
home or a regular cooking demonstra- 
tion. One of the big drawing cards of 
the plan is the award of an electrically- 
cooked dinner to a woman in the audi- 
ence. Full details of the plan, including 
suggested advertisements and publicity 
matter, and the text of the playlet are 
given in the Movie Cooking Party Book 
issued by the “Hotpoint” company. 

In small towns, it is suggested that 
the entire theater be taken over for 
one or more afternoons and everyone 
invited to come free or for nominal ad- 
mission fee. Women who attend the 
show are asked to sign printed regis- 
tration cards, these cards making a 
good prospect list. The stage is set up 
as a model kitchen, the properties, 
tables, dishes, etc., being contributed by 
local merchants and the electrical ap- 
pliances, a De Luxe “Hotpoint” range, 
water heater and refrigerator being in- 
stalled by the central station or electri- 
cal dealer. Co-operative advertise- 
ments are included in the plan, the 
expense to be shared by the electric 
company and moving picture theater 
while the expense of programs and 
their advertisements should be handled 
by the co-operating merchants for the 
favorable mention they derive from the 
performance. 

The food materials are supplied by 
the central station and an economist 
should be furnished to work with the 
home economist furnished by the manu- 
facturer. The method of awarding the 
cooked dinner to a member of the 
audience should be arranged with the 
manager of the theater. 





“How to Make Lamp Shades” 


Following the lead of a few enter- 
prising women who have successfully 
conducted lamp-shade-making classes 
In connection with central station cus- 
tomer contact work, more and more 
central stations are adding to their 
home service activities home lighting 
programs. 
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Manufacturers’ “ DEALER HELPS” 


Show Window, Counter, Mail Advertising and Specialty 





to Help the Dealer Get More Business 


To assist departments that wish to 
include lamp-shade-making classes in 
their home lighting programs the Edi- 
son Lighting Institute of the Edison 
Lamp Works, Harrison, N. J., has 
available a booklet de luxe telling how 
to make lamp shades of all kinds—silk, 
parchment, chintz, paper and other ma- 
terials that are called into use in shad- 
ing lights. The booklet carries illustra- 
tions in color and sketches showing the 
steps in making shades, which anyone 
can follow. 

At the back of the booklet, under the 
heading of “Light up for beauty, com- 
fort, convenience,” are given nine com- 
mandments that, if followed, wili result 
in perfect and adequate home lighting. 


Arvada Electric Company 
THEATER PARTY 


The Arvada Electric Company will be hosts to their 
friends at the Showing of a Carl Laemmle 7-reel 
comely special: 








————————— 

First Show- First Show- 
ing in ing in 
Colorado Colorado 

— 








“HONK,HONK”—Step on the gas and get to the 


Arvada Theater 
Friday, March 1 8 


at 2:00 o’clock p. m. for the biggest joy ride you 
ever skidded into! 





ARDELL CROCKETT and ROSALIE DUNCAN 


two local serrs-pro stars, will put on a two-act 
—stage presentation, featuring 


“Mother, Come Out 
of the Kitchen” 


490 LAUGHS 





ADMISSION FREE 











In addition to the regular program 
advertisement of the theater, the 
newspaper should be encouraged 
to run news items on the first 
page and in the social calendar, on 
the society page. Souvenir pro- 
gramea will be furn'shed by the Edi- 
son Electric Appliance Company 
to be imprinted and folded locally. 


Colorful Refrigerator Display 


Kelvinator suggests a novel display 
that has been found to attract a great 
deal of attention. It consists of a blue- 
green frosted tank on which the word 
“Kelvinator” is shown unfrosted. The 
unfrosted word stands out distinctly 
against the brightly frosted tank, mak- 
ing an unusually striking display. 

To achieve the unfrosted word, the 
letters are cut from pieces of felt and 
glued to the tank with ordinary glue. 
Felt being an insu’ator does not trans- 
fer the heat, consequent'y the moisture 
in the air condenses only on the tank. 
The blue-green frost is obtained by al- 
lowing the tank to frost over to the 
thickness of 3 in. or 4 in. and spraying 
the color onto the tank with a small 
hand spray or atomizer. The colored 
solution is made by adding a small 
amount of light green Diamond dye to 
3-pt. of water. A similar solution is 
also made up, using light blue Diamond 
dye and the two solutions are mixed 
together, half and half. For the first 
few days, it is pointed out, it may be 
necessary to recolor the tank twice a 
day, but as soon as the frost reaches 
the limit, the color will become perma- 
nent. 





The Iroquois Electric Refrigeration 
Company, 1600 Arch Street, Philadel- 
phia, has issued a new folder on its 
refrigerator. The folder is in color 
and shows delicious salads and desserts 
prepared through the use of the electric 
refrigerator. 

The Ponsell Floor Machine Comapny, 
220 West 19th Street, New York City, 
has an unusually well-set-up booklet on 
its household floor machine. The illus- 
trations and make-up of the booklet, 
which measures 11 in. x 14 in., are ex- 
tremely attractive and tell how to go 
about the refinishing and treatment of 
floors in the home. 


The Emerson Electric Manufacturing 
Company, St. Louis, Mo., has prepared 
a series of twelve appealing fan adver- 
tisements to assist dealers in planning 
and carrying out advertising campaigns 
on fans in their local papers. Mats or 
electros of these advertisements are 
available to any dealer selling Emerson 
fans. The advertisements feature the 
5-Year Guarantee and the comfort and 
efficiency produced by the fan. Dealers 
are invited to write for proof sheet, 
Form 9650, if local conditions are 
favorable to newspaper advertising of 
Emerson fans. 

“Printing Plant Lighting” is the sub- 
ject of another recent booklet issued by 
the Engineering Department of the Na- 
tional Lamp Works, Nela Park, Cleve- 
land, Ohio. In this booklet, it is pointed 
out, simple recipes tell printing plants 
how to get the good lighting they 
ought to have. 


127 


















































News of the Electrical Trade 


Industry Conference Analyzes House 


Wiring System 


Differences of opinion between power 
companies and electragists, arising out 
of the introduction of an “all-metal 
standard” wiring program by the Asso- 
ciation of Electragists, is in a fair way 
to being eliminated, due to the pro- 
ceedings of an Industry Conference on 
Wiring, held April 27, in New York 
City. 

With the report of Earl Whitehorne, 
chairman of the conference, commercial 
editor of Electrical World and associate 
editor of Electrical Merchandising, to 
representatives of the National Elec- 
tric Light Association, the National 
Electrical Manufacturers’ Association, 
the Electrical Supply Jobbers’ Associa- 
tion, Association of Electragists-Inter- 
national, technical advisers and observ- 
ers for the industry, progress has been 
made in the removal of a thorn in 
the side of the entire electrical indus- 
try. Light has been thrown on a com- 
plex situation in which the N.E.L.A. 
believed the A.E.I.’s policy to be re- 
straining the installation of house wir- 
ing and thereby hindering development. 

Acting on the instructions of the 
conference, Mr. Whitehorne has made 
a comparative analysis of briefs 
submitted by the National Electric 
Light Association and the Association 
of Electragists-International, obtaining 
further data from outside sources by 
requesting national electrical leagues to 
report. Thirty-two leagues submitted 
data, many after bringing the questions 
raised by the Industry Conference be- 
fore their members for discussion. 

Recommendations of the chairman 
after all evidence had been digested are 
summed up as follows: 

1. That the Association of Electragists 
should restate its position regarding metal 
wiring, outlining its policy and intent in 
such terms that it will be simple to under- 
stand and incontrovertible in its basic prin- 
ciples and that hereafter the use of the 
term “all-metal” and the word “standard” 
be avoided. This statement should be dis- 
seminated broadly throughout all branches 
of the electrical industry including the elec- 


trical contractors who are not members of 
the Association of Electragists. 


_2. That the National Electric Light Asso- 
ciation should inform its members and the 
power industry in general of the actual 
scope of this wiring program of the Asso- 
ciation of Electragists, making clear the 
policy and intent of the Association of 
Electragists in promoting it, in the hope 
ethat the misunderstanding within the 
power industry may be cleared away. 


3. That the Association of Electragists 
should send a frank and earnest warning 
to its membership that their enthusiasm for 
metal wiring be not in any case permitted 
to carry promotion to the fringe of coercion 
by overzealous activity in behalf of local 
ordinances that exclude other types of 
wiring construction. 


The chairman’s report further states 
that much of the misunderstanding be- 
tween power company and electragist 
has been brought about by varying in- 
terpretations of the term “all-metal 
standard.” “The N.E.L.A. charges that 
the so-called ‘all-metal standard’ pro- 
gram which is being promoted by the 
A.E.I. has as its intent the develop- 
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ment of a universal use of metal wir- 
ing systems in the home, to the exclu- 
sion of al) other methods. . . . Analy- 
sis of the two briefs makes immediately 
apparent that the N.E.L.A. and the 
A.E.I. have entirely different concep- 
tions of what this programis. . . . 
The N.E.L.A. has apparently taken it 
to mean ‘all-metal’ jobs always and 
everywhere . . . they have apparently 
lost sight of the fact that the metal 
wiring program as published, embraces 
four types of wiring construction ap- 
proved by the National Electrical Code 
—rigid conduit, flexible metallic con- 
duit, armored cable and metal moulding. 
The N.E.L.A. brief specifies the class of 
buildings where metal-encased wiring 
should be used and their statement tal- 
lies so closely with the A.E.I. state- 
ment of its metal wiring policy that the 
issue here becomes clearly a question 
of whether or not the metal wiring 
program does or does not tend to 
induce the ultimate use of rigid conduit 
a. « #0 

“The A.E.I. brief states definitely 
that ‘it does not recommend that rigid 
conduit be used in all buildings.’ And 
again ‘It is not being urged to super- 
sede knob and tube wiring.’ ” 

The report states that in the opinion 
of the chairman of the conference, wir- 
ing costs can be best reduced by the 
following economic expediencies rather 
than by conflict between inter-related 
industrial groups: 

1. By uniformity of inspection require- 
ments throughout the country. 


2. By the elimination of excess and du- 
plicating varieties of materials and equip- 





Cullinan Heads Jobbers 














George E. Cullinan, left, vice president 
in charge of sales of the Graybar Elec- 


tric Company, who has just been 
elected chairman of the _ Electrical 
Supply Jobbers’ Association. Mr. Cul- 
linan’s partner on the course at Hot 
Springs is Lucius Mahon of the Newell 
Emmett Company. 









ment made possible by uniform inspectiom 
requirements. 

. By a more effective standardization 

of manufactured products that will increase 
mass production. 
4. By the development of industry statis- 
tics in the manufacturing and jobbing 
fields, to stop the wastes of over and under-- 
production that today add cost to every 
wiring job. 

5. By the development of economies in. 
our system of distributing manufactured 
products in the electrical industry. 

. By the possible development of en- 
tirely new wiring materials and methods. 
that will contribute new economies either 
in material or labor costs or both. 

7. By the education of the contractor to 
do a better job in planning the layout of 
installations and in supervising his men. 

8. By the better training of workmen so 
that wiring can be installed more effec- 
tively and more economically. 

9. By the development of more effective 
tools for use in installing materials in 
order to save labor. 

10. By the standardization of central- 
station service requirements so that con- 
struction outside the meter may also be as. 
inexpensive as possible. 

11. By the improvement of the business: 
practices of contractors and dealers so that 
the present high cost of ignorance, incom- 
petence and failure will not also be bur- 
dened on every wiring job. 





Closer Relationship Between 
S.E.D. and National 
Associations 


The Society for Electrical Develop- 
ment, at a meeting of its board of 
directors in New York City, May 24, 
adopted amendments to the by-laws of 
the Society, making provision for mem- 
bership on the board, as directors, of 
those individuals heading national elec- 
trical associations for the purpose of 
establishing closer relationship between 
the S.E.D. and these national groups 
and leagues. 

R. F. Pack, president, N.E.L.A.; 
J. E. Davidson, chairman commercial 
national section, N.E.L.A.; Paul S. 
Clapp, managing director, N.E.L.A.; 
Gerard Swope, president, N.E.M.A.; 
A. E. Waller, managing director, 
N.E.M.A.; Laurence W. Davis, genera! 
manager, A.E.I.; J. E. North, repre- 
senting the Electrical League council; 
George E. Cullinan, chairman, E.S.J.A.; 
C. L. Chamblin, president, A.E.I., have 
been appointed to the Society’s board 
of directors. The next board meeting 
of the Society will be held under its 
reorganized plan in Atlantic City, 
June 6. 





Lighting Fixture Dealer Asso- 
ciation Joins A.L.E.A. 


The National Association of Lighting 
Equipment Dealers has joined forces 
with the Artistic Lighting Equipment 
Association, in accordance with the 
recommendation of Herbert Hoover, 
secretary, United States Department of 
Commerce, that trade organizations in 
the same field consolidate for the com- 
mon good of industry. 

This move will increase the numer- 
ical strength of the latter organization, 
heretofore composed only of manufac- 
turers in the lighting field, to five times 
its previous size. For the first time in 
the history of the industry all interests 
directly concerned with the manufac- 


Electrical Merchandising, June, 1927 














June, 1927 






ture and distribution of lighting equip- 
ment will be brought together in one 
national group. 

G. Fred Laube, Laube Electric Cor- 
poration of Rochester, N. Y., former 
president of the N.A.L.E.D., will head 
the newly formed A.L.E.A. dealers’ 
group. Officers associated with him in 
the retail organization will continue to 
serve with him. 





E.S.J.A. Reorganizes and 
Appoints Chairman 


The Electrical Supply Jobbers’ Asso- 
ciation, which for many years has 
functioned without an executive head, 
its affairs being under the guidance of 
a committee of eighteen, presided over 
by the general secretary, has reorgan- 
ized and appointed George E. Cullinan 
of the Graybar Electric Company, 
chairman. 

Sentiment has been growing that the 
association should take a more active 
leadership in working out problems of 
distribution and the first step came last 
fall with the organization of a “Free 
Lance Club” of which McKew Parr is 
chairman and Roberty Beller secretary. 
Action toward the establishment of offi- 
ces of chairman, vice-chairman and man- 
aging director in charge of a national 
executive office in New York was taken 
at the E.S.J.A.’s nineteenth annual 
convention held at the Greenbrier Hotel 
in Hot Springs, Va., early in May. 





N.E.M.A. Investigates Patent 
Situation 


Gerard Swope, president of the Na- 
tional Electrical Manufacturers Asso- 
ciation has appointed a committee of 
seven executives of prominent electrical 
concerns to investigate the situation 
with regard to patents in the electrical 
industry to determine whether some 
modification of the plan utilized by the 
National Automobile Chamber of Com- 
merce may be made applicable to the 
electrical manufacturing industry. 

The committee is composed of: Leon- 
ard Kebler, president, Ward-Leonard 
Electric Company, Chairman; A. G. 
Davis, vice-president, General Electric; 
A. Atwater Kent, president, Atwater 
Kent Manufacturing Company; M. C. 
Rypinski, vice-president, Federal- 
Brandes, Inc.; B. E. Salisbury, presi- 
dent, Pass & Seymour, Inc.; Harold 
Smith, general solicitor, Westinghouse 
Electric and Manufacturing; Charles 
H. Strawbridge, president, Goodman 
Manufacturing Company; Alfred E. 
Waller, managing director, and Francis 
E. Neagle, legal counsel for the asso- 
ciation. 





New Jersey Electric Associa- 
tion Formed 


At a meeting at the Seaview Golf 
Club, Absecon, N. J., the New Jersey 
Electric Association was formed with 
the following officers: C. H. Howell, 
Jersey City, president; Thomas Sproule, 
Newark, vice-president; J. Hall Tru- 
man, Asbury Park, secretary-treasurer. 
The organization of this group is an 
Important step toward the active func- 
tioning of the Eastern Geographic Divi- 
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On the Boardwalk 

















Michael Schwarz, who has just been 
elected president of the Miller Com- 
pany, Meriden, Conn., and Rex Cole, 
newly appointed general distributor 
in New York City for the electric re- 
frigeration department of the Gen- 
eral Electric Company. Mr. Cole will 
maintain refrigeration display rooms 
at 5 East 45th Street. 





sion of the N.E.L.A., comprising New 
York, Pennsylvania and New Jersey. 
The first two states have had similar 
organizations for a number of years. 





Schulze and Klein Head 
A.L.E.A. Groups 


J. William Schulze has been elected 
president of the Stamping and Parts 
Manufacturers’ group of the Artistic 
Lighting Equipment Association and is 
president of Alfred Vester Sons, Inc., 
Providence, R. I. To aid him in his 
work of increasing the scope of the 
group, J. J. Wrenn of the Plume & 
Atwood, Manufacturing Company, S. 
Levinson of B & L Metal Stamping 
Company and Arthur Burger of East 
Side Metal Spinning Company have 
been appointed to form a membership 
committee. The group now maintains 
its own credit bureau. 

The Exterior Lighting Equipment 





Coming Conventions 


N.E.L.A., Atlantic City, N. 
J., June 6-10. 


Radio Manufacturers’ Asso- 
ciation, Steven’s Hotel, Chi- 
cago, IIll., June 13-18. 


International Association of 
Display Men, Detroit, Mich., 


June 13-16. 
Electrical Manufacturers 
Council, Hot Springs, Va., 


June 13-18. 
N.E.L.A., Pacific Coast Di- 
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and Lantern Manufacturers’ group is 
headed by George J. Klein, president of 
the Novelty Lighting Corporation of 
Cleveland, as permanent chairman. It 
is planning to produce direct mail ma- 
terial for the use of manufacturers, 
jobbers and dealers, designed to create 
greater interest in new lighting equip- 
ment. 





Michael Schwarz has been elected to 
the presidency of the Miller Company 
of Meriden, Conn., after a fifteen-year 
connection with the company. Mr. 
Miller has advanced through the posi- 
tions of salesman, western sales man- 
ager, general sales manager and vice- 
president and general manager to his 
new office. 


The Lincoln Electric Company, Cleve- 
land, Ohio, has appointed Royal D. 
Malm western district. sales manager 
with headquarters in Chicago. Mr. 
Malm has been associated with the 
Elyria Iron & Steel Company and the 
Standard Parts Corporation. He is an 
engineering graduate of Case School of 
Applied Science, Cleveland. 


The Westinghouse Electric and Man- 
ufacturing Company has made the fol- 
lowing changes in its executive person- 
nel: H.C. Thomas, formerly assistant 
to the company’s merchandising de- 
partment manager is now assistant 
general manager of this department. 
Ross L. McLellan, who has been manag- 
ing director of Cia. Westinghouse Elec- 
tric Internacional, S. A., becomes 
general manager of this subsidiary. 
J. P. Alexander is now Boston Manager 
in charge of all sales and service in 
New England. George H. Cox, who 
formerly managed the Boston Division 
goes to the South Philadelphia Westing- 
house Works in charge of sales. 


Rex Cole has been appointed general 
distributor for New York City and the 
metropolitan district for the electric 
refrigeration department of the General 
Electric Company, with display rooms 
at 5 East 45th Street. Mr. Cole was 
until recently president of the Miller 
Company, a consolidation of the Duplex 
Lighting works of the G.E. Company 
and the Edward Miller Company of 
Meriden, Conn. It was while the head 
of the Miller Company that he con- 
ceived the “Home Lighting Contest’ 
sales campaign idea. 














vision, Santa Cruz, California, 
June 14-18. 

National Electrical Credit 
Association, Cleveland, Ohio, 
June 16-17. 

Artistic Lighting Equip- 
ment Association, Atlantic 
City, N. J., June 22-25. 

N.E.L.A., North Central 
Division, Duluth, Minn., June 
24-28. 

Association of Electragists- 
International, St. Louis, Mo., 
Aug. 8-13. 
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Landers, Frary & Clark, manufac- 
turer of electrical appliances, celebrated 
the opening of its new $400,000 plant 
in New Britain, Conn., on May 11, with 
a social and entertainment attended by 
six thousand guests. The company’s 
new building, located at Center and 
East Main Streets, has 60,000 square 
feet of floor space. 


The P. A. Geier Company, Cleveland 
manufacturer of the “Royal” electric 
cleaner, has appointed Walter B. 
Fulghum vice-president in charge of 
sales. Mr. Fulghum was formerly gen- 
eral sales manager of the Crosley 
Radio Corporation of Cincinnati and for 
eleven years previous to his connection 
with Crosley was assistant to the gen- 
eral manager of the Victor Talking Ma- 
chine Company. His duties will be 
those of assistant executive to Frank 
J. Gottron, general manager of Geier’s 
electric division and will in no way 
alter the status of Carl M. Randel, di- 
rector of sales, or that of James L. 
Mahon, merchandising manager. 


The Rex Manufacturing Company of 
Connersville, Ind., is now manufactur- 
ing a line of all-metal cabinets for ice- 
less or electrical refrigeration. The 
company started in business in 1898 
manufacturing buggies. Since then it 
has gradually thrown its manufactur- 
ing facilities to the production of auto 
bodies, taxicab bodies, rumble seats for 
coupes and roadsters. 


Stafford, Singer & Brazer, Inc., is 
the name of a new distributor of elec- 
trical specialties made by the General 
Appliance Corporation, with offices at 
44 Whitehall Street, New York City. 
The firm is composed of two of the 
General Appliance Company’s repre- 
sentatives, George M. Brazer, Inc., of 
Philadelphia and Stafford & Singer, 
Inc., New York. Branches will be 
maintained in Philadelphia, Pittsburgh 
and Baltimore. 


The Northwest Association of Elec- 
trical Inspectors has available at the 
office of its secretary F. D. Weber, 
Portland, Oregon, a few copies of the 
1926 convention proceedings of the or- 
ganization printed jointly with the pro- 
ceedings of the California Association 
of Electrical Inspectors. These are 
available to the trade at $3 per copy. 


The Zero-Aire Corporation, 510 North 
Dearborn Street, Chicago, has been 
formed for the manufacture and dis- 
tribution of an electrical refrigerator 
bearing the corporation name. W. M. 
Tippett, is president; P. G. Jacobson, 
vice-president; C. W. Johnson, secre- 
tary-treasurer and sales manager and 
J. H. Dennedy, chief engineer. All 
officers with the exception of Mr. 
Jacobson, who is president of the Re- 
liance Die & Stamping Company, were 
formerly connected with the Servel 
Corporation. 


The Servel Corporation, at a meeting 
of its board of directors, elected Frank 
E. Smith president and a director to 
succeed Thomas H. Blodgett, who re- 
signed recently. An executive com- 
mittee consisting of Mr. Smith, H. G. 
Scott, and Richard E. Forest has been 
formed. 


ELECTRICAL MERCHANDISING 


Pass & Seymour, Syracuse, N. Y. 
manufacturer of P&S electrical sup- 
plies, has advanced C. L. Nicholson 
from the position of assistant general 
sales manager, which he has held since 
the first of the year, to that of general 
sales manager. He has been connected 
with the company since 1919 and will 
make his headquarters at its main office 
and works, Solvay Station. 


Horace H. Clark has severed his con- 
nection with the People’s Gas Light 
and Coke Company after twenty years 
of service to become vice-president in 
charge of sales for the United Public 
Service Company with headquarters at 
100 West Monroe Street, Chicago. 





Both Kingdom and Horse 

















Robert S. Graves, widely known opera- 
tor of electric service companies, who 
has purchased the Prachar Manu- 
facturing Company of Cleveland and 
its merchandising organization, the 
Wonder Ironer Sales Company, “rides 
herd” on the activities of these com- 
panies as general manager and 
treasurer of the former and president 
of the latter. 





Inkerman Bailey, closely associated 
with the sale of Eureka vacuum clean- 
ers in New York and the eastern terri- 
tory prior to February 1926 when he 
retired because of ill health, has re- 
turned from Europe and has opened 
offices at 245 Fifth Avenue, New York 
City as a representative of appliance 
manufacturers. 


The Georgia Electrical Association 
has elected C. F. Ludwig of Dublin, Ga., 
president. T. W. Moore is vice-presi- 
dent; J. J. McDonough, secretary and 
treasurer. 


H. R. King has been appointed vice- 
president and general sales manager 
for the Conlon Corporation, Chicago, 
manufacturer of washers and cleaners. 
For the past six years Mr. King has 
held the position of general sales man- 
ager for the M. S. Wright Company of 
Worcester, Mass., Sweeper-Vac makers. 
Prior to his connection with the Wright 
Company he was with the Western 
Electric Company as chief engineer and 
later as sales manager of its power 
apparatus department. 
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Irijah A. Terrell, factory manager for 
the W. R. Ostrander Electric Works, 
Inc., manufacturer of electrical supplies 
and signalling devices in Brooklyn, 
N. Y., has been elected president of the 
company after a thirty-year connection 
with it. Hugo Tollner, a Brooklyn elec- 
trical contractor for twenty-seven years, 
becomes treasurer. The company is 
now located in its own three-story 
factory at 911 Atlantic Avenue. 


E. V. Pryor has been appointed mer- 
chandise sales manager for the Central 
Public Service Company with headquar- 
ters at 209 South La Salle Street, Chi- 
cago. Mr. Pryor has been connected 
with central station merchandising ac- 
tivities for the past fourteen years and 
was formerly with the Wisconsin Valley 
Electric Company and the Albert 
Emanuel Company. The Central Public 
Service Company now operates in 
eighteen states. 


Gaylord B. Buck has been promoted 
to the position of general new business 
manager of the Public Service Com- 
pany of Colorado, succeeding C. A. 
Semrad, who is now general manager 
of the St. Joseph Railway, Light, Heat 
& Power Company at St. Joseph, Mo. 
Mr. Buck has been associated with 
Henry L. Doherty & Company proper- 
ties since 1910. 


George C. Knott, sales manager for 
the McGill Manufacturing Company, 
Monarch Fuse Company, Killark Elec- 
tric Manufacturing Company and gen- 
eral sales agent for the Kew Manufac- 
turing Corporation, has removed his 
office from 67 Park Place, New York 
City, to 589 Hudson Street. 


The General Electric Company, at a 
recent meeting of its board of direct- 
ors, elected Clarence M. Woolley a 
member of the board. Charles W. Ap- 
pleton of the company’s law depart- 
ment was elected a vice-president in 
charge of general relations with public 
utilities. Mr. Woolley is a'so chairman 
of the board of the American Radiator 
Company, of which he was one of the 
organizers in 1892. Mr. Appleton will 
maintain offices in New York City. F. 
H. Babcock of the central station de- 
partment will assist him in his new 
work. 


The Clifton Manufacturing Company 
of New York City has made several 
changes in its executive personnel. 
Donald B. Webster is now treasurer, C. 
E. Buffum is assistant treasurer and L. 
A. Beecher is assistant manager. 
Lincoln Greene is vice-president and 
general manager of the company. 


The Hart Manufacturing Company, 
maker of “Diamond H” switches has re- 
moved its New York office from 50 
Church Street to Room 2106, 101 West 
Thirty-first Street. 


Holles’ Department Store, Cleveland, 
Ohio., has opened an electrical depart- 
ment. D. W. Davis is the buyer for 
this department which is to occupy its 
new building shortly. 


Theobald-Jansen Electric Company, 
514 West Main Street, Louisville, Ky., 
has appointed Charles H. Brown gen- 
eral sales manager. 
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Yearly Average Kw.-hr. Use by Residence Customers 
in Representative Cities —Continued from page 77 


Average Yearly Per Cent Average Average Yearly 
? —Consumption in Kw.-Hr.— Increase Residence Rate Residence Bill, 
Towns 1925 1926 or Dé¢rease In Cents, 1926 1926 
East Central Section 
I 5 si a aes eaagman 499 516 34 weal, - " «—a= 
ID Xa) (a 5 (le 470 519 11 4.82 $25.04 
Cleveland: OHIO... bcc ds bono Pees weds 500 525 5 5.03 26.40 
Withwatteees W166 ics evinces ee tea eck en 408 456 12 5.47 24.94 
CincinmacwOhie:. ...4 066626 00ia0nc eden 394 430 9 6.4 27.51 
ProtattapONen ENG’: 6.6605 co oid ons ooo ne ee 336 367 9 7 25.69 
OLE COR ONO. ois. 5n0sic, eile Res wales 370 407 10 7.19 29.26 
ee ee nr 320 407 27 7.11 28.94 
ere 350 410 17 8.4 34.44 
WO RII, 5 io bck ec cdvccscees eds 505 542 7 pe 30.89 
vatatOwWee tll es sash Sekine evade ees 516 578 12 8.4 50.23 
CACO ONO ie snes oo besos he Sw eke’ 420 540 29 6.8 36.70 
pe 302 306 | 8 24.48 
i 3 s iced ok bade neue een 328 576 76 5.3 31.67 
58h ie a 5 44K Kae a 303 (377 25 6.34 23.90 
CS re 329 399 21 8.4 33.50 
Me RS BD nck Khe a eee ae necaenes 323 357 11 6.42 22.90 
rae Sy a5 Ag dg ae ha bess ae a 9 300 356 19 8 28.48 
Genie LG Aiea ne aa rnee ae 298 270 g* 9.16 24.72 
NL EECTCE L1G ean em 333 325 2* 7.5 24.37 
ees ka eae vie sk ka RRA 416 437 5 7.59 33.18 
eT CCL | | | ee 278 399 44 8.4 33.50 
re er ee 353 370 5 8.16 30.18 
5 oie nes ee Es ees 300 300 gd 2.43 23.25 
pS ee 288 264 8* 9 23.76 
Chicago Heights, IIll...................... 304 399 31 8.4 33.50 
ia 355 e whe G5 Ho ae ea a OOK 339 399 18 8.4 33.50 
TR a ene reer he nee 306 399 31 8.4 33.50 
PR 5a oe ta ekak bse bes ake 364 415 12 7.12 29. 7 
West North Central Section 
ee 424 457 8 4.89 22.35 
Minmeapols, Mint................00cc00s 422 434 3 6.83 29.65 
Ses aU ENN 55.00 0b decodes ie awl eens 315 348 11 7.8 27.13 
BN 855 ak Bik ba KE Oe 380 365 4* 7.1 25.92 
eee rer re ere 240 305 27 10.5 32.02 
I og ses fh RES Ri rae nes 275 380 42 8.6 33.54 
MI his orice Sk (80ke koa 50d ss 343 383 12 7.42 28.43 
West South Central Section 
I ON  orwieN dk ed ebed edn 370 325 12* ge0 wet  « Saaz 
an is i ty Sica hee 300 360 20 9 32.40 
MI, BOM on. coe ccc tnwiecvavees 459 328 29* 9.7 31.80 
MUN MI oii ccc cececaneeeseres 360 362 | geyi0 3° \aaame 
a re 397 285 28* 9.5 27.08 
GN di sartkiken teaches eeadeeden 377 332 12* 9.16 30.43 
Far West Section 
I I 6.50 oh RRR See eRe 400 690 73 3.3 22.77 
ss eee ooy peat ak 47\ 545 16 5.63 30.67 
MI Tsk svc cc cau nucvedaeceny. 547 612 12 4.36 26. 66 
ME I og éos kod cebnccianees 228 228 og 8 18.24 
Albuquerque, N. M.................0000- 276 235 15* 8 18.80 
eee 372 395 6 4.79 18.91 
Se 360 474 32 7.72 36.60 
| ee eee 324 458 — @£+;.+ qj ‘eae  j. “Suan 
A er Oe a 372 455 22 5.42 24.66 
Summary 
New England Section.................... 314 356 13 8.56 30. 48 
Middle Atlantic Section.................. 372 412 1 7.12 29. 36 
South Atlantic Section................... 381 401 6 7.53 30.27 
East Central Section...................-. 364 415 12 7.12 29.57 
West North Central Section............... 343 383 12 7.42 28. 43 
West South Central Section............... 377 332 12* 9.16 30. 43 
WOE WOE SGN bso asics fcc kkcs ccsedseces 372 455 22 5.42 24. 66 
econ EET COT EEOC ORTCT COTTE 365 400 10 7.31 29.24 
*Decrease 
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In Louisville the 
Dealers Do the Job 


Continued from page 81 


ample set by the lighting company 
and the growth of local co-operation, 
the jobbers have in the main closed 
up their retail stores and those job- 
bers who are still selling at retail 
make little or no effort to develop 
this end of their business and, in 
fact, rather discourage it. 

The outstanding electrical retail- 
ing operation in Louisville is one 
which came into being after the 
lighting company went out of the 
merchandising business. The Louis- 
ville Gas and Electric Company op- 
erated a Merchandise Department in 
the lobby of its office up until July, 
1914, when the sale of all mer- 
chandise, including lamps, was dis- 
continued. The company had mer- 
chandised before that period because 
it was felt that, with the large adver- 
tising and sales effort needed, the 
dealers could not and would not carry 
the burden of this activity. 


At that time, July, 1914, the com-. 


pany sold to the dealers in Louisville 
their entire stock of appliances, in- 
cluding store fixtures, and agreed to 
go out of the merchandising business 
but they reserved the right to resume 
the sale of merchandise whenever 
they desired; in other words, when- 
ever they felt that the dealers were 
not doing the job. 

Some time after their exit from 
this field, the company felt that there 
should be a more active sale of elec- 
trical equipment. It was then that 
H. V. Bomar, who was the head of 
the very successful Bomar-Summers 
Hardware Company, turned his at- 
tention, in part at the suggestion of 
the lighting company, to the electri- 
cal retail field. Mr. Bomar leased 
a store next to the office of the light- 
ing company to operate as a com- 
plete Gas and Electric Shop, as it 
is called, because gas stoves and gas 
heaters are handled in addition to a 
full line of electrical household 
equipment. 

This business has steadily grown 
and expanded and at the present time 
Mr. Bomar ‘operates not only the 
Gas and Electric Shop but a second 
complete electric and radio store— 
The Edison Electric Shop—also the 
electrical department in the Bomar- 
Summers Hardware Company, and a 
leased washer and cleaner depart- 
ment in a department store. This 
business maintains on the average 
about fifty outside salesmen through 
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out the year and does a very aggres- 
sive and constructive selling job. In 
a great many ways, this operation 
is exactly parallel to the merchan- 
dising department of a lighting 
company. 

Their total sales per residence 
consumer is about equal to the sales 
of a lighting company merchandis- 
ing department in a community of 
this size and many of their mer- 
chandising operations have a familiar 
utility aspect. For instance, the sale 
on time payments of heating appli- 
ances, electric irons particularly. 
This is a somewhat unusual opera- 
tion for a dealer but was carried 
through by this dealer with genuine 
success and without any dispropor- 
tionate number of bad accounts. 

Undoubtedly, some of the people of 
Louisville believe that the Gas and 
Electric Shop belongs to the lighting 
company partly because of the ad- 
jacent stores, although there is no 
comnection between the company’s 
office and the Gas and Electric Shop. 
Some of the smaller dealers have a 
lingering suspicion that there is a 
connection between the lighting com- 
pany and the Gas and Electric Shop, 
which suspicion was generally enter- 
tained some years ago but which was 
unfounded in fact and is now so 
recognized by the electrical trade in 
Louisville. 


VERY interesting aspect of the 

Louisville situation is that al- 
though the Gas and Electric Shop is 
an active competitor and does, as we 
have said, a large proportion of Louis- 
ville’s total appliance business, this 
competition doesn’t provoke from the 
rest of the trade the resentment as 
is the case where the lighting com- 
pany, pursuing much the same prac- 
tices and selling much the same pro- 
portion of the merchandise. 

In another city visited not long 
after I had been in Louisville and 
where the lighting company sales in 
proportion to the total sales in the 
town were just about that of Mr. 
Bomar’s company there was a keen 
resentment by the local trade against 
lighting company merchandising. 
The lighting company in this second 
city merchandised on a high plane 
of fair competition and yet the 
dealers bitterly complained that the 
company was in the appliance busi- 
ness in any way. 

Why then is it that the trade which 
would resent the lighting company 
competition doesn’t resent the com- 
petition of an equally large competi- 
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tor simply because he is a dealer? 

I am not ready with an answer 
but I will hazard the suggestion that 
dealers object to lighting company 
competition because it seems to them 
unchecked and uncontrolled by the 
same dollars and cents laws which 
govern the dealer. On the other 
hand the trade in Louisville knows 
that it can appeal to the lighting com- 
pany against unfair practices by no 
matter what other dealer or dealers 
and get action on the appeal. 

Perhaps there is a thought here 
for the utility executive who is seek- 
ing to improve trade _ relations. 
There is nothing impractical in the 
suggestion that a utility could im- 
prove its trade relations if it had 
one officer to whom dealers could 
take their complaints—this would 
have to include complaints against 
the utility’s own appliance depart- 
ment as well as against other dealers 
in the town and this officer should 
make a gcnuine effort, backed with 
all the power of the central station, 
to make an equitable arrangement of 
all disput«s. 

This is nct visionary—New York 
has such an arbiter in Charles L. 
Eidlitz who has brought order and 
stability to the electrical trade in 
the metropolis—J. H. North in 
Cleveland has for years been settling 
disagreements as well as leading in 
the co-operative and highly success- 
ful electrical activities of the big 
city on the lake. Robert Mont- 
gomery is doing it in Louisville with 
results that to the trade and the 
company are eminently constructive 
and satisfactory. 

What are the results to the Louis- 
ville Gas & Electric Company? First 
of all they are the direct results of 
merchandising: domestic load _ is 
steadily increasing through the in- 
creased home use of appliances. Sec- 
ondly, the company has in its security 
sales very definitely felt the co- 
operation of the local trade. Job- 
bers, contractors and dealers have 
bought the company’s securities 
whenever they have been offered and 
have influenced a great additional 
amount of purchase. 

The excellent trade relations built 
up by the company also have had 
their effect on public relations. 
There is a direct and friendly con- 
tact which enables dealers, contrac- 
tors, jobbers and their salesmen and 
employees to understand the utilities’ 
policies and problems and which 
enables them to interpret helpfully 
the company to the public. 
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Strategy Vs. Sales Obstacles 


Continued from page 93 


and are used to prove conclusively 
that properly handled electric ranges 
are not expensive to operate—thus 
combating another cost objection. 

R. A. Kunkel of York, Pa., ac- 
complishes the same result by pin- 
ning the monthly power bills of range 
customers over his range display. 

% * * 


An offer of time-payments is al- 
ways an effective method of over- 
coming price resistance. 


Beating the Untrained 
Cook Argument 


Ignorance of electrical cooking 
methods has always been a barrier 
to greater range sales, but this con- 
dition is being rapidly overcome 
through the education of women by 
means of cooking schools and dem- 
onstrators. The sale of more than 
2,000 ranges during a two months’ 
campaign by the Puget Sound Power 
and Light Company is an interest- 
ing example of what thorough in- 
struction can do toward this goal. 

The company has brought elec- 
trical cooking to the attention of 
more than 11,000 women through 
cooking school demonstrations. In- 
terest can be stimulated in almost 
any community by means of this 
self-same method, utilizing the serv- 
ices of a demonstrator, even if it is 
only possible to address small gather- 
ings. 

% % * 

The Windsor Hydro Shop of Wind- 
sor, Canada, continues to run cook- 
ing demonstrations even though it 
has already achieved 60 per cent 
electric range saturation in a town 
of 12,000. Demonstrations are 
staged in the company’s store and 
are visible through its windows from 
the street so that passersby may be 
attracted. A local grocer not only 
furnishes the raw food products for 
these periodic demonstrations but 
has been induced to circularize his 
customer list, inviting them to at- 
tend these cooking demonstrations. 
In return for this service he is men- 
tioned in all of the company’s news- 
paper advertisements. 


Carrying the Range to 
the Customer 


Not even residents of small town 
districts are overlooked in the edu- 
cational campaign inaugurated by 





the Adirondack Power and Light 
Company. Housewives who rarely 
find it possible to get to the city in 
order to attend group demonstrations 
are sure to look up some fine morn- 
ing to find a portable range-demon- 
strating kitchen parked before their 
doors. The Adirondack company 
has constructed a portable “kitchen” 
26 ft. long by 10 ft. wide on the 
chassis of a motor truck and scours 
the countryside for just such dem- 
onstration opportunities. 

The truck is responsible for many 
range sales and its “one day stands” 
in various sections are announced in 
local papers by an advance agent 
days before its arrival. 

* * * 


When it comes to demonstrating 
and selling ranges women are best, if 
the experience of the Minneapolis 
General Electric Company may be 
taken.as a criterion. H. E. Young, 
sales manager, has on his pay-roll 
one women who sells an average of 
150 electric ranges a year, better 
than any of his other employees. 
Elizabeth Esswein, who has rolled up 
this imposing total for the company, 
obtains most of her leads through 
demonstrations which she conducts 
in local school auditoriums. 


Finding New Prospects 


The success of a great many range 
campaigns has hinged on the co- 
operation of all company employees. 
Making it plain the entire clerical 
force as well as to meter readers em- 
ployed by the Iowa Light, Heat and 
Power Company, just before its 
range campaign was responsible for 
the sale of 39 ranges in 45 days. 
Direct leads and the names of people 
who are actually interested in elec- 
trical cooking may be most easily 
obtained in this way and the amount 
of sales resistance which it removes 
from the path of range salesmen is 
tremendous. 

* * * 

C. L. Bougher in charge of range 
sales for the Public Service Company 
of Northern Illinois eliminates an- 
other item of range sales resistance 
by not only “selling” the housewife 
on the advantages of electric cooking, 
but by taking the trouble to demon- 
strate to cooks and maids. 

It has been his experience that 
many of these employees object to 
electric ranges because of their in- 
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ability to operate the appliance and 
their unwillingness to admit it to 
their employer. A thorough explana- 
tion of the operation of a range is 
usually convincing and Bougher’s 
men very often secure an inside 
“ally” which later helps them to 
complete a range sale by outlining 
the facts that electric cooking in- 
sures greater leisure, a more com- 
fortable kitchen in warm weather, 
cleanliness with less work and better 
cooked foods. 

Do your salesmen know the proper 
way to boil potatoes on an electric 
range? The use of the low heat 
switch position? That a coal range 
is but 2 per cent efficient? The rela- 
tion of time, temperature and water 
to the cooking process? If not, 
Bougher claims that they cannot 
properly sell either housewife or 
maid. 


Radio Keeps the Lights On 


Continued from page 89 


one respect, they are liberal: The 
buyer is given twelve months in 
which to pay. 

In other ways they appear to be a 
little more drastic than the average. 
Most sets are sold without a store 
or home demonstration. 

The $25 down payment, on sales 
under $150, or the $40 down payment 
on sales over that amount, is ob- 
tained, as a rule, before the set is 
installed. The company’s position in 
the community makes this possible. 

This policy saves the utility a 
considerable amount of money in 
used tubes, batteries and sets. I 
cannot, of course, estimate just how 
much, but the public apparently has 
now become sufficiently familiar with 
radio so that it is willing to take our 
word for it that the set will work and 
deliver results fully commensurate 
with its price. 

This policy involves another which 
is not generally practiced but which, 
it is stated, has cut reverts 50 per 
cent—salesmen and servicemen are 
charged two per cent of the selling 
price of the set if it is returned with- 
in six months from the date of sale. 
To restate: if a man sells a set and 
that set does not stick, due to mis- 
representation, then the salesman 
must return, not his original com- 
mission of 10 per cent, but 12 per 
cent of the billing. If a customer 
returns a set due to the inability of 
the service man to make it operate 
two per cent of the price of that set 
is deducted from the latter’s salary. 
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N. E. L. A. Refixturing 
Campaign Plans 


Continued from page 99 


$17.95 apiece and kitchen units re- 
tailing for $6.60 were featured 
throughout this campaign and these 
units, complete with all glassware 
constituted the bulk of the sales. 
Salesmen were also instructed to 
mention lamps and fixtures for 
other rooms. 

As special sales inducements dur- 
ing the period of the sale, the com- 
pany offered a table lamp as a 
premium to customers ordering a set 
of fixtures at $42.50. Time-pay- 
ments over a period of twelve months 
were also permitted and old fixtures 
were taken in on $1 allowances. The 
only other refixturing sales stimu- 
lants employed were contests and 
cash prizes for salesmen and a cash 
prize contest for local office cashiers. 
Contestants in this latter class— 


mostly girls—contributed over $1,500 
in sales. 


Straight Commission in Ohio 


The Ohio Public Service Company 
has been similarly successful in its 
test refixturing campaigns which 
ran over a period of thirty days in 
ten Ohio cities of populations rang- 
ing between 10,000 and 50,000. [This 
campaign was reported in detail in 
the February issue of Electrical 
Merchandising. | 

In this campaign, the company em- 
ployed a sales manager and regular 
salesmen in each city, one “territory 
salesman” for each 1,200 homes and 
from two to five specialty salesmen, 
all available for special activity on 
lighting. These salesmen were paid 
on a sliding commission basis and 
sold 3,400 lighting units including 
bedroom and other fixtures but not 
including 600 kitchen units sold dur- 
ing the campaign. They also disposed 
of 22,000 lamps. 

The company employed the same 
method of sales approach as that 
used down in Kentucky—sight con- 
servation and decorative value after 
making an unsuccessful attempt to 
sell fixtures by means of an orthodox 
“merchandise” approach. Living 
and dining room units at $24 apiece, 
complete with lamps and glassware 
were featured on a 12-month time- 
payment basis under a special thirty- 
day sales offer. 

Dealers were invited to join the 
campaign throughout the territory 
and were aided to make the same 
sales offer during campaign month 
as the utility. Fixtures were sold to 
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them on a consignment basis under 
a plan which permitted re-sale at 
cost. Time-payment paper was taken 
off the hands of co-operating dealers 
for a charge of $1 per fixture where 
credit was approved. 

Interest was stimulated in the 
campaign through a sliding scale of 
commissions offered to salesmen, in- 
creasing with sales increases, weekly 
bulletins, daily sales meetings in 
each city and contests between the 
sales crews of the various cities. 
Newspapers were also extensively 
employed and lighting and _ sales 
schools maintained for all salesmen. 


An Opportunity for Everybody 


More than 30 per cent of all ceil- 
ing fixtures in homes are obsolete, 
according to the N.E.L.A.’s con- 
servative figure. The total wattage 
of lamps, by room, now in use and 
the recommended wattage for this 
service shows that the average home 
has only half enough light in addi- 
tion to obsolete fixtures. 

The time is ripe for the electrical 
industry to get together on a plan 
that will sell this vast market on the 
use of better fixtures and better 
lighting, and then to work and plan 
through to a successful and profit- 
able conclusion. 

Refixturing offers an opportunity 
for everybody. 


"Board for Atlantic City 
Continued from page 106 


Goldschmidt, Wagner Electric Cor- 
poration, chairman; Frank H. Gale, 
General Electric Company, secretary- 
treasurer, and L. W. Shugg, General 
Electric Company, director of ex- 
hibits. 

R. J. Graf, Byllesby Engineering 
and Management Corporation, is hon- 
orary chairman of the Entertain- 
ment Committee; Thomas Sproule, 
Public Service Company of New 
Jersey, is chairman and W. F. Tait, 
of the same company, is secretary. 
C. F. Howell and F. 8. Delaney, both 
of the Atlantic City Electric Com- 
pany, are chairman and secretary, 
respectively, of the Hotel Commit- 
tee. Ross I. Parker, General Elec- 
tric Company, is traffic manager and 
has charge of transportation mat- 
ters, including arrangements for 
special trains from the West and 
South. 

As in other years, a daily news- 
paper, reporting the proceedings of 
the Convention, will be published 
and distributed by Electrical World. 
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Multiple Unit 
Refrigeration 


Continued from page 101 


will be installed. And the close 
physical and organizational relation- 
ship of sales and service makes pos- 
sible the fulfillment to the letter of 
this promise. Service calls are run- 
ning less than one for every two 
chines per year. “This is due 
to the fact that all my men are 
instructed to take a day on a single- 
unit remote-control job if neces- 
sary,” says service manager C, M. 
Berry. “It costs slightly more. but 
I am positive that a refrigerator 
properly set up will require one-third 
the attention of one whose installa- 
tion was hastily done.” 

To illustrate: flexible metallic 
sheathing is used in all remote con- 
trol jobs to protect the copper tub- 
ing. When tubing is cut it is always 
held so that the saw filings cannot 
get inside the pipe. The end of the 
tubing is always kept sealed while 
it is being run to exclude moisture 
from condensation. Special atten- 
tion is paid to sealing the opening 
where the tubing enters the back of 
the refrigerator chamber. The com- 
pressor is leveled and so fastened 
that all four legs bear properly on 
their foundation. The air supply is 
of primary importance—proper loca- 
tion must be secured regardless of 
cost. All joints are tested twice, 
under low and under high pressure. 
The installer stays an hour after the 
compressor is started to catch pos- 
sible mal-adjustments. 

A check-up return inspection call 
is made the second day following the 
installation. This, also, cuts future 
calls materially. 

The central station at Milwaukee 
has taken refrigeration seriously. It 
has a fighting bunch of new-blood 
salesmen who are out for orders and 
who are getting them—on a hard 
work, law-of-average, call basis. Its 
brilliant record of recent months in 
the multi-dwelling field is attributed 
to this same spirit. Its two apart- 
men house men watch the real estate 
records like a hawk. They sell on 
merit, on installation policy and on 
the reputation of the company they 
directly represent. 

The experience herewith cited 
indicates the responsiveness of the 
present refrigeration market to 
straight - from - the - shoulder, hard - 
hitting, canvassing. The reward, it 
would appear, will be more than 
commensurate with the effort. 























Here is a semi-indirect unit 
which shows no ceiling 
shadow, which is in round 
figures 30% more efficient 
than totally indirect units, 
which has a bowl brightness 
of only 1.5 cp. per square 
inch, which cannot be under- 
lamped, which is easy and 
cheap to maintain, and which, 
finally, is the handsomest unit 
offered for commercial light- 
ing within the past half-dozen 
years. 




















equipment has always been in favor . ° a 
with both utility companies and the The market for Office Lighting 1S 
trade because ‘“‘Red Spot” is easy 


to sell and gives the customer the everywhere . The equipment 


maximum of value and satisfaction. 


Although the Wakefield Office which best catia this market, 
Lighting Unit is new, it already from every standpoint, is the 


has won some notable victories on 


highly competitive jobs. W akefield ” Red Spot * Office 
Lighting Unit. 


Send for data sheet 101. 


The F. W. Wakefield Brass Company, Vermilion, Ohio 
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Series 
O dealers and Central Sta- 
tions has come Series 99— 
bringing not merely a 
single, individual improvement, 
but a complete perfection in 
small apartment ranges. 


Series 99 has every appeal — 
size, design, convenience, 
appearance, ease of operation, 
serviceability, and price. 








Write for Catalog and Prices 
Successfully made by 


RUTENBER ELECTRIC CO. 
General Offices and Factory : 


Marion, Indiana 


Series 


eS E Ma 





Jeries APARTMENT TYPE 
ELECTRIC RANGES 
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NATIONAL MADD 
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$300 Sales Increase to $5000 


WO years ago this store at 105th St. and 

Euclid in Cleveland was selling $300 worth 
of lamps a year. When the Lockhart-Hahn 
Company bought it they subscribed immedi- 
ately to the National Lamp Works 
window service and put it to work. 
The first day their sales were $30.00 
or $5.00 more than the previous aver- 


age for an entire month. 


Since that time they have pushed 
National Mazpa lamps with a will. In 


addition to the Window Service 
they have made use of our 
Demonstrator, Attracter and 
Lantern. They have asked cus- 
tomers to buy lamps and they 
have gone outside the store after 
the business that is waiting. 

As a result the Lockhart-Hahn 
Company’s net sales of National 
MAZDA Lamps for a year end- 
ing in May, 1927, were more 





NATIONAL 
i U.Va.’ 


than $5,000.00. Every year brings an increase 
in the tremendous sales of Mazpa lamps. Not 
just an increase in numbers but an increase in 
dollars and cents. Although lamp prices are far 
lower today than in 1914 and you offer 
your customers a far better value with 
the inside-frosted lamps, the average 
price paid per lamp is higher than it 























ational 


MAZDA 
LAMPS 


ER @ 
‘J C Cc ’) 
ENERAL ae 





MAZDA is the mark of a Research Service. 





was twelve years ago. . That's 
because people are not only 
buying more lamps but larger 
lamps and better light. 





All over the land, in great cities 
and small towns, in little stores 
and huge establishments, retail- 
ers have found there is big 
money in National Mazpa 
lamps and those who are dis-,; 
playing them with the help-of 
National Lamp Works’ tested 
business builders are making 
the most of it. 
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General Electric is 


SELLING THE PusLic 


SELLING THE BuiLpeR 


Be sure the house 


ah ane is 1 
you buy is completely he 
Wi oncom 


What « the joy 


hey 
U nan cui heater on ae y 
you cat pag mae 


ied bathro 
of a white tiles ba 


. ” iiechen if YOU 
4? Why havea modern i nth handy 
HOTLINE i Saal yooa there with handy 
ant use sud sitet plans are a er 
? The “6 yer before 
Louse to look ove 
of the house 
1 part of th 


"EB Wiring Sy 
builders are putting 1 G E es * . 
ny Or : bof 
oe omnplete-—just 48 you = of 
shanaed ye a little mos 
tanned your home. It costs Pca 
thie because there's MOTE to such ¢ * 
because the _ : 
oe » it has nome but highest qua 
and because it eee 
teruils throughout Past the p 
ms er es! zy i" aul 
“ ose fow exer 
ex vail spend tho ee ee 
tthe wyring you want 
on ge 
Wiring System sign- 
on wa nyner ot 


te gutiets, £0 
g GE materab t 


Dom are the dark 
| : f= 


ae WRUNG System 
GENERAL in a, 


ELECTRIC 





SELLING THE ARCHITECT 
One advertisement from 
SELLING THE REALTOR 


each of the four series 


GENERAL 


MERCHANDISE DEPARTMENT 
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promoting better wiring 
through four active channels 


—the Architect, the Builder 
the Realtor --- the Public / 


To these—the four groups that purchase 
housewiring, General Electric is carrying 
on four advertising campaigns to sell 
complete and adequate wiring. 


G-E Wiring System advertising is not 
only educating the public to demand 
electrical comfort—but is aiding the ar- 
chitect in specifying it—and showing 
builders and realtors the advantages of 
featuring it in the sale of a home. 


When visiting Atlantic City be 
sure to see the General Electric 
Exhibit at the Central Pier. 


IRING SYSTEM 


~for lifetime SCVVICE 


ELECTRIC 


BRIDGEPORT, CONNECTICUT 
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Breezin’ Along! 


That's’ the way the STAR-Rite Sale Boat for 1927 $7.95) which is the ideal fan for the kitchen or small 
is going—breezin’ along to the tune of profits for | bedroom—it comes in permanent lacquer, all¥ivory, 


you and summer comfort for your customers. black with brass finish blades, or the all over 


' nickel. 
It’s bound to breeze along— can’t help it. 


Then there’s the famous 10” oscillating fan to sell 
Because the STAR-Rite Fan Line for 1927 has new _ for $13.50 (In Canada $16.75) which comes in the 
models and new finishes— and the gm same three finishes as the 8”. The 
same old “low-price— high quality” 10” straight fan is splendid value at 
standard as always. $10.00 (In Canada $12.25). For 





There are Fans to catch the women’s 
eyes— finished with permanent lac- 
quer in all ivory, black with brass 
finish blades, or the brilliant all over 
nickel. 


There’s the 8’ Fan (illustrated) 
which sells for $6.50 (In Canada 





heavy duty office work there are our 
12” oscillator in black lacquer with 
solid brass blades to sell at $25.00 
(In Canada $32.00) and the 16” 
oscillator in same finish, selling for 


$30.00 (In Canada $38.00). 
Come along with STAR-Rite if you 


love to go ‘‘a-saling’’! 


STAR-Rite 


ELECTRICAL NECESSITIES 


FITZGERALD MFG. CO., Torrington, Conn. 


Pacific Coast Branch—“The Better to Serve You in the West”—1211 Van Ness Avenue, San Francisco, Cal. 
Canadian Fitzgerald Mfg. Co., 95 King Street, East, Toronto, Ont. 
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To prove the merit of 
Electric 
Air Heating 


Until the electrical industry has convinced 
itself of the desirability of electric air heat- 
ing at a rate fair to the customer and satis- 
factory to the central station—no real prog- 
ress can be made. Questions of load factor, 
diversity, average and peak demand, con- 
sumption and the other vital factors—all 
bearing upon the return per dollar invested 
—must be answered from actual experience. 
Theories and guestimates will benefit no 
one. 















A concentrated effort of the electrical 
industry to secure operating data on a 
group of properly engineered electric 
heating installations will answer the 
question for the benefit of central sta- 
tion, manufacturer and consumer. 


The Electric Heating & Manufactur- 
ing Company stands ready to put its 
30 years of electric heating engineer- 
ing experience at the service of the 
industry in arriving at the facts. 


An Editorial from 
Electrical West, 
May 1, 1927, 
Page 250 


Manufacturing a Complete Line 


of Electric Heating Equipment: Apfel’s 100°% electric 
radiators, ‘HEET FEET” recessed wall registers and 
“COPPERSERT” electric water heaters. 


ELECTRIC HEATING 6& MFG. CO. 


Sixth North at Harrison Street, Seattle, Wash. 


Northern California Southern California Washington 
O. W. Forsyth R. Wolfsberg, Inc. Lynn A. Lougheed 
1175 Howard St. 1851 Industrial St. 620 Tacoma Bldg. 


San Francisco Los Angeles Tacoma 
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Yes, the 
*SUPER-MARVEL” 


retails for $1250 





Laboratory built 


Not just manufactured 





Far beyond any standard 
sce oe van asain. Of 
aed ce a ee 2 


imitated. 


But, due to our patented construction we can 


: / 
give greater value in an instrument of this kind 
than any othcr manufacturer has been able to & 
offcr. 


“Super-Marvel” No. 3, complete with three 








electrodes in a silk lined carrying case, was 


Iq the firet violet ray to retail at $12.50—and J 


still is first ! 


pec fem 














TORIES = 


NEW YORK CITY 
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9} SEATTLE 
BOSTON 
NEW YORK 
CHICAGO - 
WASHINGTON: 
SAN FRANCISCO 
ST.LOUIS 











In all the Nation’s Centers— 


BALLARD 


Junior Burners 





In every great city of the country Ballard Junior 


Burners have met immediate acceptance—by DEALERS: 
dealers and users alike. The explanation is Think This Over — 


simple! Arthur H. Ballard guaranteesall Ballard fo" \pujrantee, your equipment for 8 


1 1 : ky and this guarantee is backed by the factory, 
ee Burners and backs his dealers in making —d. this guarantee is patittcrenn? 
gu a You convince a customer that he is making 
— ane a wise investment by putting in a Ballard 
ace ‘ : Junior Burner. 
Capacities: Any heating plant from 200 to Fhe vuccos jou have with each customer 


10 000 feet makes a salesman who does not appear on 
’ : your payroll. 


A hee i 10 head of 
It fires the American Bosch Magneto Corp. af 8 three we Papermate 


the field with the grief taken out, you can 

service with a smile instead of a monkey 

Plant wrench, totally enclosed. 2.—Impossible to 
have a leak. 3.—Quiet and efficient. 4.— 





i It i th l b n h th t ill 
It fires U ° S. Submarines V l ’ ay * “e e (3). ur oa on Rigas A at w 
It fires [ S P St ( fice at B st n All Ballard agents make money—let us 
. ‘ 0 O O show you how. 
Z \ 1 I f ine t re 1 enc f All live dealer tti b d. 
nd 1t fi es S S d es O New England. H. 7m on Re ry —- 


ARTHUR H. BALLARD, Incorporated 


535 Commonwealth Ave., Boston, Mass. 
Direct Sales and Factory Branch: 608 Central Avenue, East Orange, New Jersey 
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large manutacturer, putting into produc- 

tion a new type of casting from his own 
foundry, found that the shrinkage from the 
first lot of more than 1000 castings gave in- 
sufficient air pressure for his pump. Naturally, 
he hated to throw this money on the junk 
pile—so he took the problem to Domestic, his 
source of supply for skeleton-frame motors. 


Domestic engineers went into an immediate 
laboratory session and decided that a change 
in the motor winding increased the efficiency 
of the motor sufficiently to offset the losses in 
the pump. A thousand skeleton-frame motors 
with the special winding were immediately 
sandwiched into the regular production run; 
the 1000 castings were used, and the appliance 
fully met every specification. 
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«~~but it saved a thousand castings 








Domestic Electric is more 
than a builder of special 
motors for power driven 
appliances. It is a service 
organization, dedicated to 
the perfect application and 
satisfactory operation of 
fractional horsepower in a 
wide range of household, 
commercial and industrial 
fields. In their contact with 
the Domestic Electric 
Company, customers use 
our engineering and 
sales organization as 
a department of their 
own business; to be 





For protection from 


any problem involving 
the manufacture or mar- 
keting of electric appli- 
ances requiring less than 
one horsepower. From 
those not familiar with 
the many exceptional fea- 
tures of this service we ask 
only an opportunity to 
demonstrate how Do- 
mestic Electric functions 
in developing special 
motors for specific serv- 
ice requirements. An 
inquiry will at once 
place you in touch 
with principals in 


overload—the Do- 


freely consulted on meiQuomare this organization. 


Safety Switch 


THE DOMESTIC ELECTRIC COMPANY 


7209-25 St. Clair Avenue 


TIM, 
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FRACTIONAL HORSEPOWER 





CLEVELAND, OHIO 
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Shown above is DAYTON Unisystem No. 
25, an efficient, economical outfit for small 
and medium sized homes. Has a 30 gallon 
galvanized tank mounted on neat base. 
Capacity 200 gallons per hour. This model 
is but one of a@ complete line for any re- 
quirement. 
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HE Dayton Pump & Mfg. Company, nineteen 
years ago, made the first private water system 
for household use. Since then, due to a policy 

of uncompromisingly adhering to a strict standard 

of quality construction, DAYTON has enjoyed an 
international reputation for built-in quality, long life 
and trouble-free service. 


DAYTON Water Systems include a wide range of 
sizes at a corresponding price range from the 
DAYTON “Cub” at $85.00 (capacity 200 gallons 
per hour) on up. There is a model for every re- 
quirement, each guaranteed and coming fully 
equipped; ready for immediate service. Full details 
of the complete line will be gladly furnished with- 
out obligation. 











desired for fire protection. This model has 
a pumping capacity of from 500 to 1,000 
gallons per hour at a pressure of 40 to 


90 lbs. 
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This is DAYTON Water System No. 606, 
for large homes, farms, etc., where water 
is used in large amounts or where it té 
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In millions of homes throughout the nation, 


there are millions of dollars waiting for the 
highlines of progressive power companies 
to reach out and bring them i 








HIS thought, perhaps, is not at all new. 

Power companies that are ever on the alert 

realize the enormous untouched market 
that lies waiting in the rural American home. 
They realize, too, that the farmer is no longer off 
to himself, apart from the city and satisfied with 
rural living conditions. 


He is awake! The barriers between city and 
country are down. The farmer is in constant 
touch with his city friends, knows how they live 
—envies them. He desires their high standards 
of living, wants running water, electric lights, 
modern heating plants, and would like as well 
the thousand and one little conveniences and 
luxuries (many of them drawing on electric cur- 
rent) to which the city dweller is accustomed— 
takes for granted. 


However, before he demands the luxuries he 
will insist upon the basic necessities, and first of 
all, upon the greatest of these—running water. 
He wants running water to eliminate the drudg- 
ery of pumping and carrying water, to lighten 
immeasurably the farm wife’s work and the 
farmer’s chores, to save time and speed up pro- 
duction, to provide city standards of sanitation 
—running water for the kitchen, bath, laundry 
and milk house, for watering the stock and 
garden, etc. 


The farmer and his family want the common 









Not only will the indi- 
vidual water system 
open up to you this rich 
rural market (repre- 
senting over 50% of 
American homes), but it will make the new con- 
sumers substantial consumers at the outset. The 
automatic electric water system, driven by mo- 
tors of 1/6th to 114 h.p. and running whenever 
water is being drawn 365 days a year, creates a 
well distributed load heavier than that of any 
other “every-day appliance.” 


Once the basic necessities have been supplied, 
the farmer will increase his use of current by 
the purchase of many less important labor-sav- 
ing appliances and will open his eyes to count- 
less profitable uses of electricity that he never 
before realized. 


Thus, the automatic electric water system is the power 
companies’ biggest potential salesman and power companies 
that are popularizing the water system and promoting its 
sale are enjoying this fourfold advantage: 


1. Profit from the sale of the system. 
2. Profit from the current it requires. 


3. Profit from the resulting sales of all other electrical ap- 
pliances. 


4. Profit from the current these added appliances will require. 


A DAYTON Water System, mounted for demonstration, in 





necessities of modern life. It is for these neces- 
sities requiring electricity 
that he will share the cost 
of extending highlines 

to his door. 


your salesroom, will pay big dividends. 


The Dayton Pump & Mfg. Co. ~ Let us tell you how easy it 
y P 5 6 Note: is to merchandise DAYTON 
Dayton, Ohio Water Systems and the many reasons 
why they are being so successfully 
handled today by a number of large 
power companies throughout the coua- 
try. Write us on your business letter- 
head or use the coupon below. 
19) 


oO 
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| 
i | The Dayton Pump & Mfg. Co. 
Dayton, Ohio, U. 8. A. 


Gentlemen: Kindly send us without obligation, 
further information on the advantages to 
power companies of selling electric water 
= and full details about DAYTON Water 
ystems. 





This ie the internationally famous DAYTON 
“Cub,” a complete fresh water system for 
small home use. This popular model comes Position 
complete for immediate service, has a 

Capacity of 200 gallons per hour and is Pires Wome 
“nusually low priced for its built-in quality. ee A SHS NAS aK MESA SAVER NARI 
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OUTSTANDING ACHIEVEMENT 


COMBINATION RANGE 
AND STORAGE TYPE 
WATER HEATER 


TWO WIRE — 2500 WATT 


Will do all the cooking and take care of the hot water needs of the average family. 














r. | 
a 











A new era in home comfort has arrived! To look at the illustration you would never 
detect it comprised, not only all the features of the highest’ quality range, but also an 
eighteen gallon storage water heater—a combination which cannot be approached by any 
other manufacturer. Not only gives the solution to the “space” problem but “uncorks” 
the two wire, 30 amps. market. 


AUTOMATIC ELECTRIC HEATER CoO. 
1505 Race Street, PHILADELPHIA, PA. 
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GILBY “bright” wire 


is insuring appliance loads 


Your interest, as a central station executive, 
is in the appliance /oad. 


Keeping appliances in use is your vital 














ov concern. 
4 We can show you how Gilby BRIGHT 
resistance wire can give you load insurance. 
Prarie Practically every time a heating appliance 
burns out, the cause is a high resistance spot 
addressed to manufacturers in the heating element—an imperfection 
of, and jobbers, central sta- . eh ° 
tions and dealers in, elec- hidden by the oxidized coating on the usual 
trical lian in which : : : 
nae Wie b pie import- n ickel-ch romium wire. 
ant factor. 


No such imperfection 
can be hidden in 


Gilby BRIGHT wire 


And in toasters and heaters where the heat- 
ing element is exposed, Gilby BRIGHT 
wire adds much to the attractiveness and 
salability of the appliance. 


Manufacturers who are using Gilby 
“Solar” and “Tophet” wires in the bright 
finish are giving you an added selling point, 
and at the same time furnishing you with 
merchandise that is trouble-proof and which 
stays sold. 

Sincerely, 


Vt. Bar. 


President. 


GILBY WIRE COMPANY 


Manufacturers of a complete line of resistance wire for every purpose 


Chicago: The Fleig Corporation Seattle: Martin Woodard Co. 
Cleveland: C. E. White & Co. Newark, N. J. Tokio: Jay W. Myers 

San Francisco: Baker-Joslyn Co. Paris: Edgar Sidi-Leon 
Boston: Frank Booth 
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BATTERY 


COLUMBIA 


MARKS nacisTEned 


IGNITOR 
DRY CELL 














FOR MOTOR IGNITION 
Battery Par 


—national advertising that ensures 
constant growth in the public appre- 
ciation for Eveready Columbias; 

—window display materials in large 
variety that enable you to tie in with 
the national advertising ; 

—consumer demand that shortens your 
selling effort; 


NATIONAL CARBON COMPANY, 


Atlanta 


Chicago 


Yigtiure 


—consumer satisfaction that helps 
build your reputation as a seller of 
good goods; 

—constant turnover that means excel- 
lent battery profits. 

7 7 f 
Order Eveready Columbia Dry Bat- 
teries from your jobber. 


INC., New York—San Francisco 


Kansas City 


Unit of Union Carbide and Carbon Corporation 


EVEREADY 


COLUMBIA 
Dry Batteries 


they sell faster 
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I shall personally sign, 
with pleasure and grati- 
fication, the bonus checks 
earned by you under this 
plan. 

Very truly yours, 


Chairman. 





CJo WL 
$1000,000 
with 





WY T AY 















An added incentive to advance still 


further the world leadership of 











Wo Maytag sales showing 
phenomenal increases year 


after year, the announcement by 
Mr. F. L. Maytag of his million dol- 
lar dealer bonus plan, marks another 
milestone in the greatest achieve- 
ment in modern merchandising. 


Willing and anxious to treat his 
dealers in the fairest possible man- 
ner, Mr. Maytag now sets aside from 
the earnings of the company 
$1,000,000 as an extra dealers’ bonus. 


Like the Maytag Franchise, this 
announcement is made in clear, 
straight-forward language. Thecon- 
ditions are few. How and when the 
money will be paid is stated in the 
usual direct Maytag manner. 


In building up the greatest washer 
sales organization in the country, 
Mr. Maytag has proceeded on this 
one sound business fundamental— 
to be successful, every one concerned 
in a business transaction must profit. 














The Maytag Merchandising Plan is no secret. 
Its success has been outstanding. It takes its 
place among the foremost business builders. 


And, this successful plan which has built so 
well and so profitably for Maytag Dealers, has 
now added to it $1,000,000 as an extra bonus. It 
takes a huge sum out of the company’s earnings 
but it assures a return on this dealer investment 
manyfold. 


Maytag dealers get this $1,000,000, but the 
company as well as the dealers will profit by the 
increased business resulting from this practical 
method of promoting sales. 


























Jl 


Me “Franchise 


18 Q guarantee that all concerned 





HE Maytag Franchise car- 
ries with it a complete safe- 
guard for the squarest of 
square dealings: One price. One 
quality. Assistance given to each 
individual Maytag dealer and his 
salesman in his own local territory 
consistently and regularly. And, | 
good terms to the housewife. f 








This well rounded plan extends #3 
from the Maytag home office right 
through to the delivery of Maytag f 
Aluminum Washers into the homes Y 
of the users. . 


The success of the Maytag Plan 
is a matter of record available to 
all who are interested. 


The Maytag Franchise leaves 
nothing to be desired by the Dealer. 
Its language is straightforward. 


There are no misrepresentations. Dealer 


Therecan be nomisunderstandings. Ez 


Franchise 


be Maylasg Canin 
Bile lowne (ham, 


this gquecd 7H Ton, 
ie ties fin 
tMmungrn 9h m. 
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THE MAYTAG COMPANY, Newton, lowa 
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Sells in any ‘ 
Competition — 


The One Minute Washer enjoys a lot of competition—and fears 
none. Only in competition can one product stand out as best in its 
field—you can’t win a race without someone to race against. 





But, race or business, winning is more than a matter of getting 
ahead of the other fellow. It’s being better and doing better. Per- 
formance usually wins when backed with real mechanical excellence. 


The prize and object in the washer business is sales. Sales, that 
is, that stay sold—and bring others. That’s where One Minute wins 
for you; against any competition. 

—for competition that “gets ahead of” rivals by “trick” methods 
can’t last. 

—competition needing spectacular stunts dies down with the tumult. : 


—competition based on exaggerated claims can’t meet the test of use. 





—competition living on extra discounts and wide profit must offer 
excessive price or less value. 


With the One Minute Franchise, you are sure of sales in any com- 
petition. Write or wire: 


Y Pitan “1, 


Wty gen 
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Wringerless Savage Washer and 
Dryer with Exclusive “Spin- 
Rinse, Spin-Dry” Feature 












SS CARA A AAAN AR 


> 



















June, 1927 ELECTRICAL MERCHANDISING 28 


Wy Na ern xX d Mh YLT 3 VELIIIES AN 









Aq 
i 
SAY 
at 





eo 


Visit the 
SAVAGE 
EXHIBIT 

Space No. 209 

N.E.L.A. 

Young’s Pier 
| Atlantic City 
June 4th-10th 
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| | Savage All-Electric Ironer with . o 
) Instantaneous “Forearm” Control ; o 
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Savage Mercury Refrigeration fs Ss oa Sf fae ff * 


System for Preserving Ice Cream 
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REAT from any angle—beauty, performance, 
safety, speed, control, adaptability—the new 
Utenco Automatic Ironer is the Queen of them all. 


Heat control, no oiling, polishing roll, open end, per- 
mitting perfect ironing of gathers, ruffles, pleats, etc. 


Feature by feature the Utenco piles up an impressive 
superiority, evident to all who make analytical com- 
parisons. 


A sales plan that enthuses every 
dealer is a part of our franchise. 
A Utenco connection means sure 


od 
and growing profits. Investigate 
now. Write to 
"4 NE WwW UTENSILS COMPANY, Fort Wayne, Ind. 


with the polishing roll 
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EMBERS of a great industry old enough to have 
traditions, standards which it adheres to and 
makes ever more rigid. 


Each year they merchandise more exclusively electric 
appliances of recognized and long-established merit. . 
Each year they turn their backs more completely on 
products of uncertain reputation and quality. 


They ally themselves with the best possible—to keep 
faith with their customers—the public. 








-— of “1900” - : 


D2 Nate se old enough to have traditions, stand- 


ards which it adheres to and makes ever more rigid. 


Each year it manufactures washing machines refined 
in design and perfected in honest workmanship. Each 
year it turnsits back on every compromise with quality. 


Increasing numbers of central stations are recognizing 
this unusual combination of progressiveness and sta 
bility. They are specializing on the 1900 Whirlpool— 
as a sure way to keep faith with their customers— 
the public. | 


THE NINETEEN HUNDRED WASHER COMPANY, Inc. 
BINGHAMTON, N. Y. 


Beatty Bros., Fergus, Ont., Manufacturers of 1900 Washer Products in Canada 
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29 Years Winning Friends 
and Keeping Them 
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| The World’s Fastest 
Washer 


| Built like the 


Finest Automobile 
Timken Bearings 


Working Parts Case 
Hardened and Ground 


Direct Drive 
Tempered Copper Tub 


Compact — Simple to 
Oil and Operate 


Safety Wringer 


























HE 1900 Whirlpool Washer needs no center post. Its air-sealed 

“Circulator” prevents the leakage center posts are used to over- 
come. The absence of any center post enables the Whirlpool to turn 
over the biggest load of clothes once every 174% seconds—to wash 
8 pounds of clothes in 5 minutes—to get the average family’s wash on 
the line in less than an hour. 


Compare the appearance, workmanship, and performance of the 1900 
Whirlpool with any other washer. Then ally yourself with a manu- 
facturer who will be making fine washers for another 29 years. 


or WHIRLPOOL 







































































y ASH? Of course, any 

UW good washing machine 

will wash clothes—but 

how well? With how much 

manual laborP What else will 
it doP 


Whirldry answers all of these 
questions—it washes CLEAN due 
to the double-washing action con- 
sisting of scientific agitation plus 
a constant flow of screened water. 


In addition, Whirldry rinses, blues, 
dries and empties itself without 
handling wet clothes, without lift- 
ing or shifting any heavy parts. 


Think it over—which is easier to 
sell—a machine that merely washes 


or one that does all of the work 
from A to ZP 


—o =e 





Ri 


HIRLS~ Dries Ir 










The Whirldry whirl-rinses the clothes in about 
two minutes without the aid of special spray or 
nozzle, without even touching the clothes. 





The clothes are whirled dry-for-the-line in a 
minute. The Whirldry has no wringer and 
needs none. 








Whirldry empties itself in about a minute into 
any convenient sink or drain. There’s no fussing 
around with pails, syphons, extra tubs or other 
added attachments. 


Sell 100% labor saving, sell the Whirldry. 


The Whirldry is built in the plant of the 
Winchester Repeating Arms Co., whose prod- 
ucts are known the world over for their high 
quality. 





THE WHIRLDRY CORPORATION 


275 Winchester Avenue, 
NEW HAVEN, CONN. 
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‘She Complete 





Cipex Line 


More than a Million Apex Appli- 
ances are now in use—and Sales 
Still Growing! 


44% Sales Gain over First Four 
Months of Last Year! 


Ask about our 1927 Plan. 











Kr 1 
The Ironer 


—gives the housewife for the first 
time all the eight convenience 
features for which she has been 
waiting. It folds; one socket con- 
nection for heat and power; full 
open end; easy knee control; roll 
revolves under power only when 
ironing; fold-back feed board; 
swinging rack and extension end- 
tray; the pressing feature—these 
and many numerous secondary 
features which have made this 
ironer an outstanding success and 
a ready seller. 


2 
The Washer 


The new and fast Apex Gyrator 
Electric Washer is modern in 
every detail, from the automatic 
all-aluminum wringer to the 
smooth-running oversize castors. 
Sturdy construction—push-button 
control—and a special exclusive 
feature, the curved slanting-vane 
agitator which causes a swirling 
water action—so powerful that 
your washing is done thoroughly, 
yet gently, in a fraction of the 
time. One of the most outstand- 
ing of present-day washers. 








More than a 


MILLION Apex 


cleaners washicrs 


IN USE 


ones 











The Cleaner 


The Apex Electric Cleaner is find- 
ing favor in 750,000 homes today. 
Not only because of its easy oper- 
ation and light weight, but also 
because of the many household 
tasks it performs easily and well. 
A full set of attachments enables 
the Apex user to clean—not only 
rugs and floors, but furniture, 
drapery, bedding and even clothes 
as well. Special duck-bill divided 
nozzle causes equalized suction 
and is the big reason why the 
Apex gets all the dirt. 


CLEVELAND, OHIO, U. S. A. ‘ 


TORONTO, ONT., CANADA 
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Will You Accept a Share of this 
New Prosperity? 


AAG DEALERS everywhere 
report that business is good 
and getting better every day. This 
fact is reflected in the March and 
April production figures of the Haag 
Brothers Company, March showing 
an increase of 27% over the previous 
high month in our history and April 
showing a 26% increase over March. 
All signs point to a record breakin 
business during June, July a 
August. 


Our dealers tell us that never in 
their experience have any machines! 


— pronounced Haig 


The new perfected 
Haag Vortex, sub- 
merged agitator 
type washer— The 
world’s finest. 


been so easy to sell as the new Haag 
models illustrated below. A con- 
sistent, aggressive newspaper cam- 
paign is helping to keep Haag dealers’ 
sales at a high peak. 


It will pay you handsomely to con- 
centrate your efforts this summer on 
the Haag line. Other wide-awake 
dealers are doing it with tremendous 
profit. Start building bigger busi- 
ness now. Wire or write today for 
new catalog price list and full infor- 
mation on the Haag line. 


Haag 
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The sensational 
Eighty, 


foating agitator 

type washer. Low 

in price— high in 
efficiency 





HAAG BROTHERS COMPANY, 








FEORIA, ILL. 
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Ghe as IMPELLOR 


WORLDS 


" MOST MODERN 


WASHER 





At last—after a quarter century of washing 
machine development— a vital improve- 
ment in the heart of the washer. 


The Live Impellor is a revelation to ‘“‘old 
timers” in the washing machine trade. 
Its scientific, Suction-Squeezing— Vacuum- 
Tapping action quickly convinces and sells 
women VAC-A-TAP Machines. 


More— VAC-A-TAP has six other definite 
and outstanding superiorities. It is a 
machine that in every respect best satisfies 
the present day buying trend. 


VAC-A-TAP is made by a manufacturing 
organization with years of successful ex- 
perience in washer and ironing equipment 
production. It is backed by one of 
America’s strongest financial institutions. 


It will pay you to line up with the machine 
— the plan — and the organization. 
VAC-A-TAP is making unprecedented sales 


records. 


Write or wire for full facts and liberal 
dealer policy. 


Dept. A. 


THE VAC-A-TAP CO. 
Holland, Mich. 


The MACHINE with the LIVE IMPELLOR 
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we've sold naa 


snadays r 
ra jess than $12 
c 


“Have sold 450 of the New 
Gainadays and no service to date. 
Duluth, Minn. 


“It sells readily, satisfies our customers, 
meets all competition and comes as near 
being service free as we believe it pos- 
sible for an electric washer to be.”’ 


St. Paul, Minn. 


ERVICE-FREE means en- 
thusiastic customers—con- 
stantly easier new sales—con- 
stantly increasing sales volume. 


Service-free means enthusiastic 
salesmen—increasingly so from 
month to month—and greatly 
increased profits. 


Many of our dealers find the 
Gainaday franchise the most 
profitable branch of their busi- 
ness. | 


We believe that you, too, would 
warm up to the big profit pos- 
sibilities in the New Gainaday, 
if we could give you the story of 
how it works—the franchise and 
the machine. 


Gainaday Electric Company 
3014 Liberty Avenue, Pittsburgh, Pa. 


Let’s See You at the Convention 


The N.E.L.A. Convention 
will be held in Atlantic City, 
June 4th to 10th. Our exhibit 
occupies Spaces No. 284, 286, 
288, Million Dollar Pier. 
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Better Motors— 
Less Expensive— 
No Strings 


Sunlight Motors will go fifteen years without servic 
ing—two years without oiling. 











For more than the average life of the machine it 
drives — washer — ironer — dishwasher — you will 
never have any service calls for the motor—if it’s a 


Sunlight. 


Stand punishment, too—50% continuous overload 
doesn't faze ‘em. 


And—this better quality is yours at a lower price 
than you are accustomed to pay. You pay only for 
the motor—no strings or the like in the price. 











Make sure your machines are equipped with Sunlight 
Motors. 





15 Years Without Servicing 
—2 Years Without Oiling 


wats] | 82 


THE SUNLIGHT ELECTRICAL MFG. CO., WARREN, OHIO 
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Timkens are 


3-Way Help 














< WE N & & | 
Sunnljsuds 
Oermore, wien” 
















First, the mention of the Timken name is \ 


4 
% 


a gratifying recommendation to pros- | 


pects, nearly all of whom are familiar \ y h 
with Timken advertising, and with fault- | _ 
less Timken service in motor cars and \ _ on 
other machinery of every kind. = 


Second, Timken endurance is the best 
guarantee against service calls; and 
friction elimination reduces consumption fr 
of power and lubricant. i 


Third, the improved operation of Timken- j 
equipped washers and other appliances 
produces good will and favorable word- 
of-mouth advertising for Timken- 
equipped lines. 





Dealers and users are assured of Timken 
advantages in the New Sunnysuds, spon- 
sored by Sunnyline Appliances, Inc., 
of Detroit. 





THE TIMKEN ROLLER BEARING CO. . 
CAN TON, O H I O 









Tapered 
Roller 
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|| All This and More 


All Metal 

COPPER, ALUMINUM, STEEL 
Beautiful Copper Tub—“The Everlast- 
ing Metal—Nickel-plated inside—cor- 
rugated for greater strength — six 
sheet capacity—self-draining. 
Patented Aluminum Hydro-Disc—long 
demonstrated the successful washing 
principle—speed with safety. 
Accessible Silent Top Drive — starts 
and stops automatically by closing or 
raising lid. 
Two Aluminum Drain Boards. 


Noiseless and Enclosed Belt Drive — 
most satisfactory. 


Steel and Aluminum Wringer—12 inch 
Cushion Rolls—with Instant Release. 
| Locks rigidly in all positions, 


Steel Frame and Legs—very substan- 
tial—yet light. 


Duco Grey Finish—very attractive. 
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On Washing 
Machines 





Now Less Than $100 
and a Good Profit for You 


Here are the reasons for such a machine at such a price: , 
Automotive methods of manufacturing, applied for the first time to 
production of washing machines. . ; 
A new and modern factory superlatively equipped for the manufacture 
high grade washers at low cost. . i - 
Concentration of entire factory upon a new machine that sells on sig s 
With this new low retail price on this high grade Automatic, your sal 
rospects are greatly multiplied. 
‘ Write for ferme concerning the new Automatic Model 20. 


Automatic Electric Washer Co. 
141 Third Street, Newton, Iowa 
Offices at New York, Philadelphia, Portland, Dallas 





Export Address 


Automatic Electric Washer Co., 327 S. La Salle St., Chicago, Ill. 
Cable Address “AEWCO” 


Model 20 may be equipped with 14 H. P. 4 cycle 
Gasoline Engine, for homes without electricity. 
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Because: 


1. The Wonder embodies 
every advanced idea in 
ironing machine design. 


2. The Wonder has been 
perfected through six 
years of use. 





3. The Wonder guaran- 
tee backs up our every 
claim for it. 


4. The Wonder requires 
no servicing, 


5. Wonder dealers get 
liberal discounts and 
valuable franchises. 


e to the 


acture 0! 





n sight.’ 
yur sales 


c 














For complete information about the 

Wonder Automatic Ironer and 

Wonder Sales Plan, mail this cou- 

pon to 

Wonder Ironer Sales, Inc., 
18224 Oakview Road 

Cleveland, .Ohio 
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Sell 





Simplified 
lroning 
Backed by Specialists 


in Ironer Sales 
wer 























See our Mr. R. S. 
Graves at the N.E.L.A. 
Convention, Atlantic 
City, June 6th to 11th, 
or write for complete 
information. 


SP aausmmnmank 


OU don’t have to know a thing 

about household ironing to real- 
ize what remarkable work a Wonder 
Ironer performs. Flat work, fancy 
pieces, even suits can be pressed 
beautifully with ease and simplicity, 
which you can demonstrate to the 
gratifying amazement of all women. 
Both hands free—simply controlled 
by slight pressure of the knee while 
seated. 











A beautiful machine too, and a 
Sales Plan developed by men who 
have gone thru all the stages of the 
manufacture and marketing of elec- 
tric ironers—that’s the Wonder set- 
up for you to cash in on. 

The Wonder Sales Plan includes 
co-operative advertising to help 
Wonder dealers create consumer 
interest and secure prospective 
purchasers. 


Wonder Ironer Sales, Inc., 18224 Oakview Rd., Cleveland, Ohio 


Canadian Branch: Onward Manufacturing Company, Kitchener, Ont. 
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Company 


Address 
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Thee ABC SPINNER Isl 


T is on every tongue—in every mind. It has overturned old theories and set up 


u 
new standards. Dealers who have seen the SPINNER at the factory have mar- p 
veled at its remarkable performance and simplicity of construction. Many of . 

them have said there is no other machine manufactured today which can measure 

SPINS away WATER—SPINS away DIRT 
] 
s 
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SPINNER & 
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ALTORFER Bros. Co 
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the Talk of the Industry! 


up to it in an actual demonstration, or in profit-making possibilities. It is fast, com- 
pact, light in weight, simple and safe. It brings the lowest reconditioning cost in 





washer history. It is your Ideal—and ours—of a home laundering service. 





Agitator Washer and 
Centrifugal Dryer Wedded 


OR MORE than a year, our Engineering 

Department has been designing The 
SPINNER, developing it upon proved scien- 
tific principles never before used in wash- 
ing machine construction. We have elimi- 
nated parts. We have speeded up both 
washing and drying action. We have 
simplified the entire mechanical construc- 
tion, making The SPINNER easy for a 
woman to operate and practically elimi- 
nating need for dealer service. 


Until you see The SPINNER at work, 
you will never comprehend what a sales- 
clinching demonstration it makes. You 
put a tubful of clothes in a “bucket” which 
has no holes or perforations, and in 40 
SECONDS spin clothes wringer-dry. The 
water returns to wash or rinse tubs as 
desired. 


Both The SPINNER washer tub and 
Dryer-chamber are of one-piece, seamless 





drawn iron, porcelain-enameled in our 


own specially constructed ovens. 


With the touch of a damp cloth, the in- 
terior of a used SPINNER tub may be re- 
stored to its original brilliant luster. You 
can recondition a repossessed SPINNER 
or demonstrator for sale as new in less 
time and at the lowest cost ever known. 


The Culmination of 
18 Years’ Experience 


HE SPINNER could not have been pos- 

sible without the vast background of 
experience which our organization brought 
to the problem. It is the result of thou- 
sands of experiments. It has required the 
investment of more than a quarter of a 
million dollars. Our great factories pic- 
tured above, have been expanded and new 
ovens have been built for porcelain-enamel- 
ing Washer tubs and Dryer-chambers. 


Behind it all is the sincere purpose to 


First Public Showing of The SPINNER at the 


N.E.L. A. 


Convention 


Atlantic City, June 4-10 


The SPINNER 


Westinghouse Permanent Exhibit, 


will be exhibited in Booths 389-391 at Young’s 
Million Dollar Pier during the Convention. 


Also on display at the 
Shelburne Hotel on the Boardwalk. 


Tear out this notice as a reminder to see The SPINNER in action, to 
study the details of its construction, and compare its marvelous demon- 
stration with any washing machine you ever have seen. You are cordially 
invited to visit us while at the convention. 


hers Company, Peoria, Illinois 


which 
performance, will outstrip every achieve- 
ment of the past and anticipate the future. 


build a machine, in quality and 


Always, ABC WASHERS have 
known for their superior merit, 
trouble-proof construction. 


been 
and 


We can assure our friends that The 
SPINNER is the high point of 18 years of 
ABC accomplishment. By all means, take 
the first opportunity to see it, and get full 
details about it. 








Double A 


This good washer has set a high 
standard of service to users, and 
of salability and low servicing 
cost to dealers. 


For those who insist upon ABC 
Quality construction in a wringer- 
type washer we shall continue 





to supply this popular DOUBLE 








(Established 1909) 


Manufacturers of America’s Only 


Complete Line of Washers 


PEORIA, 


A model. 


ILL. 
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The No. 40 Horton 
Electric Washer. 
Copper tub; 3-cup 


suction, 





; The No. 34 Horton 
ElectricWasher. Sub- 
merged agitator type. 

















No. 34-64 Horton Gasoline 
Powered — Copper tub, sub- 
merged agitator type, with in- 
built gasoline engine. 


For homes without electricity 


open end roll; electric or gas heat; electrically driven. 





The New Horton Automatic Ironer, 30-inch. Complete 


type. 








No. 34-54 Horton Power 
Pulley —Copper tub — sub- 
merged agitator type—for 
pulley use where power is 
already available. 


Forhomes without electricity 





The No. 33 Horton 
Electric Washer. 
Wood tub, agitator 
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and above all else 
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GOOD FRIENDS 








Line ~~~ 

Specializing in the 
Type and Principle — Generally 
Preferred Today 


EALERS through trade papers in 

every field in which Horton Electric 
Washers and Ironers are logically distributed 
are constantly being “sold” on the complete 
Horton Line. 


Each year for fifty-six years, the name 
“Horton” on a washing machine or ironer 
has been the symbol for quality, workman- 
ship, advanced design and efficiency. 


Each year for over half a century the name 
and fame of Horton has grown. During all 
these years Horton Washers and Ironers have 


been entirely sold by jobbers and jobber’s 
salesmen to the best retail trade. 


A jobber policy—that explains the ever in- 
creasing sale of Hortons and the loyalty of 
jobbers to Horton because of Horton’s loyalty 
to them. 


The Horton line is complete—a ma- 
chine for every price class, a type 
for every demand. 





Don’t judge Horton as just another wash- 
ing machine manufacturer. Go farther— 
learn of Horton’s policy of distribution 
as well as the rigid adherence to the highest 
principles of material, workmanship and 
efficiency. 


When you handle the complete Horton line 
exclusively you have a distinct advantage. 
You can supply any demand for any popular 
type with one brand name. 


Watch the tide turn to Horton. Dealers 
are demanding Horton Washers and Ironers 
because they know them. They know 
too that Hortons are backed by a real 
policy—manufacturer to jobber to retailer to 
consumer. 


Will you supply this demand? 


We can tell you an interesting story 
of “Why you should handle Hortons,” 


if you will permit us. 


HORTON MANUFACTURING COMPANY 
Fort Wayne, Indiana 


ORTO 
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Rainbow Ironers will be on 
display at Atlantic City in 
booth number 272. 















| Above: — The Rainbow 

with the swivel porcelain 
top swing over the roll 
for use as a kitchen 


At the right:—Showing 
the porcelain swivel top 
pushed back for use as 
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16 exclusive 


features found only 


on RAINBOW 


YY y/, Y i) /, 
3 nN li yy Yy 
c AUTOMATIC 


IRONER 


f, Vd fb fff 
Uy j F Yj Uy, 1. Finger-tip Control bar—always con- 
f Yy Nh fy Mf fi venient wherever operator is seated. 
f, YYfy / Vi ff Sf 2. Thermometer—to guide to proper 
YY ff 4; W fj ironing temperatures. 
Wy Vy 3. Free Roll—can be rotated in either 
4 7 if, Yj / Vy direction when shoe is released. 
Many central station commercial managers before they buy Yj) /44, 4. Conventent and natural location of all 
° - Vi ff f/f) controls, 
any accessories for their department ask themselves the Wy / Ae eel eee ay Sa a 
pertinent question “Would I buy it if I were the prospective Wj sers, embroidery, pleats, etc. 
3 SL Af 6. Open End—yet rigidly supported— 
purchaser ? Yj equal pressure at each end and center. 


7. Three heat, double action, indicating 
switch. 


8. Signal light shows when power 1s en, 
thereby avoiding waste. 


9. Perfect operation from any base plug 
eliminates special wiring. 


10. Plenty of leg room, no braces or rods, 
etc., to interfere with the operator’s 
comfort. 


11. Extremely simple and easy to operate. 
12. Direct drive—no belts or chains. 


13. No greasing or oiling except periodi- 
cally to motor. 


14. Only 6 moving parts. 
15. Two sizes—30-in. kitchen size, 46-in. 
laundry size. 


16. Swivel porcelain table top optional 
equipment. 


Rainbow Ironers have been tried out on this basis and they 
have sold themselves to practically every buyer of this type 
of home accessory. In fact, in many instances the commercial 
manager has bought one for use in his own home. 


Along the same lines Rainbow Ironers cut through the 
stiffest sales resistance and turn almost every demonstration 
into a sale. During 1926 actual Rainbow Sales averaged 
4 out of 5 demonstrations ; an almost unbeatable record. 


The 16 exclusive Rainbow features listed at the right tell the 
complete story of why they outsell any other ironers. Read 
these points of Rainbow Perfection for yourself. Compare 
them with any other ironer on the market and you too will 
quickly appreciate that you have been missing one of the best 
sales bets of the year. Let us send complete descriptions of 
Rainbow Ironers and details of our Dealer Helps. 


RAINBOW APPLIANCE CORPORATION 
25-27 Hand Street, Rochester, N. Y. 
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An lroner on LroningDay- 


of the week. 


| ’ 
gin Kitchen lable the rest 


The CONLON Cabinet Ironer has every feature that a woman desires. 
For this reason it has won Leadership. 

A single glance ranks it head and shoulders above all others—constant 
use bears out the first impression. 


Many details, for convenience, are built in—many advantages for perfect 
ironing results. 

Home after home is lining up for the CONLON. Quantity selling of 
ironers is no more a probability but an actuality—made so by CONLON. 
Your action now will result in profitable sales and enable you to iron the 
depression out of your Summer Sales Curve. 

Opportunity for selling ironers is now greater than ever before—the 
market is a large one—practically unlimited. 

It’s time to sell the CONLON! 
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Features 


White Porcelain Table Top 

Both knee and hand automatic 
control 

30 in. full open end roll, rein- 
forced against sagging 

Patented pressing feature 

Light weight—easily moved— 
ideal size 

Beautiful appearance 


Easily cleaned—sanitary con- 
struction 

Special electrical wiring not 
necessary—attach to any 


q baseboard socket. 











Central Stations on the lookout for real 
load-building appliances should turn to 
the CONLON now! The CONLON is 
out of the ordinary—the type of ap- 
pliance that brings credit to you. 
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The 1927 “Speed Model” 
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HE CONLON CORPORATION has been Agitator Washer 
building quality electric appliances for the : oo. oe | 
alinie annctinaaater Hac die vauk 14 Hebe fa Cleaner........ Easier on ‘Clothes 
meus P Thi -to-d Model h is- 
Today over a quarter million CONLON-built Features fouteny letie thee sendiae seid sonia tie 


products are rendering satisfactory service in the Washes 60 Ibs. of clothes per «quality reputation of the famous CONLON 


our. 7 
home, building good-will, and bringing increased {One shot” lubricating system Cylinder Washers. 
a ic copper tu 
revenue to Central Stations. Small floor space, 25x28 in.— 

smaller than any other ma- 


— P chine of standard design. 
Our merchandising plan is a perfected one, de- weight only 176 lbs. 


veloped through years of smoothing the dealer’s Fastest and safest! While pos- 


sessing great speed no wear 


sales-path. It assures you quick turnover, and tear is caused to the 
P clothes due to the CONLON 
volume sales, good-will, and real profits. patented actuator. 


Write for details on this “winning team” 
of revenue producers 


CONLON CORPORATION 


19th Street and 52nd Ave., Chicago, Ill. 
% 


Look for important Col” Announcement in July Issue 





HEATING 
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CHIR OX 


INDUSTRIAL USES 


Heating fluids, solids, air! Low heat or up to 
1100 and 1200 degrees F. Heating batches of 
compounds... melting anything from greases to 
metals. Heating ovens... railway cars.” Heating 
industrial equipment — roll heaters in steel mills 
to glue pots and burning brands. Heating special 
processes... big jobs and small ones. Chromalox 
Units are operating on these and a hundred other 
jobs...three and four years at a stretch! What is 
your job for Electric Heat? 

*Over 150,000 Chromalox Strip Heaters are in service on over 50 
railways. 


The Retlway Utility Company of Chicago is Sole Distributor of Chromalox Strip 
Heaters for usein heating railroad and street cars in the United States and Cenada. 









































Certain sizes of the 80 Strip Heaters, 8" to 72” 
long. ..11 diameters of Ring Units, 24” to 11”... 
or 30 sizes of Immersion Units—quickly shipped 
from stock—are sure to fit your applications. 
Write for Bulletin C-106 and tell us about your 
jobs for Electric Heat. 














COMMERCIAL USES 


On difficult industrial heating jobs, these units 
are breaking records for heavy-duty service. 
And this same hard-service durability is built 
in the Chromalox Units equipping irons and 
ironers ... waffle irons and waffle bakers... per- 
colators and sizable urns ... sandwich toasters 
and big hotel toasting machines... household 
and hotel ranges.” 


Why contend with heating unit grief and customer 
discontent when these units will help you end it? 
*Over 40 manuf of applian and hotel equi 

Sir eencceer ef cetnes emer nd end ep oe 


Sole Canadian Licensees: The Canadian Chomaloz Co, 
Ltd, 251 Queen Street, East, Toronto, Ontario, Canada. 








Manufactured Exclusively by 


EDWIN L. WIEGAND CO. - 422 FIRST AVENUE -: PITTSBURGH, PA 
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Style Leadership — Complete 
Lines Backed hy Complete Service! 


* TIGHTOLIER and Better 
Illumination—the name 

keeps step with the purpose! 
In our new factory this com- 
pany now produces, ware’ 
ouses and ships promptly, 
over 600 different types of 
residential fixtures, commer- 
cial units, and artistic lamps. 


For every use in every home, 
there is a Lightolier fixture 
to fill the need and fit the 
pocket. Living rooms, dining 
rooms, bedrooms, outdoor 
brackets, sun parlors, billiard 
rooms, alcoves—you cannot 
imagine any fixture which is 
not illustrated in Lightolier 
catalogs and publications, no 
matter what style or period 
may be desired. 

















Lightolier is not a department store to supply anything 
from a needle to an anchor, but it is a specialized and ex- 
perienced institution in satisfying fixture merchandisers 
with the requirements to run their business at a profit. 


But reing © the products are many, the quality is one— | 
the very best, with beautiful finishes that endure perma: / 
nently. And prices, because of nation-wide distribution® 
and accumulated experience, are strikingly reasonable 
Beautiful lighting equipment is not necessarily expensive” 
if the equipment is Lightolier. 


Successful fixture merchandisers have found it tremen-¥ ; ue 
dously worth while to do business with us and to receive © a Merny 
the assistance of our publication, the “Lightolier Link,” © ie aT 
or our numerous specialized catalogs illustrated in color \ (nde Beye Ely 
and vitally effective in converting prospects into curs ¥ jitel bday 
tomers. We will be glad to send these materials to any 
dealer.or central station upon request., 


If you are interested in the possibilities of better light- 
ing and better lighting service, this is a good house to do 
business with. 


addaaete 
vows ‘ 


ightolier 


COMPANY 
569 BROADWAY, NEW YORK CITY 
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Make Your Electric Household 
Appliance Department Complete 


y “= 










































UST as the washboard, the broom and dozens of other 
old-fashioned household necessities are rapidly going into 

the discard, so the present method of arm breaking, hand 
beating, whipping, mixing and stirring is now becoming 
obsolete in the kitchen. 


You can help it become obsolete—AT GOOD PROFIT 
TO YOU—by completing your electric household appliance 
department with the “DORMEYER?” Electric Beater. It 
is the outstanding new electric appliance of the year. No 
other electrical adaptation to an everyhome necessity presents 


such WIDE MARKET POSSIBILITIES. 


ww meat 
. "A, 





Dozens of daily household uses. Any modern Cook Book 
will surprise you with the number of beating, whipping, mix- 
ing and stirring operations for making such daily favorites 
as cake, waffles, omelet, griddle cakes, souffle, mayonnaise, 
cooked salad dressing, fritters, sauces, custard, candy, iced 
drinks, cream puffs, etc., etc., etc. 


The “DORMEYER” Does It Five Times 
Faster and More Thoroughly } 





Hamilton Beach 110-Volt Universal Motor. Variable 
Speeds. Enclosed Machine Cut Gears. Nickel Plated. 
Comfortable, Natural Position Handle. Light, Weighs 
3%4 lbs. Durable, Sturdy Construction. Fast, Thorough 
Beating—8 Blade, Double Acting Beaters of Improved 
Dover Design. Complete with 6 ft. Light Cord and Plug. 
Guaranteed. 


Women Are Enthusiastic About It Because It Saves 
Them Aching Arms, Numbed Wrists 
and Bruised Hana: 











Mak 8 Uake. “Th te v D . 
operations in the making of this whites of eggs. Final 30 Day Special Offer 


yolks of agge and the batter 








Household Size, regular retail price $20.00. SPECIAL 
INTRODUCTORY OFFER UNTIL JULY FIRST— 
$10.00. Only one to a company. Send cash with order and 
state whether Jobber, Department Store, Cental Station Store 
or Electrical Dealer. Commercial Size, retail price $22.50. 


| | a eal 3 The MacLeod Mfg. Co. 


VINEGAR 
: : Manufacturers of the well known “WIZARD” Scrapers, 
Superior Window Cleaners, Sperry Telephone Arms, etc. 
2642 Greenview Avenue, Chicago, Illinois 


al 








} Making Mayonnaise—A long, slow, arm tiring job 
when beaten by hand. A faster method with no 
labor with the “DORMEYER”’ Eleciric Beater 
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Floorola Renews Old Floors 


Waxes : Polishes : Scrubs 
Automatically Spreads the Wax 


One small FLOOROLA, operated by one slight 
woman, does the work of six strong men and more 
quickly and efficiently: scrubbing, waxing, polishing, 
and even removing paint from, any kind of floor includ- 
ing linoleum in any home or institution. 


We are not proposing to merely sell FLOOROLA to 
you. WE ARE PROPOSING to sell FLOOROLA 
FOR YOU to your customers. 


ESTABLISHING YOU IN A NEW BUSINESS 
in an immediately profitable way without “high-pres- 
suring” you, since the proposition itself is strong enough 
to attract the best dealers. 


FLOOROLA—in a class by itself—automatically ap- 
plies the wax in thin uniform coats. —THE ONLY 
PROCESS THAT DOES, as recommended by floor- 
ing experts and the U. S. Department of Agriculture 
Bulletin No. 1219 on Floors and Floor Coverings. 
A child can operate it. 


A MONTHLY REPEAT BUSINESS on wax and 





‘3 PAeT 20 ee brushes comes automatically to the FLOOROLA 
NEW YORK. N. Y dealer exclusively as each new FLOOROLA goes into 


use. NO OTHER HOUSEHOLD APPLIANCE 


affords such a business building opportunity. 


A rental business is also yours for the asking. 
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A wide varicty of Styles and 
miacoeike 
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“Rovalite” Electric China 
Ware the most striking in- 
novation in Electrical Mer- 
chandise. 


SEV SSSA 


e No. E-63%6 


The New Insured ‘Royal - Rochester" 
Electric Iron with an Everlasting Heating 
Element at the popular $5.00 fist price. 


“Royal-Rochester” Set No. 662 


. Golden Pheasant -the latest creation in 
wil . tle psa 
vill be at ~Rovalite’’ Hand Decorated Electric China 


=. - Booths 166-168 Ware. 


Percolators, Urns and Complete Sets. 


: | ater vitecem@yray Show Priced from $19.00 to $61.00 
June 4th to 10th. 


NewYorkCity SHowrooms 


200 FIFTH AVE ROBESON ROCHESTER 
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\ range of Prices to ac- 


ave 

“ omodate every Purse. 
ina \ Reputation for “Products 
In- {| Excellence’ established 
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No. E-6472 


An outstanding achievement in a Waffle 
Iron: possessing a simplicity in Design and 
a refinement in Decor: ion that is essen- 
tially ‘*Roval-Rochester.”" Price $15.00 





Set No. 660 


ee 7 | Write us 
nin ouis XIV-—a recent addition to the dis- 
hina Clive ‘*Royal-Rochester” line of Nickel for our complete 
‘ed Percolators and Urns, embodying the la : 
=. e and dignity of early French Design. M PeSwel ae. bare ising 
¢rcolators, Urns and Complete Sets. , 
Priced from $9.50 to $50.00 Plan ! 


FACTORIES AND MAIN OFFICIES 


“R ORPORATION — ROCHESTER , N.Y. 
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The BUFFALO BREEZO Home 
Ventilating Fan is supplied complete, 
as shown below. Adjustable steel 
panel fits in the upper part of the 
kitchen window, (installed in 5 minutes 
with the aid of a screw driver). Does 
not prevent closing the window. 


Every residence is a prospective outlet for a 


BREEZO Home Ventilating Fan. 

















Every apartment house is a possible market 
for a number of them! 











Removes cooking odors, steam, smoke 
and greasy, heated air from the kitchen. 
Easy to install on trial. Write for full 
details now. 










Are you getting this profitable business? 


Are you selling the home ventilating fan as 
well as the larger size for stores, shops, 
garages, etc? 


If you haven’t had complete information 
about BREEZO Fans— 





WRITE TODAY 


Buffalo Forge Company 
205 Mortimer St. Buffalo, N. Y. 


BUFFALO BREEZO 
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ass e\ Big 
New 1928 


Ride the Tide of Electrical Operation 
of Any and All Radio Sets! 








z= —s-52 & 


“Filme Socket Power 





a 2 PY 


Why Philco will be 


Radio’s Best Seller! 


. Radio Switch Control 


1 
2. Built for All Power 


Tubes 

. Delivers 180 Volts 
New Current Econ- 
omizer 

Long Life Improved 
Philcotrons 

. Operates any Standard 
Radio Set from the 
Electric Current 


7. Every Philco Guaran- 


teed 


8. Typewriter-style Cab- 


inet—more convenient 


9. No hum—No Distor- 


tion 


10. Everything in ONE 


Cabinet 


Built to conform to 
Underwriters Laboratories 
Safety Specifications 










Philco Plans 
Models 





















our 
Radio Set Switch 
Controls 
Everything 
~Your A Power 
~Your B Power 


As wellas ;| 
















Radio 















the set 
IGHT Socket operation is Radio’s newest itself 
sensation! It is coming with a rush! Everybody 
wants to do it! And everybody knows that the 
PHILCO AB Socket Power will positively operate 
any kind or any make of standard Radio Set from 
the electric current. 


Over 500,000 Philco Socket Powers are in use 
today. The Philco is known the world over. Its 
prestige is established. It is the one proven method 
for obtaining Electric Light Socket Operation for 
radio sets. And the New 1928 Philco Models — built 
to give super-power for power tubes—will be 
radio’s biggest profit making accessory. 


Tour Gout ee 
Ub the Dis Slee = 


Think this over! No need for you to handle 
a poor or unproven radio set in order to sell light 


‘ 


» 
(tS 
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Here is what we do 
for You! 
. Dealers’ Names on 








socket operation. You can sell Philco to the old-set 
owner and to the new-set owner—giving him electric 
light socket operation for the particular radio set he 
prefers. 








Big Profits for You! 





You know what the Dealers did last season 
with the Philco! Big and Quick Sales! Big Dollar 
Profits! Almost No Competition! 

And now for this year brand-new 1928 Models! 
Super-power for Power Tubes! Lower Prices! Na- 
tional Broadcasting! $1,000,000 Advertising Appro- 
priation! Complete New and Original Selling Plans! 


And NOW we will proceed to tell you the 


entire story. 










marvel- 
1928 Model 
ilco AB Socket Power. 
erything in One Cabinet. 
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. Sales and 
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Newspaper Advertis- 
ing 


. Authorized Philco 


Dealer Certificate _ 
Service 
Manuals 


. Complete Advertising 


Kit 


. Window Streamers 


Counter Cards 


. Direct Mail Plan 
. Philco Sales Bulletin 
. Million 


Dollar Ad- 
vertising Campaign 


. National Radio Broad- 


casting 





Radio 
Socket Power 





Pans Any Standard fade fom the Chetric, Gist 
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BIG NEW FEATURES 


That the Buying 
Public Demands! 
GAIN the Philco Engineers have 


anticipated every demand and desire of the 
vast radio buying public; every requirement and 
every fancy of the radio fan. The new Philco 
features are actually ahead of the 
progress in the radio industry. 


Delivers 180 Volts! 


High voltage! And high voltage main- 
tained! The new 1928 model Philco Socket Power 
ig built to deliver 180 volts at 60 milli-amperes— 
super-power for power tubes. 


Current Economizer! 
Yes, the new model Philco AB Socket 


Power is equipped with the new Current Econ- 
omizer. It operates the Philco at highest eff- 
ciency and at the lowest possible current cost. 
You know what this one feature alone will mean 
to the buying public. 


Every Philco Guaranteed ! 
Every Philco AB Socket Power is 


covered by an iron-clad guarantee from the fac- 
tory —the most comprehensive guarantee ever 
given a radio Socket Power. The radio user 
knows that he takes no chances with the Philco. 


amazing 











Broadcasting ! 
52 Weeks With 
a a 

fp | D hats O 
‘On The Air’’ 

Millions listen in every Friday eve- 
ning to the “Philco Hour’—9 o'clock Eastern 


Daylight Saving Time. 
The Philco Hour Is Broadcast Through 


......New York 
Fe 
ct) «rey ccs ae] 
WBZ .......... ......Springfield, Mass. 
A NRA Peter Se eres Boston 


An all year round program! It goes 
right through the Summer and Fall, Winter and 
next Spring. And other stations will be added. 


And You Make 
Actual Sales ! 


Thousands write to us 
every month for the Philco 
booklet describing the Philco 
Socket Power. These inquiries 
pour into our Factory from the 
broadcasting as well as the Na- 
tional Newspaper and Magazine 








Advertising. ; 

Every single one of | ‘Mi@sedater 
these inquiries—these excellent ; 
prospects—are sent to you and 
our other Dealers over the 
United States. Your Jobber will PARC ey 
give you your share of these Se 











valuable inquiries. 


Send the coupon to us today and we 
will tell you just how you can get your portion 
of the inquiries that come into our factory by the 
thousands from our National Advertising and our 
Broadcasting Program. 








AS = =£ = cE. 


Campaign to Get A 


iia) 


on the Marvelous 











HEN PHILCO announces a big national advertising and sales cam. 
paign, you positively know that it will be tremendously successful. You know 

that it will get you ACTUAL SALES RIGHT AWAY. 
Philco Advertising and Selling Plans have always been remarkably suc- 
cessful, and this season, a million dollars will be spent in national advertising. The 
splendid new 1928 models with big new features will be placed upon the market. 


All previous records will be smashed by the gigantic volume of sales. 
more Philco business than you ever dreamed possible. 


500,000 Philcos Have Been Sold! 


A real record! Greater than all competition put together! And this 
season Philco Dealers will sell close to 1,000,000 Philco Socket Powers! Electric 
= operation of radio sets is sweeping the country. And Philco leads the 
world. 

Last season the demand was so great for Philco Socket Powers that nearly 
200,000 persons couldn’t be supplied. We kept the factory working night and day and 
even then we couldn’t keep up with the amazing demand. 

There are a million more Radio sets in use today than there were last 
season. This means a million additional prospects! No matter what make or style 
of standard radio set a man may own or what kind of set he plans to buy, he can run 
it from the Electric Light Socket with the Philco. 


A Million Dollars in Advertising ! 


Yes, one million dollars! The biggest advertising appropriation ever 
devoted to any radio accessory! The big national magazines and the big and small 
newspapers of the country will carry a big Philco advertisement week after week in 
every city and town in the United States—into the homes of your particular customers. 

Double page spreads in color in The Saturday Evening Post! Big 4-color 
advertisements in the American Weekly. Big Advertisements also in the Cosmopol- 
itan, Literary Digest, Red Book, True Story, Popular Mechanics, Popular Science 
Monthly and Liberty. ’ 

A continuous flood of advertising! Radio broadcasting, too! Philco will 
continue to go “on the air” every Friday night throughout the entire year. Yes—one 
hour “on the air” every Friday night Spring and Summer, Fall and Winter. 


Big Discounts for You! 


You will do 

















You are going to make even more money with the Philco this season than 
ever before. Public confidence in the Philco Socket Power is an established fact. 
Philco has the prestige. And then when you consider our tremendous national adver- 
tising appropriation; the wonderful new 1928 models; and remarkably complete new 
selling plans, then you will realize what a tremendous volume of Philco business will 
be done. 

Remember, the Dealer discounts are as liberal as ever. Each and every 
sale runs into a goodly sum of money. . Your profit is big and your turn-ove 
will be amazingly rapid. Ask your nearest Jobber for the full details of the big 
Philco Socket Power opportunity for this coming season. 


NOW 


Read the opposite page and learn how you can get 
FREE all of these amazing advertising and sales helps. 


‘Radio 
Yolo) Vom we) od 
from the Clctric Curnent! 
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tual Sales for You! 
New 1928 


RadioAB and B 
Socket Powers 


Important! Your Name Will Go on 
All Philco Newspaper Advertising 


ERE’S the biggest thing we have ever offered Philco dealers. You can 

have the name and address of your store on all Philco National Newspaper 

Advertising in your particular territory. And it isn’t going to cost you one 
penny! 

We repeat it: Your name and your address on every advertisement placed 
by Philco in the newspapers in your community—FREE! Get the details of this 
wonderful advertising plan. Advertising that will really be your advertising. 
Mail us the FREE Coupon below and we will send you the full and complete details. 




















This Newspaper Advertising Will Appear 
in 663 Cities and Towns 


Think of it! A million dollar advertising campaign! Millions in magazine 
circulation in every city in the United States. More important still, the greater 
portion of this million dollars will be spent in national newspaper advertising in 663 
cities and towns, and with the Dealers’ names at the bottom of all this advertising. 
Furthermore, Radio broadcasting through powerful stations reaching millions more 
of prospects. 

In addition we have prepared special selling plans for the retail Dealer. 
Remarkably effective and very inexpensive selling plans and methods that will bring 
you quick and actual sales right in your own store. These Dealer helps are free 
to you. They do not cost you one penny. Send the coupon below for the full details. 








Get Your Dealer Franchise Just as Early as Possible 








Selling an easy seller! That’s the secret of successful retailing! Stock the 
merchandise that the public buys rapidly and quickly! Follow the lines of the least 
sales resistance! That’s the way you and every other retail Dealer will put the 
actual cash profits in the cash drawer. Not only can you sell Philco easily, but you 
can get delivery on Philco! 

Philco is admitted, even by competition, to be the most profitable and the 
most popular radio accessory in the Socket Power field. By all means do not overlook 
getting your Dealer Franchise early. Send the Coupon for the full details now. 

Do not forget, we are limiting the number of Philco Dealers and Jobbers 
this season to real live-wire merchants. Every Philco Dealer this season is to be 
an Authorized Philco Dealer. And the Authorized Philco Dealer will get from us 
a Certificate announcing that fact. Here certainly is an opportunity that you, as a 
g0-getting merchant, cannot afford to overlook for one single moment. 





ail this Coupon NOW/ 


will reply at once, 





is Socket Power Operation of Radio Sets 


. . ~ 
Mail this Free Coupon and we will send you at once all the details A PRS 
about this new 1928 plan. Don’t delay! Mail the Coupon today. There are no strings Cc 


qacned to it. It doesn’t cost you one penny and it brings you the full details and 
pg tion of the new Philco models and Philco dealer plans. Send the coupon now and yy 
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Radio Sales Manual 


The authorized Dealer 
certificate every Philco 
dealer gets Free. 








PrHiico. 
Radio Installation and 
Service Manual 
_——— 

This Philco Sales 

Manual is chock- i 
full of unusual ee | 
sales ideas. It’s mee eer : 


Free. 














The Philco Service Man- 
ual that every Philco 
Dealer gets Free. 





| Attractive counter cards FREE for 


every Philco 
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Ontario and C Streets 
Philadelphia, Pa. 


Socket Power. 


ERRNO ro ory a aks Bs 


Special OF = 
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PHILADELPHIA STORAGE BATTERY CO. 


Please send me FREE, the full details of your s: 
sational new sales plans on the 1928 Models of the Phi: 






Dept. 511-B 
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No tubes — No batteries — No harmful acids! 


HE New 1928 Model Philco “B” Socket Power is 

absolutely the last word in a radio “B” power unit! 

It’s the biggest seller in the “B” super-power field 
in radio today because of its many sensational and exclusive 
features. 


Think of it! No tubes for the radio fan to worry 
about. No harmful corrosive acids to fuss with. No battery 
annoyances. No water to add. No servicing required. 

Every bit as good as the best power amplifier and bet- 


ter than expensive dry cells—yet much cheaper and simpler 
than either. 


Long Life Guaranteed 
The 1928 Philco “B” Socket Power is covered by the 


most sweeping and the most comprehensive guarantee ever 
given a “B” Socket Power unit! 


Furthermore, the Philcotron itself—exclusive Philco 
feature and the very secret of Philco’s marvelous efficiency— 
is guaranteed to operate for 1650 hours of actual operation—18 
months at the average use of three hours per day. And replace- 
ment cost lower than ever! 


Delivers 180 Volts 
At 60 Milli-amperes 
The 1928 Philco “B” Socket Power will positively 


deliver 180 volts for operation of any and all power tubes. 
What’s more, it will maintain high voltage indefinitely. It is 
especially adapted for the popular UX 171 and 371 Power 
Tubes. 


No water to add! No binding posts on the outside! 
No danger from high voltage transformers. Built to conform 
to Underwriters Laboratories Safety Specifications. 


The 1928 Philco “B” Socket Power delivers high, 
steady voltage today, tomorrow and next month. Transformer 
Tap adjustments make it fit perfectly the requirements of both 
the largest and smallest radio sets. It produces strong tone- 
volume without the slightest hum or distortion and gives a 
tone-quality and tone-volume that even expensive power ampli- 
fiers cannot surpass. 


————— 











Cut out this Coupon \Y 




















It’s on the back of this space. It’s 
worth a lot of money to you. But it costs 
you absolutely nothing! 


Everything in this wonderful sales 
plan is FREE to you. The Coupon will 
bring everything to you in a hurry. 


Mail it TODAY! 
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Socket Power 
180 VOLTS —60 MILLI-AMPERES 








Sensation! 


6% 99 





Big Profit Margins 


What is especially important to you now is the fact 
that the profit margins on the Philco “B” Socket Power are 
mighty attractive. Not small-time profits! Big dollar margins 
that make big profits—net profits—for you on each and every 
sale. 





Concentrate on Philco! 


That’s your best sales move. You can well afford to 
stick to the Philco line exclusively because the basis of all 
Philco sales campaigns is more profit for the dealer. Philco 
has very little, if any, competition in the radio field and con- 
centration on Philco means to you fewer dollars invested, less 
sales effort and bigger dollar profits. 








The marvelous 
Philco “B” 
Socket Power 
that gives Super- 
power for all 
Power Tubes 


Remember: All These Philco 
Sales Helps are FREE! 


OU’LL certainly want to take advantage of this 

great Philco sales opportunity. You will want to know 

the full details of the entire plan. All you need to do is 
cut out the Free Coupon on the preceding page, sign your name 
and address to it and drop it in the mail box. That two-cent 
stamp will be the best investment you ever made. 


But—don’t put it off! Do it NOW. Mail the Free 
Coupon TODAY! 


The Philadelphia Storage Battery Co. 
Ontario and C Streets 
Philadelphia 


> . Radio | 
=e Socket Powe! 
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Wall type Heetaire single element 
No. 10, 
No. 12, 
No. 18. 


110 volts, 
100 volts, 
220 volts 


660 watts 
1000 watts 
1000 watts 


Markel wall type Heetaires are 
new, different, better—not only 
in their outward appearance, but 
their inbuilt efficiency. Two 
units in the assembly: the outer 
case which fits into wall and 
front unit which combines alu- 
minum reflector, heating ele- 
ment, grill and switch. Insu- 
lated with double layer of asbes- 
tos. Finished in Nickel, Antique 
Brass or White Porcelain 


Wall type Heetaire double element 
No. 20 1% 


hfe) 110 volts, 


Nc 220 volts, 


1320 watts 
2000 watts 
200) watts 


volts, 


ELECTRICAL MERCHANDISING 


DEALERS 
JOBBERS 
CENTRAL STATIONS 


Markel Heetaires enable you to 
take fullest advantage of the 
growing market for built-in and 
portable heaters. The demand 
exists right now—in your terri- 
tory—and Heetaires will get the 
business for you! 


The Heetaire Element 
the heart of Heetaire efficiency 


There is no other heater element 
like the Heetaire element—none 
that stands up under longer or 
harder use. The housing is of 
refractory material which re- 
tains the heat of the coil and 
warms the air currents as they 
pass through it. Coil is made of 
Nichrome wire far heavier than 
that used by most other heaters. 
Radiates the heat far out into 
the room—small operating cost. 
Patents pending. 


MARKEL ELECTRIC PRODUCTS, Inc. 
BUFFALO, NEW YORK 


Reflector type Heetaire single element 


No. 40, 660 watts 
No. 42, 1000 watts 


110 voles, 
110 volts, 


The Markel element, built into 
the reflector and cylinder type 
Heetaires give to these two pop- 
ular heaters a new degree of 
efficiency. Carefully designed, 
pleasingly finished and unequal- 
ed in performance, they give last- 
ing satisfaction at low cost. 


Write for complete information 
on all types of Heetaires. You 
will find that they open up new 
money making possibilities. 


Cylinder type Heetaire single element 
No. 80, 
No. 32, 


110 volts, 
110 volts, 


660 watts 
1000 watts 








TT 
Movies 
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-ortable Furnace with three heat 
control. There are three stages of heat 
efficiency at the turn of a switch — 300 
—700 and 1,000 Watts. 


: ayo is a new unique Utica Electric 


The ‘‘Utica’’ is the original heater of 
its type on the market and now ‘‘Utica”’ 
proves its originality again with a new 
model that gives greater heat and can be 
controlled in three different stages. 


This is an outstanding development ia 
the electric auxiliary field and opens up 
sales opportunities for this type of heater 
that are greater than ever before. You 
ean sell the ‘‘Utica’’ with the absolute 
knowledge that it will give ‘‘The Extra 
Heat That Assures Comfort’’. 


Antique Gold Finish 


The ‘‘Utica’’ is finished in a beautirul 
Antique Gold which makes it an article 
of beauty that fits into any decorative 
scheme. Jobbers, dealers and house- 
wives who have seen it have been 
unstinted in their praise of the 
‘‘Utiea’’ in its new Duco finish 
because it lends itself to use 
even in the most carefully 
planned color harmony. 


SP UTICA 
—<—" 2 PRODUCTS 
> _ IN 


; | c 
The New “Utica” — - 7 


300, 700, 1000 Watts ww 
at the Turn of a ~ UTICA, N. Y. 
Switch ~™ 


tg _ — 
frre om sO RL Dar ce, 5 TE A 
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The “Utica” Now 
Made in Two Models 


The “Utica” is now available in two 
models — the Single Heat “Utica” (660W.) 
and the new Three Heat control “Utica”. 

To outward appearances there is little 
difference between the two models other 
than the switch on the side of the Three 
Heat model though the inner construction 
and heating element are different. 


While it increases our manufacturing 
costs, we are using on the Single Heat 
“Utica” the same beautiful Antique Gold 
finish that is being used on the new Three 
Heat “Utica”. This is a great improve- 
ment -——in fact, the only improvement that 
could be made in this model because 
mechanically and electrically it cannot be 
improved upon. 


The “Utica” Heats Air — 
and Circulates It 


background. 





‘Utica’ 
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leads 
















This Illustration Shows 
the Single Heat 660 
Watt “Utica” 


What “Utica” Means to the Trade 


The integrity of the dealer is behind every sale he makes 
and when that sale is a “Utica” he can be absolutely con- 
fident that it will be permanent. 
on the market long enough to put it to a thorough test — 
and it has made good. “Utica” today means a fine quality 
serviceable product that will do everything that is claimed 
for it. You cannot afford to handle a product without this 
The “Utica” gives “The Extra Heat That 
Assures Comfort”. 


The “Utica” has been 


Before you purchase your portable heaters be sure to 
investigate the new “Utica”. 
model with the new finish will make “Utica” the most 
popular electric auxiliary on the market this year. If your 
jobber cannot supply you, send us his name and we will 
give you complete details. 


UTICA 


ELECTRIC PORTABLE FURNACE sccm 


Without doubt the new 





Tilt It— 
For Direct Heat 


The “Utica” cannot be compared with 
heaters which are intended to heat in only 
one spot. 


The “Utica” through its system 


of circulating heated air may be used for 
many purposes where other types of heat- 
ers would be of little value. 


However, the “Utica” also fulfills the 
function of a spot heater because it may 
be tilted to throw its force of warmth on 
any one spot and the warm air will circu- 
late through the entire room after it has 
served its directed purpose. 


The sides and bottom of the 
“Utica” are always cool because 
the “Utica” heats by “circulation” 
instead of radiation. It can be 
carried under the arm while it is 
operating. 


The “Utica” Tilted 
For Direct Heat 
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That’s why selling Toastmasters 
is so different. Your sales are not 
limited to those who haven’t an 
electric toaster. The Toastmaster 
does so much more than the other 
toasters, that people want it as 
soon as they see it, or read about 
it in our national advertising. 


Here’s why the Toastmaster 
is so easy to sell 


It’s automatic—the only auto- 
matic electric toaster for home use. 
It makes perfect toast every time, 
without watching, without turn- 
ing, without burning. Like this: 


t 


} 


er,” 


j 





Just drop a slice of 
bread into the oven 
slot. 


\ 





Then press down the 
two levers. 1 
automatically turns 
on the current and 
adjusts timer. 


Tne TOASTMASTER 


AK 


‘ 


even if she already has an electnic toaster 


1. You drop a slice of bread into 
the oven slot. 2. Then you press 
down the two levers. This auto- 
matically turns on the current and 
sets the timing device. 3. Pop! 
Up comes the toast automatically 
when it’s done, and the current 
is automatically turned off. 


These facts prove that 
it is a fast seller 
In a limited section 25,000 Toast- 
masters were sold in 4 months. 
One central power station sold 
3024 in 4 months. A retailer sold 
330 in only 29 days. It will move 








Pop! Up comes the 
toast when it’s done 
and the current is 
automatically turned 


off. 


This 
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ter 


fast with you, if you just put it 
where your customers can see it. 


And in addition to being an easy 
seller and a fast seller, it gives 
you more profit than any electric 
toaster on the market. 


Don’t put off getting your share 
of profitable Toastmaster sales. 
Start them rolling your way to- 
day by sending in the coupon that 
will bring you jobber’s name and 
our new selling plan. 


WATERS-GENTER COMPANY 
221 N. Second Street 
Minneapolis, Minn. 


MAIL THIS NOW 





WATERS-GENTER COMPANY 
221 N. Second Street, Minneapolis, Minn. 


Gentlemen: 


I am interested in the New Home Toast- 
master proposition. Send me all details— 
without obligation. 


Name 


Address 





City 
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To See the Difference 





—~just Get a Sample! 


ERE is the NEW No. 237 White-Cross 
Electric Stove—the latest addition to the 
Nationally advertised White-Cross line. A two- 
unit electric stove with a selective heat control. 
Each burner is equipped with a three-station 
switch regulating the heat high, low or off. Each 
burner operates independently of the other or 
both together. Draws five amperes high and 
three amperes low at each burner. Operates on 
either direct or alternating current, 110 to 125 
volts. All nickel finish, highly polished. Heating 
element Genuine Nichrome of special White- 
Cross design. 20 inches long, 105 inches wide, 


White-Cross Electric Stoves, Ranges and other 
electric appliances offer splendid sales oppor- 
tunities for progressive retailers and distributors. 
National advertising in leading publications 
helps White-Cross Dealers Everywhere. Write 
for latest bulletin. 









a SOOO WI 

No. 230, Toaster, $4.00 

Takes two full slices at same 
time. 


No. 1922, Iron, $3.50 
Uncommon efficiency at a low 


ented 
cost. 


WH Ie tht ’ 


(Hn *CRo, 

Shi ne : »§ 

Dusappouts 
National Stamping & My 4 
Electric Works 
CHICAGO, ILLINOIS 


It Retails at 


No. 281, Percolator, $4.40 
4-Cup size with the new pat- 
Spray Type 


53 inches high. Furnished complete with 
standard length heater cord and attachment 
plug. The White-Cross two-year guarantee tag i 
goes with every sale. 








To see the real difference between this new | 
White-Cross All Nickel stove and others of 
similar character or design—just get a sample. 
One sample will tell the whole story. At the 
retail price of $9.00—there’s nothing else 
available that has half its sales appeal to thrifty 
electric appliance buyers. Send the coupon and 
get the sample. 


Just Send the Coupon 








‘2 
NATIONAL 
Ps STAMPING & 
ELECTRIC WORKS 
Dept. E-5 
3212-3250 W. Lake St., 
Chicago, Tl. 


Fountain 
Pump. 





We would be glad to have a sample 


A 2 
joa Kad 
* A . 
ae * of the new White-Cross No. 237 Ali 
, Y) e Nickel Electric Stove, with dealer dis- 
Qvakilye i ? counts, ete. Please forward same for 


Pd rs ry 
¢ our close inspection. 
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THE TRADE MARK KNOWN IN EVERY HOME 
















































































LANDERS, FRARY & CLARK, NEW BRITAIN, CONN. 
: [ 
¢ More Power and Profit 
d for Your Motor 
: Appliance Business 
a 
} The UNIVERSAL DE LUXE 
& A PATENTED, THREAD-PICKING, SELF- 
- CLEANING NOZZLE working with a VERY 
x SUPERIOR SUCTION makes this the only brushless 
a cleaner that picks up all lint, hairs, ravelings, etc., as 
a well as every speck of the deeply embedded dirt. 
‘ Why this New Nozzle makes the De Luxe 
“Tl dvaes, fF i! the most efficient cleaner of today. 
z 1. Scientifically shaped nozzle evenly distributes the volume 
s and velocity of suction making possible— 
te 2. A MORE POWERFUL SUCTION than would be practi- 
4 cal in other cleaners. This, in’ co-operation with 
x 3. Blunt, evenly spaced thread-catchers, removes all surface 
litter and deeply embedded dirt, without the help of a dirty, 
ee troublesome brush. 
== 4. Servicing costs are eliminated. 
No Brush to Clean 
No Belts to Break 
No Dirt Escapes 
‘ The NEW ROTO-VERSO WASHER 
oy lnothe (iINIVER 1), Product that 1 Sé tting a New Standard 
< yt ectric 1! VY ishing Vi ac hines 
A NEW WASHING PRINCIPLE—Its unique water 
: action forces the hot suds back and forth, up and down 
r through the clothes, twice every second, thoroughly, safely 
; and quickly cleaning everything from the heaviest gar- 
5 ments to the most delicate laces. 
No moving parts in tub—no center post, nothing that ? 
could possibly harm the sheerest clothing. Y 
Neat, compact, easy to handle . 
} —takes up little space. 
The Roto-Verso and Universal DeLuxe 
are sold on a protected basis and only 
through recognized merchandising 
channels, 
They form the basis of a merchandis- 
ing campaign that makes an unusually 
attractive proposition. 5 
Write for the complete plan. rs 











The fin that does LANDERS, FRARY & CLARK 


the work New Britain, Conn. 0 
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ig THE TRADE MARK KNOWN IN EVERY HOME 


UNIVERSAL 


LANDERS, FRARY & CLARK, NEW BRITAIN, CONN, 











For the Future in Electric K ange S €xX umine the 
Full Enamel UNIVERSAL of today 
MODEL 954 


UNIVERSAL Electric Ranges set a new high standard of efficiency in clean, 
convenient, economical and troubleproof electric cookery. 


HE long-life heating units are protected by individual fuses and, unlike those in ordinary 
ranges, do not waste heat through useless radiation. ‘This means cooler kitchens—and 
greater economy! Ovens are rust resisting; stops prevent oven slides from pulling completely 
out when examining cooking; oven thermometers have been replaced by temperature pilot lights. 
Positive oven temperature control, no relays—no circuit breaker—no pitted or burned contacts. 
Sanitary white porcelain cooking tops and back splashers; wiring is guarded from accidentally 
spilled liquids. These, and dozens of similar improvements, have made the UNIVERSAL the 
Pr most dependable electric range on the market. 






Despite all their exclusive features, UNIVERSAL Ranges sell at prices 









Two Types of Interchangeable 
! 
NOW! Hot Plates for Universal Ranges. 





The new UNIVERSAL open type units, made in 1500 and 1000 
watts, are interchangeable with UNIVERSAL closed type units and 
now make it possible to equip any UNIVERSAL Range with either 
open or enclosed units as desired. 










LANDERS, FRARY & CLARK 


New Britain, Conn. 
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that compete satisfactorily with those of any other reliable manufacture. 
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Owners complained 

to the dealers that their 
burners were ‘Roaring’ 
like lions ? = \y! 
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XPERIENCED dealers are 

amazed how QUIETLY the 
Sundstrand operates. All objectionable 
noise of burning oil has been eliminated 
through low pressure atomizing— 
partial ignition near the nozzle and 
gradual development of the flame all 
the way down to the fire bowl where 
final combustion takes place in a “slow” 
flame cushioned on slowly swirling air. 
The flame does not touch the fire pot at 
any point. 


No Radio Interference 


‘The Sundstrand Oil Heat Generator never inter- 
feres in the slightest with long distance reception 
over the most delicately tuned radio. It never 
interrupts conversation nor conflicts with musical 
programs. “The Sundstrand generates abundant 
Heat to produce the desired temperature in the 
home without objectionable noise of any kind 
which might annoy a nervous person or break 
into restful sleep. 


0g 





4 





Constant Electric Ignition 


Oil Heat Generator 


The mechanical precision with which every part of the Sundstrand 
is made assures that it will operate smoothly and quietly. Moving 
parts are machined to well within 1/1000th of an inch—several 
within 1/10,000th. All are carefully and accurately fitted and ad- 
justed to eliminate unnecessary play which might result in noise or 


undue wear. 


Your Territory May 
Still Be Open 


If you would like to handle this QUIET burner 
—that is backed by a re-sale, advertising and 
installation plan that helps you close satisfactory 
sales with the least effort and emer 


allows you to KEEP your profit because all need ¥ 


for costly service and repairs has been eliminated — 
Write, wire or phone for information and 
a personal demonstration of this burner that 


will compare favorably when tested in your 
store under your own rules. 


Sundstrand Engineering 
Company 


Dept. E-6, ROCKFORD, ILL., U. S. A. 


dorwriters Laborator;, 
Us Duspected 4 
Domestic OiL Burner” 

Ry MECHANICAL DRAFT NO 
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A New Best 
Seller By 





Pas k 


This beautiful and efficient new portable heater is meeting with a remarkably 
“warm reception” wherever it appears. Its rich statuary bronze and non- 
tarnishable Vitreous enamel finish are as good-looking as they are durable. 
You’re going to get many calls for this new model—be prepared—order now 
—in 2, 3, 4, 5 and 6 thousand watt sizes. 


Majestic’s New Advertising Campaign Starts Soon 
“Bigger and Better than Ever” 


And it’s going to be one of the most revo- Iron and the Majestic Heaters. The most 
lutionary ones you ever saw—new ideas, elaborate window displays ever produced 
new appeals, a real selling “punch” in by Majestic are now being prepared—it’s 
every single ad. More papers and more going to be a whale of a season—lay your 
insertions in every paper—separate cam- plans to “tune in” on this ambitious, busi- 
paigns in each for the Majestic Waffle ness-getting campaign. 


These Majestic Products are Big Money Makers 


The Majestic line is complete—it offers you tegrity, service and co-operation. It stands 
the opportunity to supply every heating “ace high” with the public, just as it has 
demand. When you deal with Majestic an enviable reputation in the trade. Carry 
you deal with a house of the highest stand- the Majestic line and prestige, profit, and 
ing—one with rigid standards of policy and _ satisfied customers are yours. 

production. The name Majestic means in- 


MAJESTIC ELECTRIC APPLIANCE CO. Inc. 


San Francisco Kansas City Philadelphia 





we 








Water Heaters 




















The New 
P MAJESTIC : 
Complete Tank 5s Automatic Majestic 
and Circulation High-wattage Wall insert Bathroom Thermostat Round-type Hotcake and 
Portable Heater Heater Heater Control Heater 







Waffle Iron 
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ROCKBESTOS 
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ROCKBESTOS 


—the asbestos Covered wire 








and now 
a Super-Heater Cord 


Kockbestos “3000” 


OCKBESTOS “3000” Heater Cord is 
not made at a price. It will cost more, 
but it is worth the money. 


It is the finest heater cord you can buy. It will 
prove cheapest in the end, because it will give 
long service under the severest use. It looks 
its quality. 


Long life is assured by the special construction 
of conductors which absolutely prevents kink- 
ing, and by the tough outside braid which will 
not break. 





Note: If you are interested in keeping 
appliances active and using cur- 
rent, and wish to test this cord, 
send for a generous sample of 
Rockbestos “3000”? Heater Cord, 
and ask for prices to cover your 
requirements. 


ROCKBESTOS PRODUCTS 
cORPORATtION 


NEW HAVEN, CONN. 


5942 Grand Central Term. Bldg. 465 Union Trust Bldg. 224 Madison Term. Bldg. 
New York Pittsburgh, Pa. Chicago 


On the Pacific Coast—Allied Industries, Inc. 
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A Specializeé Planning and Store Equipment Service 


for Central Power Stations 




































































; s 
\ iL Public Service Company of 
i Northern Illinois, Oak Park, IU. 





HE public needs no longer to be sold on 

the use of electric power and light for 
homes. It is just a question now as to how 
much current they will use. 


And here is where specialized merchandising 
ability comes into play. Grand Rapids Store 
Equipment Corporation has studied this situ- 
ation carefully and has found that how much 
current is used depends upon selling electric 
household appliances and fixtures to the 
housewife. It presents a double paralleled 
position of profit—a profit on the fixtures and 
profit on the increased power demand. 


But the merchandising need not necessarily 
be left entirely to the central power station. 














Planned and equipped by Grané 
Rapids Store Equipment Corp. 


e 
¢ 
} 








Our store planners have studied this situation 
intensively and have made many valuable 
suggestions based on past experience with 
thousands of successful store installations. 


In addition, we are in a position to standard- 
ize on the store equipment so that a power 
corporation may preserve a certain similarity 
and effect a saving in money by ordering their 
display equipment for various subsidiary 
branches through us. 


The picture shown above is a typical example of one of 
the successful central power station installations. Every 
central power station may take advantage of our store 
planning service. Fill in and mail coupon below if 
interested. 


GRAND RAPIDS STORE EQUIPMENT CORPORATION 
GRAND RAPIDS, MICHIGAN 


Succeeding 


THE GRAND RAPIDS SHOW CASE COMPANY 


i... 


WELCH-WILMARTH CORPORATION 


Branch Offices and representatives in most principal cities 











Name 


Address 





Grand Rapids Store Equipment Corporation 
Grand Rapids, Michigan 


Gentlemen: We are interested in your specialized planning 
and store equipment service for central power stations. 
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fan owners 


























@ Boosts new 
fan sales 


Deflects the air 
upwards 





ERE is a brand new low-cost and absolutely neces- 
sary attachment for every electric fan in existence 
—a sure, quick seller and profit maker for all. 
It tames the hurricane that scatters papers—changes the 
straight “blow” which so often results in colds and stiff 
necks into a whole roomful of scattered and refreshing 
zephyrs. 


No More Colds, Stiff Necks 
and Scattered Papers 


Deflects the air upwards, over your head, and keeps it agitated 
and refreshened throughout the room. 

You can sit right in front of it and light a cigarette. 

Instantly adjusted to any fan. 

It slips over the wire guard of the fan without change of mech- 
anism; clamps on by the simple adjustment of four clamps 
furnished. 

Made of aluminum with handsome black lacquer finish. Makes 
a fan an ornament. 


Dealers! Jobbers! 


Here is a popular device you can sell people who have fans! 

They will jump at the chance to buy this popular device which adds so 
much comfort and luxury to an electric fan! 

And you can use it to boost new fan sales, especially for offices and 
homes! Write today for literature, prices and discounts. 


ALLWEATHER VENTILATOR CoO., INC. 
2508 Grand Central Terminal Bldg., New York, N. Y. 





— 


CENTRAL STATIONS! a WA V A I R i 


TRADE MARK 


keeps them in use instead of idle. 
By giving fans a year-round utility value, as ventilators 
the “Wavair”’-extends the fan load throughout every 
aed ps 2 sees Lickaupees Pee LS ae RRR RR: Cay 


The “‘Wavair” not only increases the sales of fans, but 








season of the year. 
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HOOVE 


—in unit-sales to date 















—in dollar-sales to date 


—in profit to dealers 


Hoover leads 
—in dirt-per-minute 
—in prolonging rug life 
—in cleaning-service-per-dollar 
—in national prestige and popularity 
—in awards and prizes 
—in every department of cleaning efficiency 
. ; 


The whole story is on pages 


107-208-209 of this magazine 


TU RN and READ! 
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Swings business 
your way! 


CURTISTRIP is the new wiring device especially 
suited to show window and cove lighting installations. 
It has taken the place of special mouldings, troughs 
and other wireways which have caused delays and 
needless time and material costs. 
You can 
Order CURTISTRIP from the nearest X-Ray 
jobber. It is supplied in standard lengths of ten feet. 
Make assembly and installation right on the job. 
Only a few light tools are needed. 
Find that every provision has been made for the 
reduction of man-hour costs to a_ surprisingly 
profitable degree. 
Make a neat, compact job, with perfect alignment 
of outlets. 
The immediate acceptance of CURTISTRIP by 
progressive dealers everywhere comes from the 
realization that almost every foot of CURTISTRIP 
means the sale of another X-Ray Reflector. When 
you specify and sell CURTISTRIP you are build- 


Write for information. 
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and X-Raylets 
(Its Standardized Fittings) 


A Simplified 
Wiring Channel 


—Cuts to any length 


—Assembles for any com- 
bination 


—Is needed wherever a 
rigid metal wireway for 
several circuits is re- 
quired. 














ing up large, profitable sales of lighting equipment. 4A a 


Made by 
Mfrs. of X-Ray Reflectors 





Curtis Lighting, Inc. 


1119 W. Jackson Blvd. 
Chicago 
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HE Fiftieth Convention of the National 
Electric Light Association at Atlantic City 

will bring to a triumphant close an administrative 
year of successful activities under the able leader- 
ship of Mr.R.F. Pack, the Fortieth President of the 
Association. Q To Mr. Pack and his associates, 
who leave behind them a splendid record of accom- 


plishments, we offer our sincere congratulations. 


THE UNITED ELECTRIC LIGHT & POWER COMPANY 
NEW YORK 
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SN of DEN 


To the Members and Guests 
of the 


National Electric Light 
Association 


assembled in their Annual Convention at 
Atlantic City, June 6th-1oth, 1927 

































































The New York Edison sik 


extends e wishes for an interesting 
snd ghd oti nd for tinued 


and increasin g success an d eaceitt 
during the ensuing year 
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(frowth and Interconnection 


substantial increase in number of cus- 

A tomers added to the System, in connec- 

ted load, in kilowatt-hours of energy 

sold, in extensions to the physical plant, is 

the outstanding point of achievement in The 

Philadelphia Electric Company System’s 
record for 1926. 


New Office Building of the Increase in Customers: 


Philadelphia Electric eigen . y 
aeken on ae eee 41,066 customers were added to the lines during 1926, 


corner of Ninth and Sansom 


- sme bringing thetotal to453,170—an increaseof10 percent. 


Increase in Connected Load: 


136,103 kilowatts were added to the connected load in 1926, bringing the 
total connected load to 1,050,396 kilowatts—an increase of 14.9 per cent. 


Increase in Energy Sales: 


208,759,336 kilowatt-hours represent the increase in energy sales for 
1926, the total amount being 1,550,948,014 kilowatt-hours— an increase 
of 15.6 per cent. 


Increase in Property: 


In March, 1926, work was started on the Conowingo Hydro-Electric 
Development at Conowingo, Maryland. At the present time, the 
development is over 40 per cent completed, and is expected to be in 
operation in July, 1928. Initial capacity will 

be 378,000 horsepower, and current will be — —— 


transmitted. to Philadelphia—a distance of 65 ee 
miles—by means of two 220,000-volt lines. ; 


Extending its service still farther, The Phila- 
delphia Electric Company has recently entered 
into an agreement with the Pennsylvania 
Power & Light Company, whereby these com- 
panies will pool their power supply of approxi- 
mately 2,000,000 horsepower, thereby creating 
in Pennsylvania the greatest pool of power now 
in existence. 200 miles of 220,000-volt trans- 
mission line will connect the extremes of this 
system of interconnection. Map showing widespread territory served by 


The! Philadelphia Electric Company System 
both directly and through interconnection. 
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n explanation 
of the manufacturing 
and merchandising 


policies responsible 
for the remarkable 


success of 


Cwpeltannal 


DEPENDABLE Gt“ REFRIGERATION 


























Copeland 


Manufacturing Policies 


Copeland is concerned with building not merely a good and a satisfactory 
system of electric refrigeration, but the best system of electric refrigeration 
available anywhere in the world. The Copeland factories, while adequately 
sized and modernly equipped, are not of such gigantic proportions or so ex- 
pensively built as to prove a handicap to economical operation. Manufactur- 
ing costs are minimized—they are not burdened with excessive overhead, 


A maximum tolerance of 2/10 of 1/1000 of 
an inch (equal to 1/16 the thickness of a 
human hair) is held on all essential Copeland 
machining operations. This is approximately 
four times as fine as the maximum tolerance 
used in the manufacture and production of 
the country’s finest automobiles, including 
those which have always been looked upon 
as the perfection of mechanical achievement. 
It is this precision of manufacture which re- 
sults in the dependability of operation for 
which Copeland is famous. 


In spite of the fact that the demand for 
service on the part of Copeland owners is 
practically negligible, there is a Copeland 


Service School to which distributors and 
dealers send their service men. Factory 
training and guidance in the matter of serv- 
ice essentials are considered by Copeland as 
extremely important —a belief that is shared 
and practised by Copeland’s distributors 
and dealers everywhere. 


tS 


Copeland distributors and dealers are un- 
usually fortunate in having a wide range of 
models with which to meet all refrigeration 
requirements. The Copeland line includes 
9 complete models (some of them with all- 
porcelain cabinets made especially and ex- 
clusively for Copeland by Seeger) and four- 
teen sizes of separate units for use in present 
refrigerators. There is a complete Copeland 
model for every size home from the smallest 
cottage and the tiniest apartment to the 
most pretentious mansion. 


Production Increased Each Month—demand still unsupplied! 


Although Copeland production has stepped up several hundred per cent in the last 18 
months, the activity of Copeland’s enlarged dealer organization and the effectiveness 
of Copeland’s national advertising keep the demand for Copeland Dependable 


Electric Refrigeration at a point that requires frequent increases in production. 
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Copeland 


Merchandising Policies 


In formulating its merchandising policies Copeland has given primary con- 
sideration to its distributing organization because Copeland realizes that its 
own success depends largely upon the success of its distributors and dealers. 


The promotion of Copeland sales is based 
on the logic of a thorough understanding 
before any attempt is made to explain the 
specific manner in which Copeland products 
satisfy the desire for electric refrigeration. 


Salesmen are trained at the Copeland 
factory or by attending divisional sales 
schools, and the result of this policy of 
sales-education is to make them masters of 
their subject, capable of winning the full 
confidence of their prospects. 


The preparation of Copeland national and 
co-operative advertising is handled by the 
Campbell-Ewald Company—one of the 
country’s five largest and most successful 
advertising agencies. Copeland is unusually 
generous in the matter of sharing adver- 
tising costs with its distributors and dealers. 


In addition to its co-operative newspaper 
advertising, Copeland maintains a schedule 
of one-page advertisements in the leading 
magazines in the country—building up an 
increased demand for Copeland Dependable 
Electric Refrigeration in the home, and an 
acceptance of Copeland in the minds of 
bankers and prospective dealers. 


Every reasonable desire or demand on the 
part of the Copeland distributing organi- 
This 
includes special sales assistance, the prepara- 


zation meets with prompt approval. 


tion of special advertisements, and active 
co-operation in the matter of closing pros- 
pective dealers for Copeland distributors. 
Copeland executives are always available 
for counsel, and to render any practical 
assistance that will further the interests of 
Copeland distributors and dealers. 


Central Stations Approve Copeland—it requires little service! 


To learn the truth about Copeland, ask the opinion of electric power companies. 
They will tell you that Copeland’s highly satisfactory service record deserves 
favorable consideration and commends Copeland to the attention of anyone in- 
terested in handling a permanent, profitable system of electric refrigeration. 





COPELAND'S 
Five-Fold Strength 


There is STRENGTH in the ability of 
Copeland’s engineers to design the world’s 
finest system of dependable electric re- 
frigeration— 


STRENGTH in Copeland’s manufac- 
turing and research facilities which allow 
the fullest expression of master workman- 
ship and efficient production— 


STRENGTH in Copeland’s priceless as- 
sets of financial stability and sound 
organization— 


STRENGTH in the fact of Copeland’s 
complete line, held high in public pref- 
erence: nine cabinet models and fourteen 
separate units to fit owners’ present 
refrigerators— 


STRENGTH in Copeland’s intelligent 
and vigorous program of national ad- 
vertising, sales promotion and dealer co- 
operation. 


Capital supporting Copeland distributors 
and dealers, in turn supported by Cope- 
land’s five-fold strength, and operating 
in an eager market of fifteen million 
potential buyers still less than 2% sup- 
plied—is destined to yield unprecedented 
profits! 


COPELAND 


630 Lycaste Avenue, Detroit, Michigan 
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Catinets that sell 
~— Glectric 1efrigeration 


Bohn 


Syphon 
REFRIGERATORS 


Bohn Syphon Refrigerators have always met the popu- 
lar demand. Today a new height in refrigeration efhi- 
ciency has been reached—our new line of cabinets 
shows to the smallest detail the thirty-one years of 
experience and knowledge that made such quality de- 
sign possible. 


The interiors are scientifically made with syphons, air 
duct leads, cold air reservoirs and the proper balance 
of the cooling chamber in its relation to the food 
compartments. 


These refrigerators are made both inside and outside 
of white porcelain on steel. ‘They are so designed 
that any make of electrical unit can be installed. 


Dealers and Central Stations should investigate this 
line now. Bohn refrigerators now offer exceptional 
sales advantages and are worthy of your immediate 
attention. 


BOHN REFRIGERATOR COMPANY 


St. Paul, Minnesota 


mbinatzon for 


~ Units you 
now handle-— 


Fr FF Weta 


PET OF 


Meet us at the 
N.E. L. A. 
Convention Booth 


No. 
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An Invitation 
to a Limited Number 


to become 


Superior Distributors 


wu you consider that several millions of dollars 
will be spent during 1927 in advertising electric 
refrigeration, you will agree with Superior that within 
the next 18 months the sale of electric refrigerators 
will exceed all present day expectations. 


In inviting a limited number of men or organizations 
possessing the necessary requisite qualifications to come 
with us as Superior distributors, we vision the value 
of Superior franchise during the first year and two, 
three or five years hence. 


With manufacturing facilities—capital resources— 
and experienced, competent personnel, more than 
adequate for the requirements of today, Superior has 
prepared for the growth it must deservedly enjoy. 


As concerns the product our own judgment is con- 
firmed by that of foremost electrical men with wide 
merchandising experience. Right in design, superior 
in quality and dependable in service—it is said to 
be the most quiet of all electric refrigeration units. 





In correspondence please outline fully all 
the essential information concerning your 
organization, its location, selling facilities 
—your correspondence will be held in confi- 
dence and receive prompt consideration. 





SUPERIOR ICELESS REFRIGERATOR, INC. 
Hanna Building, Cleveland, Ohio 


Factories: Canton, Ohio 


ICELESS REFRIGERATORS 
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There’s a Superior Unit 
for Every Purpose 





























Bohn All-Porcelain Boxes are Standard 
Superior Equipment 


ip line with the Superior policy to build a 
quality product to sell ata medium price, 
Bohn All-Porcelain Cabinets are standard. 


Superior Incorporates those features which 
have the greatest appeal to the widest market 
—there’s a Superior for every domestic 
and commercial use. Expe- 
rienced electrical — will SUPERIOR ICELESS REFRIGERATOR, INC. 
recognize the strategicvalue Hanna Bldg., Cleveland, Ohio 
of this when other manu- Weare interested in Superior. Attached letter 
: outlines our facilities. Will be glad to have 
facturers are cheapening the Superior franchise right outlined to us. 
the cost of their product. 
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SUPERIOR 


ICELESS REFRIGERATOR, INC. a 
Cleveland, Ohio + + Factories: Canton, Ohio RM OEE Doo Re eset ae Ne ede a - 
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Refrige ™ erator MOTOR 


Attaining a New High Degree 
of 3-Point Motor Quality 





ESIGNED and developed to meet 
the need for a more quiet and 
generally more efficient refrigerator 
power unit. Not an ordinary motor 
adapted to the requirements but a care- 
fully planned driving unit evolved by 
Westinghouse Engineers through ex- 
haustive research and tests. 


In comparative tests this new Westing- 
house achievement has proved itself to 
be more highly efficient in every way, 
than any other motor heretofore offered 
for refrigerator service. 


There 
are fewer parts to wear and become 
noisy. Rigid foot construction adds to 


It is simple and sturdily built. 


its mechanical strength. It marks a 
new peak of reliability in refrigerator 
motors. 


We know of no refrigerator motor that 
has higher 3-point quality than the new 
Westinghouse. The 3 points at the left 
tell the story concisely and effectively. 
Read them, and write us for complete 
data of this unusual motor. 


Westinghouse Electric & Manufacturing Company 
East Pittsburgh, Pennsylvania 
Sales Offices in All Principal Cities of the 
United States and Foreign Countries 
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7 Announcing 


the 








KEYSTONE REFRIGERATING UNIT 
(in production October, 1927) 



































Household and Commercial Refrigerating Sizes 14 to 1 hp. 
Unusually Efficient for High Vacuum Purposes 


Commercial Rotary Pumps 


The “Romec” Pump Assembly The “Romec” Pump Dis-assembled 
(showing all moving parts) 
Capacity 2 to 1000 G.P.M. 


Keystone Refrigerating Corporation 
Beaver Falls, Pa. 


(Licensee under the Romec Pump Patents) 
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SPECIAL 
LINE 


Leonard Cleanable Cabinets 


149 





FOR ELECTRIC REFRIGERATION 
5%, 7%, 9 and 12 feet - Porcelain inside and out 


Large Food Storage Compartment 


New improved Cabinets for use with Electricity only. Complete, 
with permanently-attached base, ready for installing both me- 
chanical and freezing units. A line of white beauties; 2-inch 
compressed cork board insulation, sealed with asphalted felt. 


Whatever brand of electric refrigeration you install, let 
the Cabinet be a Leonard. Sturdily built and properly in- 
sulated, it insures best results with greatest economy. This 
means customer- satisfaction and good will, less service 


cost, bigger profits, more business for you. 


More electric units are installed in Leonard Cabinets 
than in any other make. 46 years a leader. Over 2 million 
Leonards in use. 37 models, made especially for use with 
electricity. Write for information about the New Special Line. 


LEONARD REFRIGERATOR COMPANY 


Division of Electric Refrigeration Corporation 
Grand Rapids, Michigan 


IN CANADA: KELVINATOR OF CANADA, LTD., LONDON, ONT, 














And a New Full Line 
of Apartment House 
Cabinets with 2-inch 
cork board insulation. 
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Yyhat FRIGIDAIRE — the 


actually 


CONSTANTLY growing number of 
Public Utility Companies are realiz- 

ing the advantages to be gained by handling 
Frigidaire—the fastest selling electric refrig- 
erator. They are finding in the Frigidaire 
franchise their biggest opportunity for sales 
and for the consequent increase in power load. 


There are certain very definite reasons 
for Frigidaire’s popularity with the Public 
Utility Company. 


Every user of refrigeration 
a Frigidaire prospect 


The Frigidaire line has something to offer 
practically every user of refrigeration. A 
full line of beautiful self- 
contained cabinet models 
meet the exact requirements 
of any home or apartment. 
Almost unlimited combina- 
tions are available for con- 
verting ice-boxes or freezer 
counters in stores, restaur- 
ants, hotels—wherever re- 
frigeration is used. In office 
buildings and factories, 
Frigidaire is used for cooling 
drinking water. 


Already more than 
300,000 Frigidaire users 


The word-of-mouth ad- 
vertising of more than 


P R O 




















does for the 


300,000 Frigidaire users constitutes a tre- 
mendous force in helping to sell Frigidaire. 


Frigidaire’s advertising program is one of 
the ten biggest campaigns of any kind for 
1927—the biggest in the history of electric 
refrigeration. Every possible prospect for 
household Frigidaire—every possible user of 
commercial refrigeration will be reached— 
not once, but many times. Publications are 
chosen for circulation that parallels electric 
outlets—state by state and county by county. 


Merchandising helps that make prospects 


To bring prospects into dealer’s store, 
newspapers and billboards are extensively 
used. Everything possible 
is being done to localize 
the national advertising— 
to make each dealer get the 
full benefit of all the adver- 
tising that reaches his 
territory. 


Helps in closing sales 


Striking day-and-night 
window displays help the 
Frigidaire dealer to domi- 
nate his field. Proven direct 
mail matter and follow-up 
material, as well as complete 
booklets on special types 
of refrigeration help to close 


sales. 


O F 
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fastest selling electric refrigerator 
Public Utility Company 


in certain branches of 

| | ) refrigeration are always 

available to the Frigidaire 

Se ' dealer. They render val- 
+ Lawes, \ ae den uable assistance in closing 
~<a ; sales of large commercial 


or apartment house in- 
stallations. 


Write us for specific 
information 


The Public Utility 
Company that holds the 
Frigidaire franchise has 
an assured future—as- 
sured by the stability, 
capacity, integrity and 
financial responsibility of 
General’ Motors. This 
fact in itself is a good 
reason for choosing 





Specialists at your service Frigidaire for your appliance department. 
Sales and service schools are constantly Write us today and let us tell you specific’ 
in operation in convenient parts of the ally what we are already doing in your 
country. Intensive training gives the new territory —what we have done in the past 
salesman or service man the benefit of years and what we will do for you as a Frigidaire 
of experience. dealer to help you sell Frigidaire and increase 
Refrigeration experts—men who specialize the load on your lines. 


FRIGIDAIRE CORPORATION 


Subsidiary of General Motors Corporation 


Dept. Z-211 Dayton, Ohio 


DAIRE 


GENERAL MOTORS 
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CABINETS BY 






aie PAUL 


For Satisfactory Electrical Refrigeration Be Sure it’s a 
Cabinet by Seeger 


ON EXHIBITION AT THE N. E. L. A. CONVEN- 
TION, MILLION DOLLAR PIER, ATLANTIC 
CITY, JUNE SIXTH TO THE TENTH, NINETEEN 
HUNDRED AND TWENTY‘SEVEN - - « - 





SEEGER REFRIGERATOR COMPANY 
SAINT PAUL, MINNESOTA 
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Front view of the quiet Iroquois com- 
pressor unit. Note its compact simplified 
construction—one reason why it is so 
efficient and requires so little servicing. 
page rg C-1 is 20%-in. high, 18%- 
in, wide, 24%-in. long. Compressor C-2 
= 18-in. high, 18%-in. wide, 21%-in. 
ong. 


— Quiet 
electric 


refrigeration 


means plenty of 
selling action 


—and the [IROQUOIS is 


REC.US PAT.OFF 

There’s no need to tell you how much of an advantage it is to handle 
a quiet refrigerating machine. It is recognized that people do appreci- 
ate a machine that is quiet. And when in addition it combines numer- 
ous other valuable exclusive features, it is self-evident that the Iroquois 
offers unusual opportunities. 
Rotary-type compressor: Only three moving parts. Less power to 
operate. No noisy intake valves. No connecting rods, wrist pins, 
crank shaft, or stuffing box. 
Header-type condenser: Every inch of tubing is prime condensing 
surface. ‘Tubes also form guard for moving parts. 
Automatic pressure control: More efficient and reliable than trouble- 
some thermostat. 
Absolutely safe refrigerant: Ethyl chloride—practically odorless, 
non-poisonous. Works under low head pressure—reduces danger 
of leaks. 
No brine tank: Direct expansion coil in cooling unit. More food 
space, more sanitary, more responsive to temperature control. 
No “freezing up”: Freezing tube in cooling unit prevents moisture 
from interfering with operation of Iroquois machine. 

The new Iroquois book, containing full information regarding the 
different Iroquois units, will be of interest to you. Write us for a 
copy—today ! 


THE IROQUOIS ELECTRIC REFRIGERATION COMPANY 
1600 Arch Street, Philadelphia 
Associate of the Barber Asphalt Company 


IROGUOIS 


Reg. U.S. Pat. Off 


ELECTRIC REFRIGERATION 
The crisp dry cold of a frosty night 


= 7 | 
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Iroquois Electric Refrigeration 
is supplied in a complete line of 
beautiful all-metal, porcelain- 
enamel white or gray cabinets. 
Also in a white-enamel all-metal 
cabinet for apartment-house use. 
Can also be installed in any ice 
box. Illustration shows Iroquois 
cabinet with compressor unit in 
detachable base. 


DISTRIBUTORS—Find out about 
the Iroquois exclusive selling ar- 
rangement—exceedingly profitable 
for distributors. No better time 
than NOW—write us today! 
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The Center of Interest 
at the N.E.L.A. Convention 


OLLOW the crowds at the Conven- 
F tion to the Kelvinator Exhibit! 

The talk of Central Station men 
all over the country is Kelvinator 
Model 272, Sealtite Construction. A 
Cabinet Kelvinator complete for 
$210. And none of the famous 
Kelvinator features of efficiency and 
reliability have been sacrificed to 
price. Thesame reliable freezing tank 
and the efficient thermostat control 
are included. 


Only $210! Overnight, a sweeping, 
nation-wide success! Sales are 
unprecedented. Building bigger, 
steadier loads in a twin- 


years than any other electric refrig- 
eration. A special Utilities Division 
handles all Central Station business 
with the despatch and understand- 
ing of specialists. 


You will want to see the Model 272 
—that is breaking all previous sales 
records. The greatest value in his- 
toty! See, also, the complete line of 
Kelvinators for every electric refrig- 
eration need, commercial and domes- 


tic. Each one as superior, for its 
price, as Model 272. 


You'll find your friends at the Kel- 
vinator Exhibit, for every 





kling. Loads free from 
trouble, worry or service 
—because it’s Kelvinator. 


Central Stations have al- 
ways realized that Kelvin- 
ator is the type of electric 
refrigeration that safe- 
a public relations. 
Kelvinator numbers more 
Central Station dealer 


parts. 


Kelvinator covers the whole range of electric 
refrigeration service. The low-priced Model 
272; Cabinet Kelvinators with cabinets by 
Leonard; de luxe, solid porcelain Jewett refrig- 
erators; Kelvinator freezing tank to fit your 





Special Central 
Station Policy 


1 Thorough service and sales 
training through Kelvinator 
Institute, and Factory and 
Field Schools. 

2 Special Utilities Division to 
cooperate with Central Sta- 
tions at all times. 

3 Low servicing requirements 
assured by careful inspec- 
tions and 24-hour running 
test (0.94 calls per unit per 
year is the average low 
service record). 

4 Enlarged capacity afforded 
by $3,500,000 new, modern 
plant insures prompt ship- 
ment of all machines and 


5 The only manufacturer in 
the field who can offer you 
a complete line for all types 
of electric refrigeration. 

6 Liberai cooperative adver- 
tising and sales helps. 


Central Station man will 
make it a point to be 
there. 


Kelvinator, 14203 Ply- 
mouth Road, Seana 
Mich., Division of Electric 
Refrigeration Corpora- 


tion, Kelvinator of Cana- 
da, Ltd., 1146 Dundas St., 
East, London, Ontario. 








refrigerator. Correctly engineered commercial 
installations. Nizer Electric Ice Cream Cabi- 
nets and Milk Coolers. 
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Model 


2,12 


Sealtite 
Construction 


Enjoying 
unprecedented 
sales at 


$210,°° | , 


installed 
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The First Buyers 


Still Buy First 


Iceless Refrigerators Now 


Setting the buying pace for the com- 
munity, Plain Dealer readers have been 
the first to buy in every field—automo- 
biles, washing machines, radio. Now 
they’re buying iceless refrigerators— 
first. 


The Plain Dealer is Northern Ohio’s home paper, the buying guide. 
Every member of the family reads it—particularly the women. 
have come to look upon Plain Dealer advertising as indicative of what is 


modern and best. 


This is as it should be. First in the country to devote an entire page each 
week to electrical news exclusively, the Plain Dealer has fostered all de- 
velopments in the electrical field having a strong feminine appeal. 





“We have «a great 
deal of — nd 
ae i ernin e Cleve- 
eee Naseen Ohio markets 
which we will be glad to 
f= ~~ t. prospective adver- 

tisers. i 













we 


Ne Cleveland Plain Dealer 


in Cleveland and Northern Ohio~ONE Medium ALONE~ One Cost Will sell it 





They 


And the market it serves! Hun- 
dreds of advertisers have long 
since learned that Cleveland 
and Northern Ohio compose the 
country’s leading outlet for elec- 
trical merchandise. 


Peopled with a _ progressive 
population that has the buying 
power to satisfy its wants, this 
fertile market, a fully developed 
group of buyers, is reached by 
the Cleveland Plain Dealer— 
and the Plain Dealer ALONE. 





J. B. WOODWARD 
110 E. 42nd St., 
New York 


WOODWARD & KELLY 
350 N. Mich. Ave., Chicago 
Fine Arts Bldg., Detroit 





White Henry Stuart Bldg., Seattle 
Times Bldg., Los Angeles 


R. J. BIDWELL CO. R. J. BIDWELL CO. 
742 Market Street 


San Francisco 
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The Gold is Still There 















OLD loomed on 

the horizon of 
thousands of distribu- 
tors in the earlier days 
of Electric Refrigera- 
tion. Money to be made 
... anew Industry... 
get in at the bottom 
and grow with it! 


The gold is still there, 
surer than ever for the 
man who makes a legiti- 
mate profit on the sale 
of Electric Refrigeration 
systems and doesn’t have 
to watch the gold trickle 
away between his fingers 
in the form of service, 
service—and more service. 








To attain practical reliability and reduce serv- 
ice requirements, refrigeration engineers have 
for years been seeking an electric refrigeration 
system which would combine the advantages 
both of Low Pressure and Slow Speed Opera- 
tion with simplified mechanism. 


Welsbach announces the achievement of 
this goal. Welsbach Electric Refrigeration 





Welsbach cabinets and equipment—from foundry 
to finished product — made in the same plant. 


functions at less than 
20 pounds pressure 
with a speed of only 
280 R. P. M. The com- 
pressor has but three 
major moving parts, all 
completely submergedin 
lubricant. The thermo- 
stat is amazingly simple. 
The minimizing of serv- 
ice requirements which 
results, stops the trickle 
of profits and gives the 
distributor a real run 
for his money. 





This is the most im- 
portant announcement 
made by the industry 
in years. 


The Welsbach record of 40 years’ leadership 
in service to home owners is a guarantee of 
the value of a Welsbach selling franchise. 
Central Stations should write to Public Utili- 
ties Division; Distributors and Dealers write to 
Distributor and Dealer Division of Welsbach. 


WELSBACH COMPANY 
305 Ellis St., Gloucester City, N. J., Adjacent to Phila., Pa. 


LOW PRESSURE 


Electric Refrigeration 


— Welsbach == 

















ELECTRICAL MEKCHANDISING Vol.37, No.6 


M‘CORD BUILT 
CONDENSERS 
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Electric Refrigeration Demands 
Modern Condensers 


McCord’s twenty-five years’ automotive 
radiator building experience is incorpor- 
ated in McCord Condensers. They com- 
bine efficiency in operation, along with 
dependability to a degree that has re- 
sulted in their being adopted as standard 


equipment by a number of leading re- “McCord” Spiral Fin Tubing 
frigerator builders. 


McCord Spiral Fin Tubing is ne oo 
. . ° . less tubing (brass, copper or steel), finishe 
McCord Engineers and the McCord bright on inside. The corrugated Spiral Fin is 
. : : continuous, with a perfect metal to metal contact 
laboratory are at your disposal In solving throughout. The tubing is made in either hard 
condenser problems or soft temper and can be coiled on a short 
. radius so as to occupy the minimum space. 











A new Catalog illustrating the various types For household refrigeration purposes McCord 
of McCord Condensers and McCord Spiral Spiral Fin Tubing makes ideal condensers, also 


dl . : . ; ‘ coils for freezing units, evaporators and brine 
fk in-Tubing 1S ready for distribution. A copy tanks. McCord Spiral Fin Tubing can also be 
will be forwarded on request. pont cae ee Se 


McCORD RADIATOR & MEG. CO. 
DETROIT, MICH. 
CONDENSERS, RADIATORS, METALLIC ASBESTOS GASKETS 





n s ficld-testing several nowuasl 
gerators of nineteen n different types. All 


most economical, quiet, and trouble-free elec- 
tric refrigerator on the market today. 


The Creation of General Electric 
- Leading Electrical Research Organization of the World 
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THE REVOLUTIONARY FEATURE 
OF NEW-DAY REFRIGERATION 


When a Dealer orders a General 
Electric refrigerator, it comes 
packed in two cases. The cabinet 
in one case; the hermetically sealed 
icing unit—all ready for service— 
in the other. The installation 
merely means uncrating the two 
bexes, placing the cabinet where 
it’s to go. lowering the icing unit 
into the top of the cabinet and 
plugging the attached cord into an 
electric outlet. The switch is then 
opened and the installation is com- 
plete. All done in a few minutes. 


If trouble should ever develop, the 
Dealer simply raises the icing unit 
out of the cabinet. and replaces it 
with a new one which he keeps 
on hand for emergencies. The unit 
removed is crated up and shipped 
back to us for full credit if the 


trouble develops within ‘ile years 


after the refrigerator is ne Te © a ee 
stalled. : 


We believe the Geoaiat ) 
simplified refrigerator besel 


nounced surpasses in attractive- 
ness of appearance and ey) =e 
efficiency anything yet t pr rods u 


can be merchandised bythe D Dea ae 
with the least possible servic pe 


be launched in magazines laden 


a combined circulation of more 
than fifteen million copies. This 
national advertising will be supple- 


mented by newspaper advertising, | cy | 
which will be placed by ourdistrib- Seek 


utors in all principal cities. 


Dealers desiring further information should address 


ELECTRIC REFRIGERATION DEPARTMENT’: 
of GENERAL ELECTRIC COMPANY 


Hanna Building 


Cleveland; Ohio. ©. = 
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For ELECTRIC 
Refrigeration 


McCRAY refrigerators may be used 
with any type of electric or mechan- 
ical refrigeration. All models are 
ready for immediate installation of 
the cooling unit. Remember quality 
in the refrigerator is vital to satis- 
factory service whether ice or ma- 
chine is used. 


Pure corkboard insulation, covered 
with waterproof insulating sheath- 
ing and sealed with hot hydrolene 
cement, insures perfect air-tightness 
in all McCray refrigerators 








McCray No. 150 


Wig, 


McCray No 185 











A Refrigerator 


That SELLS Food 


REFRIGERATOR that 
OF sel food by display- 

ing it temptingly, at 
the customer’s eye-level — by 
keeping it fresh, wholesome, 
appetizing in appearance as 
well as flavor! 
This is the McCray 103, shown 
above, with which merchants ev- 
erywhere are building bigger busi- 


ness, cutting operating costs, avoid- 
ing spoilage and increasing profits. 


Used with Electric Refrigeration 


this new McCray model insures 
efficient, economical, enduring service. 
Built upon basic patents, in accord 
with an unyielding ideal, McCrays 
are the accepted standard of refrig- 
erator quality. 


For 37 years McCray refrigerators 
have been giving daily proof in 
service of the staunchness which 
marks every hidden detail of con- 
struction—in stores, markets, ho- 
tels, clubs, restaurants, hospitals, 
institutions, florist shops, homes. 
Send the coupon for details about 
refrigerators for your needs. 


McCRAY REFRIGERATOR SALES CORPORATION 
Dept. 65, Kendallville, Ind. 
Salesrooms in All Principal Cities {See Telephone 





McCray No. 410 





McCray No. 411 


For further information 
MAIL COUPON 


McCray Refrigerator Sales 
Corporation, 
Dept. 65. 
Kendallville, Ind. 
Please send further infor- 
mation regarding refriger- 
ators for i leterch onan ets 
hotels,restaurants,clubs 
hospitals, institutions 
florist shops [ ] homes. 
N 


ame 


Scie connececaasoencaenl 
{ ] for electrical refrigera- 
tion [ | for ice 





McCray No. 405 
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The REXMOOR Model 











Rex builds only one product in 
the refrigerator field— Rex 
fine metal cabinets for electri- 
cal refrigeration. And Rex cab- 
inets clearly reflect the qual- 
ity advantages of this policy. 








FINE 


METAL 


c 


oe 














CABINETS FOR ELECTRICAL REFRIGERATION 
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More and more of the Industrys 
Leaders ae Standardizing on 


these Metal Sheets for Cahineds 

















ing coating will 
not break or 
peel. 











The rust resist- 
(ro 
tm | 
a 


































































Both sheets take 
and retain the 
finest lacquer 
and enamel 
finishes. 
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" things in a metal refriger- their base. They are not only highly 24 


ator cabinet are essential—(1) rust resisting but will also withstand 7 
it must resist rust inevery corner the most severe forming operations 

and square inch of surface—(2) it without the slightest fracture or peel- 

must take and retain a smooth and __ ing of the coat. 

perfect lacquer or enamel finish. Hav- . 

ing found these qualities in Super- Offers 2 Grades of Choice! 

Metal and Super Galvannealed, a ‘The surfaces take and retain any type 

constantly increasing number of man- of lacquer or enamel finish (consult 

ufacturers have solved their cabinet paint manufacturers for recommenda- 








problem. tions), Super-Metal being particularly 
Super-Metal is made from a special tecommended for its “Polished” finish. 
analysis, copper content metal coated While slightly lower priced, Superior Pe. 
with a special mixture of alloys. Galvannealed has met the require- ' a _ 
Superior Galvannealed can be fur- ments of a number of the best known : ‘ae 
nished in open hearth or copper con- manufacturers of refrigerating units 1 ed fo Ig e —<_ 
tent steel. coated with prime spelter 2nd metal cabinets. j Simi], Washi, Tecon, lly ; 
and alloys of other metals. These Samples and complete information will / “Ctri, app) = chien ~ 8 
coatings thoroughly amalgamate with gladly be sent on request. / Lini, Si Ng: “ArCes Mes, 
l —- a ! 
r 8 nd 
THE SUPERIOR SHEET STEEL COMPANY tet wit PC Meg Oven ! 
~~ 20 . 
Canton, Ohio ~ wf flake e “Sists 1 
| =< 2Pee, | 
Makers of SLadsealed Sheets, also Galvanized and Long Terne Sheets ‘a. J 


Supe Metal 


For the Finest Cabinets 





EB Labaneatea 


Second only to Super 








166 


ELECTRICAL MERCHANDISING Vol.37, No.6 











Electro-Kold has made a mark 


for itself in sales 
and operation 





Cunningham Apts., 
Wie ie Los Angeles, Cal. 
John A, Evans, ~0 roe . yg re 
8433 Kings Road, Los Angeles, Cal. } ne homes up and down the 
w= Pacific Coast have Electro-Kold, 
the simplest electric refrigerator. 
H. Armstrong, 1717 San Vincento, 
Scores of apartments are Electro- Santa Monica, Cal. 
‘ e e 4 
a Kold equipped. Pictures of a | 
Hood River. Ore. few of these homes and apart- 
ment houses are shown here. 


Notice their type. 








Electro-Kold’s factory serves the 
mere eleven western states. Electro-Kold 
ahaa ion ii engineers have been “out in front” 
with a number of improvements. am Ne 
They were among the first to have Siahinan, Woinaaton 
multiple control installations. They , 

were first to put the fan in the fly 
wheel, first to make an open frost 
tank. First to make a_ horizontal 


cS itaahis, frost tank unit for show cases. Not so 
617 4th St., Spokane, Wash, 





Dr. John W. Wilkins, 
~ : 3356 Shore Drive, Seattle, Wash. 
many Electro-Kolds are built every |“ gaa 


year, perhaps, but each one gets a lot 
more personal attention in its manu- 
facture. 





Many Electro-Kolds are now in 


J. Sti unles y, 204 McCarthy Drive, 





Ss Gite Gan their fifth year of continuous opera- 
tion. No other machine has a better d 
record. Your investigation is in- 2." =. 


Shore Drive, Seattle. Wash. 


vited. The Electro-Kold Corpora- 
tion, Spokane, Washington, U. S. A. 





E. W. Spottswood, 


Missoula, Montana, ‘ane tee 


“KOLD 


The Simplest Electric Refrigerator 


Trade Mark Reg. U. S. Pat. Off. 
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Every Zerozone 
compressor is always 
equal to the load put 
on it—this pumping 
test makes certain 
of that. 











Pistons and cylinders of Zerozone’s compressors are kept within 
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0005 of one inch of tolerance by micrometer measurements. 


Proved by 131 tests and inspections 


— before it ever leaves the factory! 


Distributed by: 


Zerozone Chicago Co. 

157 N. Michigan Ave., Chicago 
Zerozone Boston Co., Inc. 
167 Massachusetts Ave., Boston 
Zerozone Pittsburgh Co. 
5925 Penn Ave., Pittsburgh 
Cleveland Refrigeration Co. 
Carnegie at 40th St., Cleveland 
The Home Utilities Company 
4715 Del Mar Blvd., St. Louis 
Zerozone-Wisconsin Co. 
995 3rd Ave., Milwaukee 
Peoria Tent & Awning Co. 
611 Franklin St., Peoria 
Mayer Godchaux Co., Inc. 
718 Poydras St., New Orleans 
Leverett & Wyman, Inc. 
3315 Main St., Houston 


Zerozone-Texas Company 
1917 Pacific Ave., Dallas 


Pacific-Zerozone Company 
1505 W. 7th St., Los Angeles 


North Coast Electric Company 
329-331 Everett St., Portland 



































Simple, quiet, dependable— 


Zerozone’s finely built compressor 





T EVERY step of manu- 
facture, Zerozone is 
proved by rigid tests and 
inspections based on the 
Iron Mountain Company’s 
years of success in precision 
manufacturing. 


Part by part and in assem- 
bly — 131 different times, 
every Zerozone must meas- 
ure up to the high standard 
of performance required of 
this perfected electric 
refrigeration. 


Before it ever leaves the 
factory, each Zerozone has 
met operating demands far 
more severe than any it 
will be called on to meet in 
actual use. 





This jealous protection of 
quality is the basis of Zero- 
zone’s outstanding service 
record—only .211 of one 
service call per unit per 
year. 











Model B-7 of Zerozone’s complete 
line of self-contained units 


€roZone 


Electric Reftigeration 


IRON MOUNTAIN CO. 
939-1011 E. 95th Street, Chicago 
























































work. 


ment and remain permanent store fixtures. 


ice expense primarily the fault of design or construction. 
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What a practical Mil- 
waukee Butcher says: 


“My Excelsior is the BIGGEST little 
machine I ever saw and from what I 
know of ice machines, you surely have 
a winner. 


‘For more than a year, It has main- 
tained the desired temperature in my 
display case, has required absolutely 
no service and I am more than glad to 
recommend it.” 

(Signed) JACOB STOCKINGER 


Specialization! 


EXCELSIOR specialization in the field of commercial refrigeration has resulted in a new 
order of compact, highly efficient refrigerating units for merchant-users, giving reliability, 
durability and all-around performance never before achieved. 


Using ammonia, the standard commercial refrigerant, and incorporating proven principles, 
these sturdy units give the capacity and the quick refrigerating action required in commercial 


The merchants benefit from this specialization because they get PRACTICAL commercial 
units actually built to suit their needs—machines that will quickly return the original invest- 


EXCELSIORS insure for the dealers, their legitimate profit, safe from shrinkage due to serv- 




















Central Station Executives: 


EXCELSIOR units fill the gap 
between the domestic machines 
and the larger commercial models. 
A vast market is available offer- | 
ing attractive load-building po- 
tentialities. A sound mer- | 
chandising policy is backed by an | 
established company with ample 
financial resources and a proven 
record in the production of 
quality machines. 

















Quarter-ton Model 


27 in, ard 16 in. wide; 21 in. high 
Other models slightly larger. 















Refrigeration Division 


EXCELSIOR MOTOR MFG. & SUPPLY COMPANY 
3701 Cortland Str eet, Chicago, Illinois 
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saleability and customer satisfaction 


To meet the demands of 1927 buyers, refriger- 
ators must look clean and attractive. Seeger is 
only one of many leading refrigerator manu- 


facturers who have adopted Monel Metal 
trim because: 


1 It has a permanently bright attractive surface 
e ° ° 
—it dresses up the refrigerator. 


a Its corrosion-resistance makes it easy to clean 
. 
and keep clean. 


3. It is inherently rugged —hard to dent or scratch. 


4, It has no coating to wear off. 


Its permanent ornamental value helps sell the 


* refrigerator. 


6 Last, but not least: It is available in ample quan- 
* tities in desired dimensions, shapes and forms. 


IMPORTANT: Refrigerator buyers are recognizing 
a quality refrigerator by its Monel Metal trim. 


Monel Metal is a technically controlled Nickel-Copper alloy of high nickel content. It 
is mined, smelted, refined, rolled and marketed solely by The International Nickel 








Company. The name ‘‘Monel Metal’’ is a registered trade mark. 








THE INTERNATIONAL NICKEL COMPANY (inc.), 67 WALL STREET, NEW YORK CITY 
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These prominent distributors handle Socold for the same reason that will appeal to you. 


Julius Andrae & Sons Co., Milwaukee, Wis. 
Julius Andrae & Sons Co., Mason City, Iowa 
Carroll Electric Co., Baltimore, Md. 

Carroll Electric Co., Washington, D. C. 
Duluth Electrical Supplies Co., Duluth, Minn. 


E. B. Latham & Co., New York, N. Y. 
Pettingell-Andrews Co., Boston, Mass. 

Radio Specialy Co., New Orleans, La 
Robertson-Cataract Electric Co., Buffalo, N. Y. 
Robertson-Cataract Electric Co., Rochester, N. Y. 
Elliott-Lewis Electrical Co., Philadelphia, Pa. Robertson-Cataract Electric Co., Syracuse, N. Y 
Gilham Electric Co., Atlanta, Ga. Robertson-Cataract Electric Co., Utica, N. Y. 
Ludwig Hommel & Co., Pittsburgh, Pa. St. Paul Electric Co., St. Paul, Minn. 
Interstate Electric Co., New Orleans, La. Stubbs Electric Co., Portland, Ore. 

Interstate Electric Co., Shreveport, La. * Union Electric Supply Co., Providence, R. I. 
Interstate Electric Co., Birmingham, Ala. Union Electric Supply Co., New Bedford, Mass. 
R. M. Laird Electric Co., Minneapolis, Minn. Exporters: Arkell & Douglas, Inc., New York, N. Y. 
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He needs an incentive to make refrigeration more attractive 


for him to handle. 


He needs a plan built for him and proved successful under his 


own conditions. 


Now the dealer can handle 
electric refrigeration — 
can himself go after these 
sales with a real incentive 
in the way of profit, with 
a wider opportunity and a 
plan built upon the ex- 
perience of successful 
dealers. 


For those extra conven- 
iences and nice touches 
which appeal so irresist- 
ably to women the Socold 
is practically a model re- 
frigeration. 


For that ruggedness and 
simplicity which appeal to 
men, the Socold immedi- 
ately establishes confi- 
dence and com- 
mands respect. 





Furthermore, Socold offers 
a complete line of eleven 
models and a complete 
outfit to electrify any 
refrigerator. 


In the line and in the sell- 
ing plan which supports it, 
you will find Socold the 
refrigeration proposition 
which is the most attrac- 
tive for dealers. 


Write or wire our nearest 
distributor. 


Socold Refrigerating 
Corporation 


Sales Offices: 
437-439 Park Sq. Bldg., 


Boston, Mass. 


Factories: 


Lynn—Walpole—Lowell, Mass. 


ocold 
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THE CHEST WITH THE CHILL IN IT 





Good refrigerators help 
good refrigerating units 


STONE WHITE De LUXE 


Has a five-ply laminated wood 
exterior with white interior of 
quarried stone. It is heavily in- 
sulated with corkboard. Has 
heavy automatic trigger type locks. 
Built in several sizes in golden 
oak finish or enameled in colors 
to suit the modern kitchen. 


SUPER PORCELAIN 


Has porcelain exterior and a one- 
piece seamless porcelain lining. 
It is heavily constructed, has 
corkboard insulation and heavy 
automatic trigger type locks. Made 
in a number of sizes. 


Selling a good refrigerating unit for installation in any old 
ice box is similar to assembling an expensive motor in a run- 
down chassis. 


Give YOUR units a chance to operate at highest efficiency. 
Suggest that they be installed in a White Mountain Refrig- 
erator—and sell them the refrigerator, too. ‘Two profits. 
White Mountain Refrigerators are especially built to accom- 
modate electrical refrigerating units. The inherent cold 
retaining qualities make for less operation of the unit and 
allows a more even degree of frigidity. They are durable 
and sanitary and in every style, size and price to meet 
any purse. 


To the prospective customer the name “White Mountain” 
is sufficient to weld the sale. 


Write for information regarding agency in your city. 


The Maine Manufacturing Company 


Nashua, New Hampshire 
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Central Station Managers and Executives are interested 
vitally in the kind of appliances that go to make up the 
load they are building. If such appliances are reliable the 
load constantly increases. But if service calls and 
emergency men are constantly required—much of the load 
is not used because appliances are not operating and much 
useless expense is incurred because of necessary servicing. 


Immediately following the introduction of rubber-sheathed 
cords and cables, by us, for use on portable electric tools 
and apparatus, there developed an entirely different field 
for a smaller diameter, lighter weight cord of a similar 
type. In this new field the wear and tear on the cords 
was in no way comparable to that which portable cords 
encountered in the manufacturing and mining industries. 
It seemed entirely reasonable to use a smaller, lighter 
cord where there was little or no abrasion. 


The National Board of Fire Underwriters, in addition to 
making standards for the regular portable cord for factory, 
garage and similar service, which they called “Type S’, 
also approved a smaller cord, in sizes No. 16 and No. 18 
and for not over 300 V.W.P., classifying it as “Type SJ”, 
and specifying that it was for portable use only in offices, 


Vol.37, No.6 


























The long life— light 


cord for office and house 
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dwellings and similar places and for pendant lights in 
manufacturing plants and garages. 


Immediately after introducing TIREX Cables and Type 
S Cord we brought out TIREX SJ Cord which was ac- 
cepted by electrical and appliance manufacturers as far 
superior to anything they had previously used. 


TIREX SJ Cord has the same fine qualities that have 
made TIREX Portable Cord a favorite everywhere. 
Neither of the cords, however, should be used for heating 
appliances. 


Cleanliness, freedom from dust and fraying, smooth outer 
surface, no kinking, light weight and long life are TIREX 
SJ advantages worth considering when in the market for 
flexible cord. 


Write for further particulars and a sample piece of 


TIREX SJ Cord. 


SIMPLEX WIRE & CABLE (@ 


MANUFACTURERS 
201 DEVONSHIRE ST., BOSTON 


New York Chicago San Francisco Cleveland Jacksonville 
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You Need 
4 Things 


to make real net profits 
in Electric Refrigeration 


Champion Electro Icer distributors 
and dealers are making real money 
because every condition to make net 
profits possible nas been provided in 
the Champion franchise. 


1. Champion discounts are 
made liberal enough to cover selling 
and operating costs and leave a real 
net profit. But a wide profit margin 
alone is of no advantage unless other 
factors are right. Therefore, 


2. Champion Electro Icer 
Units have been built stronger and 
better in every part to assure customer 
satisfaction by uninterrupted service 
and to assure minimum servicing for 
dealers. Comparison will convince 
you that Champion Refrigerating 
Units are unequaled on the market 












































today for dependability and durability. 


3. Champion Cabinets cover a 
wide range of sizes and styles in the 
most popular type of quality refriger- 
ators. From the Champion line, ev- 
ery need from the smallest apartment 
to the largest household can be met. 


4. The Champion Electric 
Company builds and guarantees the 
Champion Electro Icer—a company 
internationally known, with millions 
in assets—a company that has been 
manufacturing precision machinery 
for over a quarter of a century. 


Here is every condition for building 
a successful, profitable and perma- 
nent business in electric refrigeration. 


It will pay you to write and 
learn if your territory is still 


open for the Champion fran- 
chise. 


CHAMPION ELECTRIC COMPANY 


Subsidiary Champion Shoe Machinery Co. 
3707 Forest Park Blvd. 
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The Era of Power 


N 1900 the total capacity of the electrical 
generating stations in this country was 
about three million horsepower. At the end 
of 1926 the production of electricity had in- 
creased more than ten-fold —or to 30% 
million horsepower. 


The result of this tremendous increase is very 
apparent.: Low-priced electrical power has 
made American industry supreme in the 
world. 


The electrical industry is proud to be the in- 
strumentin an accomplishment of this nature 
and is inspired by it further to perfect a ser- 
vice so widespread and so beneficial to all our 
people. 


BROOKLYN EpopIson GOMPANY 
BROOKLYN, N. Y. 
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= |) unninoWater for Rural Homes 
LN the positive load builder 


The Cullman Electric Pump Drive gives Central 
Stations the means of securing new rural revenue at 
once and of gaining a much closer relationship with 
rural homes. 

















The Cullman Electric Pump Drive is an exceptionally 
well made machine, easy to install and exceptionally 
simple of operation. 





No servicing troubles are attached. 


The Cullman Electric Pump Drive ends the rural 
water problem in a most satisfactory way. It can be 
successfully featured by your merchandising depart- 
ment. 


Once installed and in operation the Cullman Electric 
Pump paves the way for the sale of washing machines, 
ironers, etc. 


Here is an ideal merchandising proposition that every 
Central Station should investigate. 


CULLMAN WHEEL COMPANY 


Electric Pump Drive Division 
1351 Altgeld Street, 
Chicago, Illinois 





This pump Drive requires no foundation. It is looped to 
the pump body or well casing. The only power it exerts 
is on the pump body or well casing to pull it apart in 
straight line when lifting the plunger. It will operate in 
all kinds of weather—can be used indoors or outdoors. 
for deep water or shallow wells. 



























































Servel Model §-7 
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ervel Model S-7 illustrated on reverse page in full color. 7 cu. ft. food storage capacity. 


JISTINCTIVE beauty and simplicity in design, so com- 
| pletely exemplified in the current series of Servel 
PY fi| electric refrigerators, reflect the high degree of 
engineering soundness and skilled workmanship 
attending every step in Servel manufacture. From 
the rigid interior frame of selected oak to the outermost coat 
of genuine air-dried Duco—steadfast adherence to quality is the 
guiding consideration. Servel is built for greater refrigerating 
efficiency, longer life, fewer service demands and increased 
satisfaction to the ultimate purchaser. 











Enthusiastic recognition of Servel quality by discriminating 

buyers everywhere emphasizes the significance of the follow- 

ing fact: Servel is sold and serviced by more electric light and 
power companies than any other refrigerator. 
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SERVEL MODEL S-5 SERVEL MODEL S-10 


Illustrating correct arrangement of food in 5 cu. Illustrating beauty and simplicity of exterior. 
ft. capacity. 10 cu. ft. food storage capacity. 


SERVEL CORPORATION 
51 East 42nd Street, New York 


CHICAGO - ATLANTA BOSTON - DALLAS 
SALT LAKE CITY SAN FRANCISCO 
SEATTLE DENVER 





LOS ANGELES 
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Whata range/ 


1 Operates from wall outlets 


_ 2 Cookswith super-heat speed 


Doubles and trebles Your Market 


3, Occupies no more room 


than a kitchen chair 


4 Costs no more than a 
good vacuum cleaner 


LECTRIC ranges have been on the market 
for years but up to now there has never 
been @ satisfactory range at a popular price. 


That’s why the Wilwear Super-Heat Range 
doubles and trebles your prospects for range 
sales. At last, there is a range that belongs in 
the same popular sales class as washing ma- 
chines and vacuum cleaners. 


Here are the reasons behind this very im- 
portant statement ; 


Speed — The Wilwear, although operated from wall outlets, 
cooks anything any stove can coo 
with super-heat speed. 


First Cost ~The Wilwear sells 
complete for $59.50—no more 
than a good vacuum cleaner. 


Convenience —The Wilwear oc- 
cupies no more room than a kitch- 
en chair. No home is too small 
to be without it, — no home too 
big but that it makes an ideal ex- 
tra range for cool, clean econom- 
ical cooking. 


4-Way Turnover—But the big- 
gest sales feature of the Wilwear 
is its “4 Way Turnover”. Here is 


THE SUPER-HEAT 





= 
= 





SUPER-HEAT-PLATE 


Of pearl-grey porcelain; two heating units; 
one giving heat at 440, 660 and 1100 watts 
for high-speed cooking in half the time. Re- 
versible switches prevent overloading. 








a range that is unique in that you can sell (1) 7 the 
Super-Heat- Plate; (2) the oven alone; (3) the oven and base 
together; (4) or all three in combination. 


eAn Ideal Load-Builder 


You can readily see why the Wilwear widens 
your range market. It educates your customers 
up to a complete electric range. 


Many of the biggest public utility companies 
are profitably pushing the Wilwear. They see 
in it a quick seller that builds up the load four 
to five times faster than most appliances. 


To interested marketers of electric appliances, 
we will gladly send an illus- 
trated broadside that tells 
the complete Wilwear 
story, and explains in de- 
tail the advertising cooper- 
ation offered. Write for 
your copy today. 


RISDON MFG. CO. 


Waterbury Branch: 
WATERBURY, CONN. 


200 Fifth Avenue, New York 
53 W. Jackson Blvd., Chicago 


ELECTRIC RANGE 
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ESTINGHOUSE 
ELECTRIC 
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* It means, first, that the sale of electric ranges will build a profitable 

load for the central station. Here is a potential load market that has 

# hardly been scratched; the more electric ranges sold, the more profit- 
| able is the load. That fact has been established by the report of the 
Domestic Cooking and Water Heating Committee of the N.E.L.A. 


The Westinghouse Range Plan book puts within reach of every com- 
mercial manager a proved method of getting the most out of this 
highly profitable and practical appliance. A Westinghouse man 
will show you this Plan Book, go through it with you and develop 
campaign plans specifically designed to fit your territory and your 
local conditions. 














Once you have seen the Plan Book and had it explained by your 
Westinghouse representative, you will realize the unusual extent of 
cooperation offered to make your range campaign 
a success. In one handy volume, it presents 





































It is .. complete campaign literature, mailing pieces, 
. newspaper advertisements, suggestions for pre- 
time. . miums, sales stunts, salesmen’s contests — every- 
for the . thing in advertising that means putting over a real 
power . range campaign in your territory. 

industry Make your plans with Westinghouse. Sell West- 
a inghouse ranges, and build a profitable load. 
sell. . . 

Westinghouse Electric and Manufacturing Company 

ranges ™ Merchandising Department 





Mansfield Works MANSFIELD, OHIO 
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Visitors — 


Of course you'll be busy during your 
visit to the greatest convention in the 
history of the association. Lots to see 
—lots to learn—lots that will affect 
your profits during the coming season. 
That’s why we urge you not to miss 
our special display of L & H Electrics. 
Find out why they’re the popular 
choice. 


Make a memo of the location— 


Booths 326—328 






































In addition to the articles 
shown here, our line of 
Electric Appliances 
also includes: 


Hot Plates 

Curling Irons: 
“Turnsit” Toasters 
Heaters 

Urn Heaters 
Heating Pads 
Irons 

Air Heaters 
WaMe Irons 


q 
4 
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ELECTRIC 


TRADE MARK 


~ Half Sold 
from the Start 


When you stock L&H Electrics Ranges and Appliances, 
half your selling problem is solved at the start! Thus 
quicker turnover and bigger profits will be yours. 


L&H Electrics products are backed by a 40-year repu- 
tation for sturdy construction and efficient operation. 
Extensive national advertising keeps the public in- 
formed of the superiority of L&H Electrics Ranges 
and Appliances. 


For example, customers now demand these outstand- 
ing features found on L&H Electrics Ranges—Full 
Automatic Time and Temperature Controls, rust- 
proof porcelain enamel finish, one-piece ovens with 
rounded corners. Moreover, we have a wide choice of 
sizes and styles, suited to any requirements. 


And here’s another sound reason why you will benefit 
by stocking L&H Electrics products. Your servicing 
will be reduced to the very minimum—and your profits 
left clean and whole. 


A little investigation will convince you. Write today 
for detailed information. 


A. J. Lindemann & Hoverson Co. 
1245 Cleveland Ave., Milwaukee, Wis. 


Branches at 
Long Beach Bldg., 405 Lexington Ave., New York, N. Y. 
L&H Bidg., 2626 W. Washington Blvd., Chicago, III. 
1636 14th Street, Denver, Colo. 
715 Bryant St., San Francisco, Cal. 
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I HIS is the biggest Everhot year! 
Everhots made a record in 1926. 
They’re breaking it right now. 


*Way ahead in the East. Big success 
in Middle West. .Two carloads in two 
months for Southern California. 500 in 
five days in Phoenix. 


There are plenty of reasons: 


Fverhot 


At Booth No. 258 
N. E. L. A. Convention. 


1. The product is a great big value— 
striking design—durable, rich looking 
construction—bright nickel finish. 


2. Every woman wants it just as soon 
as she sees it. Does real electric cooking, 
baking, roasting and stewing. Has two 
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heats. Uses light socket current. 


Cooks fast. 


3. Great summer appeal. Like a 
thermal jar keeps food hot or cold for 
picnics. Freeze ice cream in it. Won- 
derful for summer cottages where the 
only other fuel is coal oil. 

4. Practical equipment included. 
Two aluminum pans with self-locking 
covers, lifting tongs—instructions. 

5. Price so low as to be startling 
so low as to make a great big special out 
of an Everhot campaign. 

6. A campaign plan so complete that 
it does everything but deliver the goods. 
Ask us about it. 


The Swartzbaugh Manufacturing Co. 
Toledo, Ohio 
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Model R.A. 200 with extended 
legs. For permanent install- 
ation wall brackets available. 


Fverhot 




















N. E. 


L. 


At Booth No. 258 
A. Convention. 
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Model R. A. 100 


iene your current load with 
the appliances you sell. Great! But 
sell them at a real merchandising profit 
too. 


The Everhot Wall-outlet Range builds 
a cooking load. It uses a maximum of 
current permissible on a properly in- 
stalled baseboard or wall-outlet under 
the Underwriters’ present rules. 


Its efficiency in the use of current 
makes it popular where no special heat- 
ing rates prevail. It toasts, broils, 
bakes and roasts, boils and fries—and 
it does these things fast. It’s en- 
tirely practical so it’s sure to be used 
regularly. 


Vol.37, No.6 





Then, too, the margin of profit is big 
and the sales resistance low. 


In many localities Everhot can be 
bought for the installation charges of a 
larger range. It affords the conven- 
ience of electrical cooking at an opera- 
ting cost every home can afford. 
Tenants buy it because it can be moved 
so easily. Ideal for summer cottages. 


Throughout, its design and con- 
struction is the best. Heating ele- 
ments of heavy nickel chromium wire 
porcelain mounted. Heavy steel body, 
oven lined with rust resisting metal. 
Well insulated. Finished in a harmoni- 
ous gray, bright nickel trim. Many 
special features. To show it is to sell it. 


The Swartzbaugh Manufacturing Co. 
Toledo, Ohio 
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Everhot Table Stoves come in 
six models. Above the popular 
T-2—two heats, two burners. 





The little ‘‘Everhot Special’ 
so called because it issooften 
used in special sales. Start- 
lingly priced. 


Fverhot 


At Booth No. 258 
N. E. L. A. Convention. 











|, is the sincerest form 
of flattery.”” We have been most sin- 
cerely flattered. 


Those hot plates recently introduced, 
which Jook so much like Everhot Table 
Stoves go far to emphasize our standing 
with the trade. 


But imitators must suffer the burden 
of comparison. Everhot Table Stoves 
are covered by patents allowed and 
pending. The real, intrinsic features 
of Everhots can’t be copied. 


The design, for instance. More than 
beauty here. Everhots have a practical 
arrangement of the frame and standard 
that keeps the legs cool at all times. 
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Heater switches — Appliance cord 
and plug — Insulated feet — Fibre 
tipped. 


The exclusive Everhot element—uni- 
form heat over the entire surface— 
longer life, better cooking. Exclusive 
frame construction—strong enough to 
support 200 pounds dead weight with- 
out strain. 

General appearance only will not 
equal Everhot popularity. The tre- 
mendous sale of Everhot Table Stoves 
is due to a lot more than merely good 
looks. 

There isn’t any even nearly ‘‘just as 
good.”’ 


The Swartzbaugh Manufacturing Co. 
Toledo, Ohio 
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Some Features of Peninstiigsst= 
Full Porcelain enamel—white, grey and black 4 
Cast iron — cooking top— oven door frame —s 

strength where strength is needed. 
Oven porcelain enamel—inside and out—can’t rust. 
Two inches mineral wool insulation, all around oven. 
Peninsular Roller oven door catch—can’t cause trouble. 
Oven heat closely regulated by thermostat—optional with clock 
to turn on heat at pre-determined time. A 
All heating units made by best manufacturer we could find. You 
have replacers in your own stock room, 
These are just some of the high spots—The rest of the story is 
just as good, send for it. 
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Excellent Dealer Resale Proposition DETROIT, h 
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6 When the Anvil Chorus 








meets over a Rubber of 
muidae 
—e 


FTER the latest chew of gossip is masti- 

cated, husbands disparaged, and the 

servant problem attended to, domestic con- 
veniences come in for treatment. 


The ladies discover that Mrs. Smythe, bell 
wether of the flock, has just bought a 
Peninsular Electric Range. Mrs. Smythe is 
enthusiastic, and uses her enthusiasm to dig 
a little at her dear sisters who haven’t them. 


It’s a sales set up that can’t be beat. One 
range sold to the right lady in a neighbor- 
hood group will inevitably sell five, ten, even 
fifteen more at once—if it is a really good 
range. 


It requires only a casual look at the 
Peninsular Range to know it is good. It isa 
range you'll be proud to sell, as we are proud 
to make it. 
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STOVE CO. 


MICH. 








Don’t Forget— 
See Peninsular Stoves at 
N. E. L. A. Convention, 
Booth No. 235 
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BUILT TO SELL 
~and stay sold! 


4 in Coupo,, 








HERE’S a greater demand for 
electric ranges than ever before— 
be ready to meet it with a real product 
that gives you a long discount, and sells 
at a price low enough to interest every- 


body! 


Durable grey enamel finish, beautiful 
— efficient — everlasting. Full sized 
oven—lined with heavy gauge alumi- 
num—well insulated—thermostat heat 
control. Heating units “chromel A” 
wire throughout, 1,000 watt surface 
units, 1000 watt oven unit. 


Models to suit a// your trade, prices to 
fit their purses, quality to build confi- 
dence, and dealer discounts that are 
right. 


Rush that coupon along! 


The Frugal Electric Mfg. Co. 


2249 Beechmont Ave. 
CINCINNATI, OHIO 








THE FRUGAL ELECTRIC MFG. CO. 
2249 Beechmont Ave., Cincinnati, Ohio 


Send me full information and dealer 
Proposition on your electric ranges 
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—— A Broader Market! 


OURTEEN million homes in the United 

States without electric cooking appli- 
ances! Actual tests in the field prove that 
Armstrong quality merchandise has a big 
‘market waiting to be sold. 





Armstrong has developed a new selling plan 
that opens the way to a broader market and 
faster turnover. 


Based on careful analysis of market conditions 
and study of the buying trend, this plan is 
well organized, complete in every detail and 
ready for you to put into action. 


Come into the Armstrong Kitchen at the 
N. E. L. A. convention at Atlantic City and 
get your portfolio showing the new profit 
plan and how it works. 


The New Armstrong Selling Plan awaits you at the Armstrong Kitchen, 
Spaces 117-119, N. E. L. A. Convention, Atlantic City, June 4-10, 1927. 





The Armstrong Manufacturing Company 


Huntington, West Virginia 
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Time and Temperature 


The electric range is the load builder. Its 
greater use can be the important factor in ad- 
ditional load building. With satisfactory rates, 
public utilities can increase current consump- 
tion and sales of ranges, both of which will re- 
turn a profit. 


The range sells the load and control sells the 
range. Perfect, reliable control, eliminates ser- 
vice, increases confidence and good will among 
users of electrical appliances. “Diamond H” 
Heater Switches and Time and Temperature 
Control equipment have long been standard on 
the world’s leading electric ranges. 

Besides the countries represented on these 
pages, Japan, Belgium, China, Australia, Den- 
mark and Sweden look to ‘‘Diamond H” for 
their control equipment. 
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Heater Switches Wee 


Control Equipment 























“Diamond H” Heater Switches have long been 
standard on most of the electric ranges and ap- —— 
pliances in this country. Mr. Gerald W. Hart , 
was a pioneer in the development of heater 
switches and has kept steady pace with the needs ; P: 
of the industry as it developed, so that manu- — a 
facturers naturally look to “Diamond H” for A DOOMN | 
perfect and reliable control equipment. ‘“Dia- ~ \e GOG00C Sa all 
mond H” assures the manufacturer dependa- 2 nl 

bility, eliminates servicing for the Central 
Station and gives complete satisfaction to the 
user of ranges or appliances. 

Our manual on heater switches is most com- 
plete. A copy sent on request. 





United States 











THE HART MANUFACTURING CO. 
HARTFORD, CONN. 


New YorRK BOSTON CHICAGO TORONTO, CANADA 
LONDON, PNGLAND PARIS, FRANCE OSAKA, JAPAN OSLO, NORWAY 





















Norway 


DIAMO 

















ELECTRICAL MERCHANDISING Vol.37, No.6 





GOooD 
Another 


The J. L. Hudson Company of Detroit is the third largest depart- 
ment store in the United States. That position indicates their 
ability as merchandisers—the ability to sense what people want, 
and sell it at a profit. 





Their opinion of electric heating appliances as desirable merchan- 
dise is significant. Mr. John J. Henry, Manager of their House 
Furnishings Department, says he likes to sell heating-appliances 
because there is a consistent demand for them, and because the 
saturation point is so far removed. And further, he says, they 
give such splendid service, fill such an intimate place in home life, 
that they help to make friends for the J. L. Hudson Company. 






ie 
‘MEANS ELECTRIC HEAT 
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Mr. Henry recognizes that this favorable situation has come about through 
ir the successful development of the nickel-chromium heating elements. He is 
t, not technically familiar with Chromel. But his sources of supply are. They 
know that Chromel makes reliable heating elements and they are willing to 
entrust the good reputation of their devices to it. £o, may we not say that 
i Chromel contributes to the goodwill of the heating appliance manufacturer, 
e and also to you, the dealer. 


HOSKINS MANUFACTURING COMPANY 


le 
4445 Lawton Avenue, Detroit, Michigan 
y New York Chicago Cleveland Boston San Francisco 
B; Grand Central Terminal Bldg. Otis Bldg. Leader News Bldg. ParkSquare Bldg. 1151 Market Stree: 


Canadian Representative: Hiram Walker and Sons Metal Products, Ltd., Walkerville, Ontario 
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71 SALES IN ONE DAY 


The Greatest of All Records— 
Practically 50% of Inquiries 
Developed Into Sales 


Recently, there came to the offices of Sunny 
Line Appliances, Inc., Detroit, Michigan, a 


telegram from the Potomac _ Electric 
Appliance Company, Washington, D. C., 
which read: “Sold _ fifty-five Sunnysuds 


Washers before noon. Get a carload off right 
away. Will sell one hundred and fifty this 
week.” A few days later this telegram was 
followed by a letter which proved that the 
morning record was by no means accidental. 
A total of seventy-one Sunnysuds Washers 
was sold. 

Although this is one of the greatest 
records established by Sunnysuds Dealers, 
it is not an isolated one. In the files of 
Sunny Line Appliances, Ine., is evidence 
that proves the acceptability of this washer 
the country over. 


Three Big Factors 

The Potomac Electric Appliance Company 
acknowledges that three big factors were 
outstanding in accomplishing its remarkable 
one-day sales record. First came a liberal 
advertising campaign that had appeared in 
Washington newspapers for some days pre- 
vious. The influence of this advertising was 
felt in a growing volume of daily business, 
culminating in the record described above. 

The second factor is the able management 
of the Potomac Electric Appliance Company’s 
resale organization. Many of its salesmen 
are thoroughly experienced in retailing elec- 
trical appliances, and came to the Potomac 
Electric Appliance Company with very out- 
standing records of success already behind 
them. 


The third factor acknowledged by the 
Potomac Electric Appliance Company is 
the helpful co-operation given freely by 


Sunny Line Appliances, Inc., by supplying 
liberally advertising and sales promotion 
material. 

Sunnysuds Sales Mounting 

There was a great deal of interest aroused 
at the Potomac offices when the New Sunny- 
suds Washer was announced a few months 
ago. That this interest was well justified is 
Proved by the fact that since they began 
selling this machine their sales have been 
growing steadily. They are looking forward 
to duplicating and surpassing the seventy- 
one record very shortly. 

Because of its rapid washing action, the 
New Sunnysuds is constantly finding greater 
favor with Washington housewives. But in 
Spite of its speed washing ability, this 
Machine is exceptionally easy on clothes. 
Dainty laces and lingerie can be trusted to 
it with the same confidence that sheets and 
towels are. 

In addition to this distinct superiority, this 
new washer has fifteen other distinct super- 
lorities, every one of which is a very force- 
ful selling talk in itself. 
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Electrical Appliance Co., of Pitts- 
burgh, Now Selling Sunnysuds 


For seven years the Electrical Appliance 
Company, of Pittsburgh, had been selling a 
competitive washing machine. Recently, they 
decided to sell the Sunnysuds exclusively. 
Such a_ radical change, naturally, was 
accompanied by doubts. However, after a few 
weeks of handling the New Sunnysuds, Mr. 
Fred Dennis sends us the letter which is 
reproduced here. Their former sales quotas 
have been regained, and with this amazing 
washer are pushing on toward even greater 
records. 





ELECTRIC APPLIANCE COMPANY 


ACO BUILOING aw 216 PENN ave 


Pitrescrou. Pa. 
May 2, 1927, 


Sunny Line Appliances, Ince, 
Detroit, Michigan. 
Attention; Ur. Fred Setulske, Jre 


Dear Mr. Sebulake: 
We have just unloaded our eighth car of the New SUMIYSUDS. 


Since April first, we have sold in our territory over siz 
care of these machines and, from the reporte brought in by 
our road men, the Hew SUNNYSUDS is being enthusiastically 
received every places 


You will be interested in mowing that out of 156 machines 
sent out to that many dealers for inspection, we have had 
but 2 returned, 


Our washing machine sales for April were greater than any 
previous record for many months and we expect that our sales 
for the month of May will top our April record by at least 


pe 


You know, seven months ago when we received our first sample 
washer, we were somewhat skeptical, but, after receiving the 
unqualified endorsement of a mmber of our Pittsburgh customers, 
all doubt concerning the Yew SUMUYSUDS was removed, 


In my nine years’ experience in the electrical appliance field, 
I have never wit: 4 so much displeyed by our sales 
staff, now consisting of over seventy-five mene 





As our Sales Manager, Mr. H. 3. Newbold, expresses it - the Jew 
SUMUTSUDS hae individuality and stands in o class by itself. 


All of our boys are so enthusiastic, that I feel perfectly safe 
in asking you to double our quote for 1927, ami I think we will 
even vest that. 





Pred Dennis:kQ 
Dictate4 May 21, 1927. 





The Electrical Appliance Company has a 
retail organization of 75 people, and expects 
to do a business of 1,000 machines a month 
before the next 30 days have passed. 

Before taking over a franchise for the 
sale of Sunnysuds Washers, Mr. Dennis in- 
vestigated this washer very thoroughly. 
From E. Tortoiseshell, 61 Van Houten St., 
Paterson, N. J., he received a letter as fol- 
lows: “In reply to your letter regarding the 
Sunnysuds Washer, I know there is no 
better. The public like it so much that we 
are selling them just twice as fast as we 
sold other machines. I can find no real objec- 


(Continued on Page 4) 








PLANS BEING MADE FOR 
NATION-WIDE INTEN- 
SIVE DEVELOPMENT 


Nationally-known Business Men 
Now Associated With 
Sunnysuds 


Six years of steady progress have laid a 
secure foundation for the manufacture and 
distribution of the Sunnysuds Washer. Since 
the time when the first Sunnysuds was made 
and sold there has been a constant demand 
for this amazing washer. 

And a few months ago, when the New 
Sunnysuds was put on the market, there was 
a decided increase in demand. In fact, the 
entire situation took on so promising an 
aspect that it attracted a group of financiers 
and business men. These men are now 
closely ussociated with Sunny Line Ap- 
pliances, Inec., and will not only lend it 
sufficient capital to carry out an enlarged 
Inanufacturing program, but will also ac- 
tively engage in a nation-wide intensive 
development of Sunnysuds retail outlets. 

They are bringing into this company the 
necessary advice and counsel which they 
have gathered from their past years of most 
successful business operation. 


Men Well Known 


A few of the men connected with this 
undertaking are: Mr. EF. R. Curtin, Presi- 


dent of the Lima Trust Company; Mr. L. A. 
Larson, Vice-President and Treasurer of the 
Lima Locomotive Works; Mr. J. HE. Galvin, 
President of the Ohio Steel Foundry Com- 
pany; Mr. HW. L. Breckenridge, President of 
the Superior Body Company. 

The addition of these men to the Sunny- 
suds organization puts it in an unusually 
strong position. The assistance of these men 
should enable the company to occupy a lead- 
ing position in the industry at a very early 
date. 

The additional capital brought in by these 
men will enable the company to carry out 
its plan for large manufacturing operations. 
3ut more important is the fact that they will 
provide a well-rounded organization with 
unusual manufacturing and engineering 
experience, together with financial acumen. 


A Valuable Nucleus 

The nucleus of the present company con- 
sists of a manufacturing and sales organiza- 
tion, backed by six years of noteworthy 
sucoess und experience. Adding to this 
nucleus the combined aid and experience of 
the men noted above makes Sunny Line 
Appliances, Ine., one of the most sound and 
powerful companies in the electrical ap- 
plianee field today. 
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SUNNYSUDS ENTERS 7TH YEAR OF 
ELECTRIC WASHER PRODUCTION 


Backed by Six Years of Steady 
Progress—Production Plans 
Being Made Will Eclipse 


All Previous Records 


Probably the first glimmering of the Sunny- 
suds idea came to its originator, Fred C. 
Sebulske, in 1920, when he realized that 








there was an extensive market for an electric | 


advance of those being sold at 
that time. His experience in the electrical 
appliance industry was co-ordinated with 
that of successful appliance engineers. By 
their combined efforts a washer was designed 
that embodied many superiorities over other 
washers. 


washer in 


First Sunnysuds ‘‘Born”’ 

For some time afterward, Mr. Sebulske 
“ontinued his services with the company he 
was associated with at that time. But the 
Sunnysuds idea became so persistent that he 
felt it advisable to resign, in order to devote 
all of his time to its development. 

Months passed, during which his own 
money and his own time were spent without 
recompense, in order to build his ideas into 


an actual, workable product, practical in 
every detail. And out of his efforts came the 
Sunnysuds. 


That was in 1921. Production began on 
June ist. At that time there were approxim- 
ately 112 ‘makes’ of electric washers on the 
market. Practically all of them had been in 
business for years. Some had been soundly 
established even before the day of the elec- 
trie washing machine. 

Yet, within five years, the Sunnysuds had 
exceeded, in volume of sales during this 
period, nearly one hundred of these 112 
“makes” which were being sold when Sunny- 
suds entered the field. During these five 
years over 70,000 washers were produced. 


A New Sunnysuds 

A few months ago a New Sunnysuds was 
announced. This new washer embodies all 
of the improvements that had been developed 
by Mr. Sebulske and Sunnysuds engineers 
over a period of many years. Household 
appliance experts have declared it to be fully 
five years ahead of any other washer on the 
market. 

These facts have been very forcefully 
proven by the rapidity with which the New 
Sunnysuds has been accepted by the women 
of the country. Since the first days when 
this new washer was placed on the market. 
it has been necessary to step up production 


a number of times to take care of the 
demand. 
New and ultra-modern machinery and 


equipment have been installed in the Sunny 
Line plant, until today it is able to manu- 
facture 36,000 units a year, with provisions 
at hand to increase that capacity to well 
over 40,000 or more. 


Careful Supervision 

In spite of. this large volume of produc- 
tion, every unit that passes through the 
modern plant is carefully supervised, in- 
spected and checked in order to insure per- 
fection in every detail. This is well justified 
because it cuts servicing to a very small 





minimum and practically eliminates this in- 
road into the dealer’s profits. It also makes 
satisfied customers and builds good will. 

Into every New Sunnysuds goes the very 
best material money can buy. Nothing is left 
undone to make it a truly remarkable 
washer in every detail. 


Greetings, N. E. L. A. 


On this 50th anniversary of the National 
Electric Light Association, the Sunny Line 
organization joins in extending to you its 
sincere congratulations for the success with 
which you have inspired and influenced the 
entire electrical industry. It is our fondest 
hope that you will continue with the same 
marked success that has been a part of your 





| previous undertakings. 





Bill Buys a Machine 


By C. 8. KINNISON 


Bill was a fellow who worked by the day— 
And not very big, I am sure, was his pay. 

And, too, he was married—and as you'd suppose, 
He'd two little kiddies for whom to buy clothes. 


But William was thrifty and after a while 
Of nickels and quarters he garnered a pile, 
With which he was planning, as many men are, 
At some time or other, to purchase a car. 


And Bill was one fellow who needed a car— 
The road to the factory was weary and far. 
The place he was living was far from the noise, 
For the sake of the wife, and the two little boys. 
No street cars, or buses, were handy, and so 
Bill walked to his work through the rain and the snow. 
But Mary, his wife, had a time of it, too— 
She also was weary when her day was through. 


For instance, her washings she scrubbed on a board— 
A washer was something she couldn't afford. 
But yet, uncomplainingly, she tussled along, 
And William was greeted at night with her song. 
And then came a day when his wife became ill, 
And some of her duties then fell upon Bill, 
Including the washing that had to be done. 
He smiled, as he started and thought it was fun! 


He tackled the job with a will and a grin, 
But shortly the skin on his knuckles grew thin— 
His back became weary, his breathing was short, 
And every so often he'd cuss with a snort! 
And when he had finished, he said with a sigh 
To Mary: (Dy golly, we're goin’ to buy 
A Washin’ Machine, sir! You need it, by far, 
A mighty lot more than I’m needin’ a car!” 
Detroit Times. 


12,000 Sunnysuds Sold in Detroit 
in Five Years 


Undoubtedly one of the greatest washing 
machine sales records in the Detroit district 
is that held by Sunnysuds—12,000 washers 
in five years. It is problematical if any 
other electric washer, in its first five years 
in this market, can boast a record that even 
begins to compare with this. 

At the present time, sales in the Detroit 
district are made and handled by the Peoples 
Outfitting Company. The progress made thus 
far by this company points to even greater 
records. during the present five-year period. 

Constant development has made the Sunny- 
suds the best-known washer in this market. 
With the name of the Sunnysuds are asso- 
ciated. thorough, easy washing, and econom- 
ical, uninterrupted service, two things that 
make for Sunnysuds popularity in every dis- 
trict where it is sold. 
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By Frep SEBULSKE, 
Vice-President in Charge of Sales 


Isn’t it most interesting to listen to the 
predictions that come annually from the 
mouths of conservative business men that 
the electrical appliance industry will soon be 
oversold due to the intensive development of 
its markets? Such predictions have not been 
unknown ever since the first days of the 
electrical appliance industry. The same 
thing happened in the automotive field. 
Cries of saturation have been issued time 
and again for the last five or six years, and 
yet the industry keeps on building an in- 


creasing number of automobiles during every 


twelve-month period. 

A careful study of the electric washing 
machine market in this country alone shows 
that there are 25,000,000 homes. Only 
14,500,000 are now wired, leaving 10,500,000 
which are not wired. Of this total only 
3,500,000, approximately, have electric wash- 
ers. This is a condition in the industry after 
years of intensive development. 

It is even more interesting to consider that 
of the 1,300,000 homes wired in 1925 only 
725,000 were sold washing machines. Thus 
not only is the potential market sufficiently 
large to take care of production for a great 
many years, but the annual production does 
not even begin to supply the annual potential 
demand. 

A careful consideration of these facts and 
a thorough analysis of the present market 
has convinced us that the time was ripe for 
increased production of Sunnysuds Washers, 
and a more intensive development of sales. 
We have launched a program that will carry 
out these two facts most successfully. In 4 
few years the Sunnysuds will be established 
as one of the first leaders in the industry. 


There was once a dealer who laughed at 
a farmer for starting to harrow a ten-acre 
field with a curry-comb. That same dealer 
was trying to cover a city of 20,000 with 4 
gang of one salesman. 


_ There may be cheaper machines than the 
New Sunnysuds. There used to be cheaper 
automobiles than the Ford. 
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ever Before in Electrical Appliance 


istory a Washer With All These 


merry SR 


dvantages | 





The New Sunnysuds contains all the features that have been de- 


veloped in our laboratories over a long period of years. 


Its many 


superiorities place it fully five years ahead of the electric washer 


market. 


This remarkable washer is backed by a sales plan of dis- 


counts and co-operation that makes the New Sunnysuds one of 
the most attractive propositions in the field today. Match these 
advantages, if you can. 


onan nb WO WY 


The New Sunnysuds washes a 
batch of soiled in in five 
minutes. It is built for rapid 
washing, and it does this to per- 
fection. 


Notice the exclusive octagon 
shape. The eight sides and eight 
corners guarantee maximum — 
— and more thorough was 
ng. 


Has fewer moving parts than any 
other washer. And every piece 
that goes into the New Sunnysuds 
is carefully tested for strength 
and accuracy. 


The heavy copper tub is silver- 
gray enameled outside, andnickel- 
plated inside for longer life and 
easier cleaning. 


Cover can be lifted off while the 
machine is _—s and clothes 
can be lifted out for inspection 
without stopping the washing 
action. 


A large drain permits rapid em 
tying. A soapy cloth once over the 
inside, rinse, and the job is done. 


The wringer mechanism is the 
same as has met the rigid tests of 
ve years of service on Sunnysuds 
ashers. It has proved itself 
without equal. 


This hea, rhasa eens 
pressure, fixed at the factory, and 
will wring a sheet as easily and 
— as it does a handker- 
chief. 


7 

10 
11 
12 


13 
14 
15 
16 


All moving parts and gears run 
smoothly and silently in lubri- 
cants. They are SELF-OILING, 
and will require no attention for 
years to come. 


The direct shaft drive means free- 
dom from belt troubles—and 
freedom from’ troubles means 
freedom from expensive repairs 
and adjustments. 


The wringer can be completely 
dis-assembled in five secon 
without loosening a single bolt or 
— Every part is easily acces- 
sible. 


An automatic safety switch is 
there = work with unfailing = 
curac time of need. 

switch is oad the high Sunny line 
Standard. 


The frame work is pressed steel, 
which gives unusual lightness to 
the New Sunnysuds, combined 
with great strength and rigidity. 


The moving parts ride on tem- 
red and finely-adjusted ball 
earings, which are continually 

and completely covered with a 

lubricant. 


The New Sunnysuds is finished in 

permanent silver-gray enamel, 

= cleaned and a bright 
utiful machine. 


Weighs less than any washer of its 
capacity, yet has strength to spare 
in every part. It will stand many 
years of heavy service. 




















SUNNY LINE APPLIANCES, Inc., Detroit, Michigan 


Canadian Factory: Onward Manufacturing Company, Limited, 
Kitchener, Ontario 


A limited number of Sunnysuds Franchises 
are still open. Write now, before the fran- 
chise for your territory is taken 


ew Sunnysuds 


WITH OCTAGON COPPER TUB 
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| LIMITED NUMBER OF TERRITORIES OPEN 


Contracts Now Being Closed—Get 


Your Application in Now 


The sales organization of the Sunny Line 


Appliances, Inc., has been developed very 
carefully. Consequently there has been no 
duplication of territories. There has been 


no dissatisfaction in its retail organization. 
The policy of this company alwuys has been 
“a satisfied dealer and distributor.” 





Up to the present time production has been | 


curtailed and held down purposely in order 
that a solid distributing organization could 
be built. It has always been a realization 


of this company that a small but satisfied 
resale organization is much more valuable 


than 2 large, intensively developed organiza- 
tion that is built in a short period of time 
and does not have every opportunity to get 
its feet planted on bed rock. 

The development of this policy necessarily 
has left a number of very desirable terri- 
tories still open. Contracts for these terri- 
tories are now being closed. Applications are 
being received and are being given prefer- 
ence only in the order in which they are 
filed. 

Distributors and dealers who are interested 
in the Sunnysuds resale plan will. find it 
much to their advantage to get complete de- 
tails as soon as possible. This plan is one 
of the most attractive propositions in the 
industry, Not only is it backed by a= very 
efficient, thorough, and well-built) washer, 
but it also takes in an arrangement of dis- 
counts that have been finding immediate 
favor amongst men associated with the elec- 


trical appliance field for many years. 
It should be interesting to dealers and 
distributors to note that a number of men 


who have been handling competitive washers 
for long periods of time have changed 
Sunnysuds. Since taking on the Sunnysuds 
practically all of them report immediate in- 
creases in and brighter) prospects of 
the future than they had ever realized with 
any other machine. 


sales 


We urge those interested to get in touch 
with Sunny Line Appliances, Ine., Detroit, 
Michigan, us soon as possible. Immediate 


action will gain preference when a considera- 
tion of the territories still open is brought 
about. 


Electrical Appliance Co., of Pitts- 
burgh, Now Selling Sunnysuds 


(Continued from Page 1) 


tions to the machine. Before 1 took it over, 
I tested it in every way that I knew of. 
~“~T do not know how long you have been 
handling them, but we are selling them for 
four months and IT wish it had been four 
years, because the thing is a wonder.” 

John E. Bouchard, of the Home Service 
Co., Passaic, N. J... wrote as follows: --*We 
have sold quite a number of Sunnysuds 
Washers and our customers are pleased and 
satisfied. We have had little or no service 
yet, and we frankly believe that this 
condition will continue. 

“Qur public has responded to the extent 
of our sales effort. which gives us 
reason to believe that we are in for 
real business.” 


as 


some 


to | 


every 











A Few Samples of 
Business Getting Dealer Aids 





Let Your Own Eyes Tell You 













paunet Hoe \ 
¢ ew Sunnysud 


WITH OCTAGON CcoPPEnA Tus 


Phen 





At the left is shown a group of newspaper 
ads recently prepared to advertise the 
Sunnysuds Washer. These ads are pre- 
pared in various sizes, from 1 col. 5” to 
half pages and full pages. This type of 
advertising has been very successful in 
marketing Sunnysuds Washers in the past 
and will be followed in the future. 


In addition to newspaper ads, we have 
prepared a series of folders that carry the 
complete story of the Sunnysuds Washer. 
These folders are very attractive in appear- 
ance, and are unmistakable in their appeal. 


We also have a metallic illuminated sign 
that is being supplied to Sunnysuds dealers 
all over the country. This sign ties up 
very closely with newspaper and direct 
mail advertising. It establishes a point of 
contact with them. 


It has always been a realization with this 
company that advertising plays a very 
important part in the development of sales. 
Consequently, we have given every atten- 
tion to the development of an advertising 
program that would push sales of Sunny- 
suds Washers and tie up very closely with 
other forms of sales development. This 
policy of co-operation will be maintained 
in the future even more completely and 
effectively than it has in the past. Plans 
are now being formulated for a complete 
campaign that will be in close harmony 
with the enlarged manufacturing and 
promotion programs. 


The demonstration book shown at the left 
contains a very concise and forceful pre- 
sentation of the Sunnysuds story. It is 
unusually beneficial to new as well as 
experienced salesmen. Other sales promo- 
tion material is being prepared that will 
aid materially in the sale of Sunnysuds 
Washers. 





100 Sunnysuds Men at Paterson 


Attend Sales Convention 
Approximately 100 men who 
their time to the selling of Sunnysuds 
Washers gathered at Paterson, N. J., to 
attend a Sunnysuds sales convention. This 
feature was a part of the Sunnysuds sales 
promotion program, and when the men were 
assembled on May 12th, a complete program 
included a review of Sunnysuds history in 
that territory for some yeurs past, a con- 
sideration of the present markets, und care- 
ful analysis of what cun be done in the 
future, and how. 

Approximately five hundred New Sunny- 
suds Washers were shipped into this terri- 
tory during May. 

This organization is just one of the many 
sales divisions of this type that Sunny Line 
Appliances, Ine., will have pushing their 


devote all 





product in every part of the country. 





A Letter That Speaks Volumes 


Here is a letter received from the Daunt- 
less Plumbing and Electric Co., Akron, Ohio: 
“For your information, we started to pur- 
chase Sunnysuds Washers from you back in 
1921 bearing serial numbers as low as No. 
1498. This first machine is still in use and 
giving satisfaction. 

“Since then we have purchased over 3,000 
Sunnysuds Washers and have been more 
than pleased with our franchise. 

“The New Model Agitator is going over 
with a bang and can heartily recommend it 
as a machine being as near a point of per- 
fection as is possible to make it. 

“We are continually beating our competl- 
tion with this machine and our service ex- 
pense is lower than on any other machine 
we have handled.” 
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SELLING 


Let Our Dealers 
Convince You That It Pays 


@9HE new Floor Board 


These men stage the demon- 





Demonstration method of 
securing prospects and mak- 
ing sales has proven successful 
and profitable to our dealers 
in EVERY instance where 
it has been carried out by 
factory-trained demonstrators. 


stration, make actual sales for 
you, instruct your own people 
and leave you with a going 
cleaner business fully estab- 
lished on a profitable basis. 
Write for details of this suc- 
cess-insured sales method. 


She P. A. GEIER Co., 540-560 E. 105th St., CLEVELAND, OHIO 


Manufactured in Canada by CONTINENTAL ELECTRIC CO., Ltd., Toronto, Ontario 


Method of =| 
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RETAIL PRICE 


72) 


Complete attachments $5.00 extra 
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LECTRIC VACUUM CLEANER 
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she other homes that 
gave never been sold~ 
i pum are now a. 








ig 
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They loom up as a veritable mountain—those thousands 
of homes that are yet to use a vacuum cleaner. 


For some reason they have not bought a vacuum cleaner. 
These homes form the great untouched market. 

The Fedelco is priced to reach this market, 

The Fedelco is designed to satisfy this market. 

The Fedelco is fast going into these homes. 


The popularity of Fedelco is building vacuum cleaner 
leadership for dealers everywhere. 


Our sound and tried merchandising plan means sure 
results with profit. Send for it today. 


FEDERAL ELECTRIC COMPANY 


Household Appliance Division 
8700 South State St., CHICAGO, ILLINOIS 
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To Polish Floors 


Remove the bag. Then sub- 
stitute the Polishing Attach- 
ment for the usual motor- 
driven brush. That’s all. 
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Useful Vacuum 
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Cleaner 


Presen tsa. New 


Improved Revolving 
Polishing Attachment 


The Sweeper-Vac is the only vacuum cleaner 
having a motor-driven floor polishing attachment. 


And our New and Improved Polisher is vastly 
superior in construction, efficiency and appearance. 


Through the added work accomplished by this 
Polisher and the important extra service rendered 
by the Vac-Mop in suction cleaning bare floors, 
we claim for the Sweeper-Vac the enviable distinc- 
tion of being the most useful of cleaners. 


In the ordinary uses of a vacuum cleaner the 
Sweeper-Vac is second to none. It cleans by 
motor-driven brush and powerful suction, and on 
small rugs has no equal. 


An exclusive and most liberal pledge of lifetime 
service guarantees the Sweeper-Vac owner con- 
tinuous lifetime satisfaction at an extremely small 
cost. 





Showing Polisher 
Attached to Cleaner 


In thirty seconds at the 
most you can change the 
Sweeper-Vac from a vacu- 
um cleaner to a floor pol- 
isher. The new model is 
of aluminum, and with 
narrower belt groove gives 
greater polishing surface. 


For Complete Sales Prospectus, write 
M. S. WRIGHT COMPANY-WORCESTER., MASS. 


Since 1907 
Manufacturers of the 
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sIAST year’s tremendous Hoover Dealer 

sales total of more than $18,000,000.00 

2) —the greatest in the industry—is being 
ped today. 









The first quarter of 1927 (January—February— 
March) showed 33.8 per cent greater sales volume 
than in the first quarter of 1926. 


Remember, that overwhelming volume of sales is 
all Hoover dealer business. Even a sale ‘‘dug up’’ 
by Hoover men, on the outside (as were shree- 


fifths of Hoover’s 1926 sales) must go through 
a Hoover dealer and pay him his regular profit. 
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By all odds, and on every count, 
Hoover leads the world by and be- 
cause of its extra value to the owner 
and its constant, certain, greater profit 
and prestige to the dealer. 


Do you know of any other better 
reasons for selling a cleaner? 


¥ y y 


Two Hoovers now—the Greater Hoover retailing at 
$75.00* and the new, popular-priced model 543 at 
$59.50.* Both have ‘‘Positive Agitation’? —both beat, 
as they sweep, as they clean. 

* Prices slightly higher west of the Rockies and in Canada 

THE HOOVER COMPANY, NORTH CANTON, OHIO 


The oldest and largest maker of electric cleaners. The Hoover is also made in Canada, 
at Hamilton, Ontario 








as it Cleans 
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It was delivered by Carson Pirir Scorr & Co. of Chicago, Il.,to Mrs. R. 
W. Beach, 1615 Pratt Blvd., Chicago, March 31, 1927. Mrs. Beach had 
used one of our older models for twelve years and bought her new machine 
as a result of the satisfaction she received from The Hoover over this long 
period of time. This is a milestone in the business life 
of The Hoover Company, as in the home life of 
Mrs. Beach. And the passing of this milestone rein- 
forces the judgment of Hoover dealers that Hoover 
leads the world as a business-builder and profit-pro- 
ducer, just as it leads the world in both unit sales and 
in dollars-and-cents volume. 
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. . . « . And every Hoover sale 1s a dealer sale. 


tii, 








Visitors at the N.E.L.A. 
Convention are cordially 
invited to see our exhibit 






Young’s Million Dollar 
Pier, Atlantic i 
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OHIO 


ifs EXCLUSIVE FEATURES put i 


op top of the world © 


Other manufacturers have tried 
for years to build a vacuum 
cleaner as good as the famous Ohio 


—but the Ohio is still the world’s 
greatest cleaner. 


Automatic starting and stopping 
and a traction driven brush are two 
exclusive features that have put the 
Ohio on top of the world—made 
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TED ELECTRIC 


it the one vacuum cleaner that 


women prefer above all others. 


The Ohio is a resale cleaner. In its 
class it stands alone, unchallenged 
by competition. No wonder 
dealers like to sellit. If youare sell- 
ing vacuum cleaners, you might as 
well sell the best. A few territories 
are still available. Write today. 


A sample Ohio will be . 
sent to any responsible 
dealer who will ask for it 
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A champion in the dealer-to-consumer dealers—guarantees to sell them 
class is the Gem. And the merchan- through close _ factory-dealer  co- 
dising plan behind it—that’s a Gem, operation. The plan is a Gem—it 
too. sparkles, 


If you think there is nothing new Write for the details today. Find 
under the sun in vacuum cleaner out what all the shouting is about. 
merchandising, just write for the We think you'll be astonished. If 
unique sales plan worked out for the you're not, you are only out the price 
Gem. It sells vacuum cleaners for of a postage stamp. 








Salesmen 


There is room in the new 
Gem program for several 
experienced vacuum 


wholesale salesmen and 
get somewhere, Never has 
bo Si had Ow posi 

stry & pro . 
tion for you as attrac- 
tive as this one. Write 
or wire 
sonal interview. 





% 





COMPANY- Canton, Ohio 
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ORE people than 

ever will be pag- 

ing the Graybar Vacuum Cleaner and 
other Graybar appliances. (A prediction 
based on the effects of Graybar full-color 
advertising in the Saturday Evening Post; 
of which the above is one example.) 





















June, 1927 ELECTRICAL MERCHANDISING 

















Port-o-Vac 


213 








Cash in on 














Instant Acceptance 












oo 


Dealers and distributors everywhere are cashing in on the instant 


acceptance of PORT-O-VAC. 


It weighs only 514 pounds, but it is powered by a full sized 4% H.P. 
General Electric motor. The telescoping tube extends to 32 inches. 
The flexible tube and brush, furnished free, cleans long napped ma- 
terial perfectly. For floors, an extra wide nozzle is supplied. 


Thousands of housewives are discarding their cumbersome, old 
fashioned cleaners in favor of PORT-O-VAC. Automobile service 
stations, car dealers, wash racks, etc. are adopting PORT-O-VAC 
to give them an economical and efficient cleaning service. 


PORT-O-VAC retails at $47.50. If your jobber can’t supply you, 
write us, giving his name and we will make prompt shipment. Con- 
sumer time payment facilities 
are offered to all responsible 
dealers thru the General Electric 
Acceptance Corporation. 


























i 



































ELECTRICAL MERCHANDISING 





Vol.37, No.6 





























> 0 


> O > O> A 


>0 


Baltimore 


New York 


Ask Us Another! 


How can the consumption of electric power be increased in 
the home? 


By the use of more electrical attachments—fixtures, refriger- 
ators, stoves, et cetera. 


How can electrical manufacturers and dealers increase their 
market for this merchandise? 


Installment selling. 


Is installment selling economically sound as it applies in the 
merchandising of electrical equipment? 


Yes—unquestionably so, under the Commercial Credit plan. 


Have the Commercial Credit Companies a special plan for 
electrical equipment manufacturers and dealers? 
Yes—and this plan is a recognized factor in the success of many 
electrical manufacturers and dealers now using it. 


How may full information relative to this plan be obtained? — 


Simply fill in and mail the coupon below. 


COMMERCIAL CREDIT COMPANIES 


St. Louts 
San Francisco 


Chicago 
New Orleans 





Commercial Credit Companies, 
National Headquarters, 
Citizens National Bank Bldg., 
Baltimore, Md. 
Gentlemen: 


Please send me without obligation full particulars of your plan for 
financing sales of electrical equipment. 


Yours truly, 
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BALL BEARING 














CADILLA 
No Oiling 
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— 
> a 


years of suc- 


















cessful designing, 
manufacturing, 
distributing and 
selling vacuum 
cleaners are back 
of the Non-oiling, 
Ball Bearing 
Clements Cadillac. 


Details and sales 
plans on request 


CRA wT Vive “4 - law rod 
CLEMEN BS (Var Gzs. TU... VA & GSZCOUER 
Export Department: 


149 Broadway, N. Y. C. , : 
New York Distributor: 929 W. 8th St., Los Angeles, Calif. 
Ray Bentley, 


H. M. Walter, 70 Fifth Ave. 
219 Worcester Bldg., Portland, Ore. 


Manufactured in Canada by Pacific Coast Distributors 
F. E. Spencer, 


Clements Manufacturing Company, Limited 
71 Duchess St., Toronto, Ont. 
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AMMAN 


Gath ering Momentum 
All the Time / 


ALL bearing motors for electrical 
appliances are fast moving onward 
to the dominance they deserve. 
The American housewife has given 

them her approval—knowing that they 
mean, for her, freedom from the messy oil 
can and the penalties it imposes. Dealers, 
quick to sense their customers’ demands, 
are giving their preference to those vacuum 
cleaners, washing machines, floor polishers, 
and other electrical utilities which have 
motors with “NORMA” Ball Bearings. 





Are you ready—with a line of 
these advanced and approved 


motored appliances? 
AVFFMARN 


PRECISION NORMA-HOFFMANN BEARINGS CORPORATION 
RULLER BEARINGS STAMFORD, CONN. - -~ U.S.A. 
The dominant bearings today in NB-875 






electric appliance motors, have demon- @ @ | C y 
strated their reliability in the hundreds 
of thousands of automotive magnetos 
and lighting generators in which, for 
more than 10 years, they have been the 


approved standards of serviceability. 


QD PRE CISICIN 
BALL BEARINGS 
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UR LES getty beavers! 
























Plug in a Day-Fan Jr. Cleaner 
(Formerly Handy-Vac)—feel that 
husky motor leap into life—put 
your hand near the nozzle and feel 
the strong sweeping air-pull that’s 
the sure sign of a successful cleaner. 
Hand it, running, to your customer ! 
Let her run it over a pad on your 
counter. Day-Fan Jr. Cleaner 
only weighs 3 lbs.—she can do it 
easily. 


It’s an ideal seller because it’s so 
light and small you can demon- 
strate it anywhere—it’s so power- 
ful it tells its own story in actions 
that speak louder than words—it’s 
so inexpensive that it’s all over but 
the wrapping. 


If the sale needs an additional 
“push-over”’—tell her how easily 
and quickly it cleans cushions, 
couches, car upholstery, curtains, 


ay-Fan 


clothes, mattresses, draperies, car- 
pets and coats—but you probably 
won't have to. 


Day-Fan Jr. Cleaner sells itself on 
sight as soon as it’s running in the 
customer’s hand. Write us for 
information. 


Day-Fan Fans 


Don’t forget. That same constant running 
Day-Fan Mo- 
tor drives the 
big blades of 
Day-Fan Fans. 
That is why 
these fans have 
seven big talk- 
ing-points. The 
biggest one on 
a hot day is 
“extra air de- 
: livery.” Write 
Retails us for the other 
for six. 


a | 8-75 


Jr. Cleaner 


(formerly Handy-Vac) 





Day-Fan Electric Company, Dayton, Ohio 


For More Than 38 Years Manufacturers of High Grade Electrical Apparatus. 
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Features Include:— 


High Speed General Electric: high- 
suction motor (operates 8500 R.M.P.) 
All General Electric switches and 


plugs. Switch conveniently located 
at end of handle. 


Connecting cord of full length—25ft. 
Electrical construction approved by 
National Board of Fire Underwriters. 
Nozzle Brush driven by sweeper 
wheels — revolves with gentle but ef- 
fective carpet sweeper action. 

Aluminum die castings provide sur- 
face for highly finished metal work. 


Weighs under 12 lbs.—easy to handle 
and carry. 


Full set of nine labor saving’ attach- 
ments. 


Two year Factory Guarantee packed 
with each cleaner. 


Built by a manufacturing company 
now in its 6lst year. 


Vol.37, No.6 


Behind It” 


Attachment Sets 
Include:— 


Full length eight foot hose. 
Hose connector. 

Straight nozzle connector. 
Curved nozzle connector. 
Upholstery and drapery nozzle. 
Wall and ceiling brush. 
Thirty inch hose extension arm. 
Hose blower connector. 
Radiator and book-shelf tool. 
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©. Torrington Schedule to the Distribut- 





















ing Trade recognizes the fact that present 
ish day conditions are such that a distributing 
dealer or agency must have a liberal work- 
ing margin. 


The Torrington Cleaner is distinctive for 
We’ the worth of its initial design rather than 
for a multiplicity of changes incorporated 
after first production. 











The method of purchasing and selling the 
Torrington product is as simple as the 
method of operating the machine itself. 








Full details on request. 


The Torrington Co., 
CLEANER DIVISION 


Torrington, Conn. 


ie. 
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Make every cleaning count for two! 


Ga ewice te ptr be time you brcant, ia boch motor and brush, 


” You tam, with « Premier 


euction is drawing i all inso the bag 
Aad the Promic: Duples is cary 00 Tven 
cane and to care for. Th maven needs tid wer she sm world setmeds of the UE 


‘ Gait in be eel to st lemrmcnsnal Gonmel Cemare g 














































A background of em- 
phatic advertising keeps 
the Premier Duplex mov- 
ing year-in year-out. 


These magazines are on 


the list: 


Saturday Evening Post 
Good Housekeeping 
Ladies’ Home Journal 
Woman’s Home 


Companion 
Liberty 


Pictorial Review 


cpremier 


Manufactured and_ distributed 
Premier 
Cleaner Co., Ltd. General Offices, 


Canada by The 


Toronto. 


ELECTRIC VACUUM CLEANER COMPANY, 























It looks new— it’s clean! 


ET all che dun from your rug eam ph oar mate 
and it looks new. Keep own 
always clean — and it stays new. For 
dim does more than make a rug 
show age. Ie actually ga it. 
One kind of dir discolors. Another 

bid dope. The Prose Duplex 





acuon— that is, motor-driven brush 
and strong suction—cleans fase 
and . The brush 








It loosens dis- 
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—Dut 1s 1t/ 


T" carpet looks freshly swept. The hangings 
look bright But are you sure they ate clean 
Are you sure che fabric. dexroying grit is gone? 
If they have been cleaned with «wo, scuons, you 
can be sure Ue cakes a motor-dev seugrosoies 
vigorous suction to get ali the dunt. 
The Premier Duplex has a motor-driven brush 
and powerful suction. They work together with 
double action. The brush sweeps the surface 
sucnon 


brighe sed dislodges the sharp gr. The 
bags all 


TA Da do be Ie 


never has an “off 


—* Vacuum CLEANER CO, La 
Chevetend, Or 
erat Cag Fh Eh 


Sold nye he wmuree world saints of the US and 
© “epee tn lewresnrea! Crome! Lexi Co, tes 
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“Light housekeeping” 
means short hours 












ELECTRIC VACUUM CLEANER CO, tic. 
“ee Clevetaad, Oto 





Oop : 
Mecelenered 20d duimtud io Conede by the Pram 
Verna Chane Co Lid. Graorel Off, Toman. 




























Clean 
thoroughly 


—and clean less often 








—_ thoroughly done, stays 
clean much longer. Yet ix 
need take little time and little 
effort. 


Use a Premier Duplex. Ic 
every speck of din from 

inch it reaches. The Premier 
Duplex has two actions going 
all the time. The motor-driven 
brush sweeps up the threads 
and frees the grit. The powerful 


Sal see the cation werk. natstde of the U. 3, 
ed Cones >) it heats accmmmed Cement Bla 
wre Co, ber, Sehvamiede, Mew York, 











grit. Then serong suction gets them. Wich 
re H we ov 





Premier Duplex gets all the dist. 





















‘When you clean thorovgmy 


clean of lint, and frees the 


They do rwice the work in 
half the «me. 


They never need oiling Ev- 
ery ume yuu use the Premier 
Duplex, you clean thor 
oughly. yet you clean quichly 
and easily, too 


ELECTR VACUUM CLEANER CO, 
ine 
Oem 09 
Meeelaiend sad 
vi 





















An imposing majority of 
Central Stations have se- 
lected and are now featur- 
ing the Premier Duplex 
Cleaner. 


See the Premier Duplex 
exhibit at the N.E.L.A. 
Booths 355-357. 


cpremies 
upje 


Manufactured and _ distributed’ in 
Canada by The Premier Vacuum 
Cleaner Co., Ltd. General Offices, 
Toronto. 





ELECTRIC VACUUM CLEANER COMPANY, INC., CLEVELAND, OHIO 
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The simplest and quick- 
est way to build upa 
bigger show window 
and sign lighting load! 

Sell merchants the dollars-and- 
cents idea of keeping their show 


windows and sign working as 
late as people are on the streets. 


Show them how an inexpensive 
dependable time switch will turn 
them on and off automatically 
at almost no cost! 


HARTFORD 


Time Switches Meet Every Need 


Backed by 25 years of service 
All Types, All Capacities, 10 Amp. to 200 Amp. 


- For lighting, for power lines, two rate meter service, elec- 
tric signs, display windows and for every other time switch 
need, there is a Hartford Time Switch suited to the job. 


Hartford Time Switches have maintained their-reputation for 
lasting, dependable service for a quarter of a century. 


Many of the early models are still giving unfailing service. 


Today the Hartford embodies more real and lasting value than 
has ever before been offered in any automatic time switch. The 
special marine type eight-day clock movement manufactured 
exclusively for the Hartford Time Switch by the Seth Thomas 
Clock Company insures accurate and lasting service. 


The easiest way to increase your show window and sign lighting 
load, is to sell Hartford Time Switches. 


You will get the greatest, satisfaction by selling the Hartford. 


Bulletins, prices and information on request. 


A. HALL BERRY 


Sole Sales Agent 
71 Murray St., New York, N. Y. 
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Lhree Profits 


HIS year, the radio industry looks 
definitely to electrically-operated radio 
sets and new accessories operating 
from light sockets as merchandise in which 
the buying public will invest the bulk of the 
radio money it has to spend. 

This buying trend is expected to manifest 
itself in a public demand for a.c. operated 
sets, B-socket powers with which to re- 
juvenate old receivers and A charger and 
storage battery combinations. 

A considerable amount of this business will 
be done by central station companies, of 
which there were about 600 merchandising 
radio in 1926. Many more have already 
shown their interest in it and will undoubt- 
edly enter the retail field in the near future. 
Radio this year, is more than ever an appli- 
ance to be appropriately classified as an 
article of electrical merchandise. 








As Central Station Merchandztse 


N 1926, electrical dealers, including central station 

companies, sold 22.3 per cent of the radio apparatus 
manufactured during the year, or sets and accessories 
valued at $112,838,000. During the year 500,000 socket 
power B supplies, 400,000 regular battery chargers, 
50,000 socket A power supplies and 35,000 all-electric 
sets were sold. And the same 22.3 per cent of this 
business passed through the hands of the electrical 
industry. 

Radio selling requires a specialty selling organiza- 
tion for volume business. It requires the facilities for 
time-payment business, for 85 per cent of it is on this 
plan. Central-station merchandisers are in an excel- 
lent position to handle such business. Most of them 
maintain efficient specialty sales organizations which 
may be easily trained to sell radio and all are equipped 
to finance deferred payment sales. Radio discounts are 
on a par with most of those offered on other electrical 
merchandise and_ sufficient net 
profit is assured if radio business 


in RADIO 


chargers, 73 kw.-hr.; socket A powers, 116 kw.-hr. and 
all-electric sets 137 kw.-hr. 

Based on an average kw.-hr. rate of 0.0764, radio 
apparatus sold during the year 1926 was directly re- 
sponsible for the sale of $11,370,250 worth of electric 
current. Socket B powers were responsible for $580,000 
of it; battery chargers, $1,472,000; trickle chargers, 
$8,468,000; socket A powers, $467,000 and all-electric 
sets, $383,240. 

Whether radio was sold by electrical or specialty 
dealers its load-building characteristics were a source of 
kw.-hr. profit. 

Aside from its value as a load-building appliance, 
radio increases current consumption by providing a 
form of entertainment which exerts a tremendous influ- 
ence in keeping people at home and thus increasing the 
use of electric lights. Arthur Williams, vice-president 
of the New York Edison Company estimates that the 
use of radio sets has increased the revenue of his com- 
pany by $1,000,000 a year. The Toledo Edison Com- 
pany, in a comparison of consumer light bills finds 
that these consumers used 54 per cent more current 
after the purchase of radio sets. An article on pages 
88 and 89 of this issue outlines the company’s merchan- 
dising plan in detail, as well as the actual volume of 
sales. 





As a Builder of Good Will 


HE central station is looked upon in its local com- 
munity as the authority on all matters electrical. 
Radio is looked upon as an electrical proposition be- 
cause of the tremendous amount of publicity given its 
electrical aspects, particularly within the past few 
months. This fact alone has been responsible for the 
entry of many central stations into the merchandising 
of it, as it has been for the entrance of these same com- 
panies into the retail appliance business. 
Merchandising activities of these companies are to 
a great extent predetermined by the good-will effect of 
their participation in the sale of household appliances. 
Central-station merchandisers are 
daily called upon to repair and serv- 








is conducted on a basis which has — — 
yielded equitable returns on 
washer, cleaner, ironer and other 
appliance sales. 





Radio makes a merchan- 
dising profit. 


Radio builds store traffic. 


Radio cashes in on dealer 
customers —a follow up 
sale to accounts already 
opened by appliance sales. 


As a Load Builder 


S a load builder, radio appa- 

ratus in general offers an 
excellent opportunity for the cen- 
tral station merchandiser. It is 
estimated that the average B 
power supply consumes 14.6 
kw.-hr. per year; regular battery 





There are “three profits” in radio 
for the dealer as well as for the 
central station— 


ice such appliances which are sold 
by other outlets in their own or 
different localities by other retail- 
ers, simply because the public 
looks to the “power company” for 


satisfaction and service in all 
matters electrical. 
Large companies have found 


radio valuable as an item of mer- 
chandising merely because it 
brings people to the store who 
would probably never think of 
coming in otherwise. It offers 


numerous opportunities for these 
small contacts and thus makes for 
better and more friendly public 
relations. 





chargers, 46 kw.-hr.; trickle _ 
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Reap profits from the growing popularity 
of Bakelite flush plates 


HE subdued coloring and lustrous finish of 

Bakelite flush plates, together with the fact 
that they do not corrode, discolor nor fade, quickly 
brought about their adoption for the better class 
of buildings of every type. 





Not only do new buildings provide an opportunity 
for the sale of Bakelite plates, but because of their 
better appearance and the ease with which they 
may be installed, every wired home provides a 
possible’customer. 





The trend toward Bakelite has been recognized by 
the leading wiring device manufacturers, and these 
are ready to supply your requirements for Bakelite 
plates for all standard flush switches and outlets. 
Write us and we will see that samples are shown 
you. 

BAKELITE CORPORATION 


247 Park Avenue, New York, N.Y. Chicago Office:635 West 22nd Street 
BAKELITE CORPORATION.OF CANADA, LTD., 163 Dufferin St., Toronto, Ont. 








REGISTERED - U8. PAT. OFF. 


THE MATERIAL OF \CO/) A THOUSAND USES 


‘ . 

“The registered Trade Mark and Symbol shown above may be used only on products made from materials 
qanufactured by Bakelite Corporation. Under the capital ‘‘B™ is the numerical sign for infinity, or unlimi 
quantity It symbolizes the infinite number of present and future uses of Bakelite Corporation's products. 




































































Backed by 


The Stewart line shown on the following 
pages . . . backed by Stewart advertising 
. offers you a remarkable opportunity. 


The outstanding ‘‘A” eliminator ...a 
wonderful ‘‘B” and an “AB” which we be- 
lieve is the highest development in radio 
socket power units . . . head a line which 
seems destined to lead during the 1927-28 
season. 


Powerful .. . full page advertising .. . in 
carefully selected magazines . . . Saturday 
Evening Post... American... Liberty... 
Popular Science Monthly . . . Radio News 
. . . Citizen’s Radio Call Book. Telling the 
world ... building public confidence... 
- selling Stewart products .. . for you! 


WER 


Se, 


ce 


5 Sales-Building National Advertising 


Dealers: Get in touch with us direct for 
complete details of the Stewart line and plan. 


Jobbers: Distribution in each territory will 
be limited. Jobbers securing the Stewart 
franchise will have the benefits of a thor- 
ougnly co-operative and highly protective 
sales policy. 

The compiete plan ...is yours... for the 
asking. Write ...wire...now... before 
Stewart representation is placed elsewhere, 
thereby giving your competitor a great ad- 
vantage. Get the facts immediately. 


STEWART BATTERY CO. 
119-127 N. Peoria St., Chicago, II. 
R. M. A. Show, space 56. 
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Sleetrie 


No Battery—No Tubes—No Acid 
—No Liquids—No Moving 
Parts—No Hum 


Constant ‘‘A”’ power for any radio set regardless of 
size. Attach a Stewart Electric ‘‘A”’ to any set... 
plug into a light socket . . . forget it. The power is 
always there... full... reliable... no matter how 
long the set is used. 


**Best in all Creation for ‘A’ Elimination”’ 


Both ‘‘A”’ and ‘‘B”’ power are controlled automati- 
cally from the radio set switch when the Stewart 
Electric ‘‘A”’ is used. 


The Stewart Electric ‘“‘A”’ requires no attention... 
no care...noservice from you. Small and compact 
... fits all console set compartments. 


Sales this summer will set new records for power 
units. Profits will grow constantly ... for alert dealers 





Stewart 
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The Stewart r 
Electric “A-B” 


A combination of the Stewart Elec- if | 
tric “A” with the Stewart “B” into# 
one compact unit. . . all controlled 
automatically from the radio set 
switch. A complete power plant .» | 
.. . the ideal unit for those who @ | 
want to forget power supply . . yy 
plug into any light socket ...a 
constant and permanent ‘‘A’’-and 
“‘B” power supply . .. without care 
or attention. No battery, acids, fil 
liquids, moving parts or noise. 
“Best designed of the socket kind.”’ fe 
Models to meet every requirement. 
6 volt 50-60 cycle model, List 


“Price $63.00 (without tube for B.) 





The Stewart “B” 


A new, compact, attractive ‘““B’’ socket power 
designed to overcome the usual disadvantages 
ascribed to ‘‘B’”’ power units. 


Possesses outstanding new features: 


Primary voltage control, preventing condenser 
breakdowns and insuring perfect voltage regu- 
lation at all taps .. . no paralyzing of tubes... 
three amplifier taps, 6714, 90 and power volt- 
age. All binding posts and controls enclosed 
... a big factor in eliminating unnecessary 
service calls . . . Oversize parts . . . Perfect 
regulation to number of tubes in radio set... . 
once regulated, forget it. No acids, liquids or 
moving parts . . . noiseless in operation. 
“Buy it for Quiet.” 

The Stewart ‘‘B’”’ uses either type B or BH 
tube. Models for any and.all types of radio 
sets. 50-60 cycle model, List price $29.00 
(without tube). 
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The Stewart Super “‘A” Stewart Duo-Rate “tA” Unit 


Something different in light socket “‘A’’ power . . . new in principle . . . will operate A heavy duty Stewart “‘A” Battery and a Stewart Tu-Rate Charge; 
any radio set. Automatically controlled from the radio set switch. No tubes, no 


' . combined into one ‘‘A”’ socket power unit. Operates at 34-ampere 
moving parts, no noise... not a trickle charger combination. It is a 2'- 


‘ 2 é j ; trickle charge rate . . . has 2%-ampere rate for occasional boosting 
ampere fully automatic charger of the dry solid rectifier type combined with a heavy when set is used excessively. Equipped with automatic relay ané 
Huty Stewart battery. It automatically restores exact amount of current used... “BY 1 ss both “A” “BY ; 
no more, no less .. . charging starting the moment the rad.o set switch is turned off. re ay ee erere: eee and _ ee from << 
Stops automatically when battery is fully charged. Simple in design . . . perform- set switch. Four models. 6 volt 50-60 cycle model, List price $27.50 


mance guaranteed. Four models. 6 volt 50-60 cycle model, List Price $34.50. 





Stewart Hi-Rate Automatic “A” Stewart Tu-Rate ‘‘A” Stewart “A” Storage 
| . 
Charger Charger Batteries 
A 2'4-ampere .. . fully automatic . . . dry solid A convertible charger... 34- Heavy duty type...areal leader... improved 
| rectifier. No tubes, acids, liquids, moving ampere rate... transformed... radio terminals ... heavy connectors... extra 


parts or noise. Needs no care or maintenance. 


. in a second... to a 214-ampere strong composition case, equipped with bail 
Connected to a good ‘‘A”’ battery... this charger : handle. Plates uniform, machine pasted . . 
marry en : charger. Dry solid type... no , : 
, becomes an automatic ‘‘A”’ socket power unit. baies. die. ‘ein. “aint formed hard for long life... porous for maximum 
| Equipped with ‘‘B’”’ receptacle so as to control f aiae. ae 8 capacity and constant flow of current. All sizes 
both “tA” and ‘‘B”’ power from radio set switch. parts or noise. Requires no 


. 40 amperes to 160 amperes... correctly rated 


Charging starts when set is turned off . . . stops maintenance or care. Small . a0 on the straight one-ampere continuous discharge 
when battery is fully charged. Two models. compact. Two models. List rate. Guaranteed fully ... highest quality .. 
50-60 cycle model, List Price $19.00. Price 50-60 cycle model, $12.00. moderate prices. 


Stewart Power Controller Stewart Full Automatic 
Transforms any ‘‘A’’ battery and high Radio Power Switch 
rate charger combination... with “B”’ : 
power unit ... into an automatic light Operates any trickle changer 
socket power unit, controlled from battery combination and “B 
radio set switch. Charging starts the power unit... automatically 
| moment radio set switch is turned off from the radio set switch. Six 
. stops automatically when battery and four-volt models. List 





is fully charged. Six and four-volt Price $3.50. 
models. List Price $7.50. = 


STEWART BATTERY CO., 119-127 North Peoria Street, Chicago, Ill. 


| Prices slightly higher West of Rockies 





2 STEW 
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Again 


Balkite has it 


The radio trade has always expected that when any 
very spectacular advance was made in the radio 
power field, Balkite—the leader—would make it. 
First noiseless battery charging. Then successful 
light socket “B” power. Then trickle charging. 
Balkite has always had what the trade needed at the 
right time. And now Balkite has it again. At the 


R.M.A. TRADE SHOW 


Stevens Hotel, Chicago 
June 13th to 17th 


Balkite will show the greatest development ever 
announced by a radio power unit manufacturer. 


FANSTEEL PRODUCTS CO.,, Inc. 
North Chicago, IIl. 


Balkite 


Radio Power Units 
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BRIGGS _& STRATTON CORPORATION, Milwau 


\ 
¥ 


YH 


ELECTRICAL MERCHANDISING 


Combination “A” and “B” Power 


RADIOS de luxe power unit — the sum total of operating efficiency and con- 
venience! The product of a concern that has specialized in the manufacture 
of highest quality, precision-made equipment for more than fifteen years. 


The Basco Combination “A” and “B” has every advantage that any radio power 
unit of this type can have. It supplies a constant, ier he flow of full-voltage 
power to the tube filaments and plates, is entirely automatic in every phase of its 
operation, assures the highest degree of radio reception of which the set itself is 
capable, and requires so little attention that it is almost independent of human 


contact. The radio set switch controls it — the city power house supplies its 
source of electrical energy. 


The “A” and “B” power units contained within the neat, compact, crystalline- 
lacquer-finished steel cabinet, are the same as the independent Basco “A” and “B” 
Units described on the opposite page. Note their features. 


Fully Guaranteed — Nationally Advertised 


Every Basco Radio Power Unit is fully guaranteed both as to performance and quality construction. 
We have utilized the best materials and component units available [Exide glass-cell “A” Battery, 


Raytheon rectifier} to make Basco Power Units as nearly perfect as they can be made. The Basco 
Guarantee is the final assurafice of satisfaction. 


An extensive national advertising program, backed by complete dealer re-sale co-operation, will 
work for Basco dealers. And the Basco sales and distributing organization will work with you. 


Write for name of nearest Basco Distributor, 
prices, discounts, and details of our Fall program. 


c 


— 
kee, Wis. 


Vol.37, No.6 








June, 1927 ELECTRICAL MERCHANDISING 231 


Radio Power Units | 
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BRIGGS & STRATTON CORPORATION, Milwaukee, Wis. 


“A” POWER 


. Exide Battery in glass jar. Best 


quality “A” battery obtain- 
able. Electrolyte level always 
visible through glass jar and 
observation windows. 


. No gassing or spraying. Oil 


film on top of electrolyte. 
Protection for floors, furnish- 
ings, etc. 


. High-efficiency, Basco-made 


charging unit. Entirely auto- 
matic. Starts charging when 
radio set is turned off— 
charges until battery reaches 
peak voltage, then automat- 
ically shuts off. No trickle 
charge. Economical operation. 


. Emergency Switch provides 


convenient means for re-vital- 
izing battery after it has stood 
idle a long time. Reduces 
“servicing”. 


. No line disturbances. Power 


is delivered from fully 
charged battery to radio set 
—line power shut off during 
radio operation. 


. No moving parts to adjust or 


require attention. 


. Liberal water capacity. Only 


necessary to fill cells at long 
intervals. 


. Colored Indicator Balls show 


battery condition at all times. 


. Colored Wires simplify instal- 


lation—make it “fool-proof!” 


, = 


10. 



































CHARGER 


. Compact. The smallest device 


of its kind; is no bigger 
than your fist. Neat appear- 
ing, sturdy. 


. Highest efficiency of any 


type of rectifier. 45% as 
compared to 18% or 20% 
for other chargers. 


. Charges at 214 amperes— 


ideal rate for keeping bat- 
tery in the best condition 
and prolonging its life. 


. Low power consumptior. 


Uses only 40 watts. 


. Absolutely silent. No hum 


or vibration. 


. No moving parts. Nothing 


to replace except fuses and 
Raytheon rectifying cart 
ridge when worn out. 


. Two- winding transformer 


eliminates all dangers due to 
grounds in receiving set. 


. Permanent battery connec- 


tion. Not necessary to dis- 
connect from battery be- 
tween charges. Simply dis- 
connect from light circuit. 


. Safety Fuse. Protection 


against possibility of damage 
to radio receiver, battery, 
and charger. 

Ideal for charging automobile 
batteries. Can be convenient- 
ly carried in auto kit. 


See the Basco Radio Power Unit exhibit at the R. M. A. First Trade . 
Show, Stevens Hotel, Chicago, June 13 to 18, 1927. Booth Number 71. 


“B” POWER 


. New Exclusive Hook - up. 


Gives best reception of which 
radio set is capable. Storage 
capacity in filter circuit brings 
out deep, low notes and high- 
est pitched tones, with max- 
imum clarity, in full volume. 


. Special Voltage Adjusting 


Knob for instantly finding 
and setting ideal “B” plus 
voltage for any power tube 
used in sets of from 1 to 
10 tubes. 


. Variable Outside Control for 


regulating intermediate volt- 
age to requirements of set. 
Fixed 22 and 45-volt taps. 


. No moving parts. Minimum 


servicing. 


. Extra high quality materials 


throughout. Wire-wound re- 
sistors instead of ordinary 
composition resistors; best 
type of condensers for filter 
bank; highest inductance 
choke coils. 


. Power Cord Switch makes it 


convenient to turn “B” 
Power on and off without 
withdrawing plug. 


. Best Type Rectifying Bulb. 


Fully guaranteed. 


. Colored Wires and Colored 


Terminals simplify installa- 
tion for customer. 


. Noiseless) No hum or line 


disturbances. 


» 


































ELECTRIC! 


Caswell-Runyan Console 
<_ C-4 
Spanish straight line cabinet. 
nusually heavy construction. 
Stump walnut finish. Contains 
84-inch phonic-type horn 
capable of delivering the 
finest tonal reproduction 
and unusual volume on both 
high and low notes. A cabi- 
net of rare grace. 


List Price, 
Cabinet C-4 . $100.00 
(including loud speaker unit) 
It is pictured to the left with 


Model Electric 11, making a 
complete electric console set. 


< Model NR-8 


Sixtubes,twocontrols,twostages 
Neutrodyne TRF and one stage 
inductively tuned Neutrodyne 
radio frequency. Complete metal 
shielding. Equip ed with New 
Freed-Eisemann “Inductor”. Ma- 
hogany cabinet. 


List Price .... . $90.00 
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THIS IS THE LINE WITH 


Caswell-Runyan Console 
C-1 —_> 


A full-size, graceful Tudor cabi- 
net, finished in figured walnut. 
Violin wood tone chamber. Hand- 
some cross-bar affords additional 
leg support. Metal drop pulls. 
List Price, Cabinet C-1 $40.00 
including loud speaker horn, less unit 


Set pictured in cabinet is Model NR-9; a 
six tube Neutrodyne receiver. 


< Model 800-C-8 


Thisnovel 8-tube set can be moved 
from room to room. Has four 
stages Neutrodyne TRF. Beautiful 
Renaissance cabinet. Illuminated 
rotating drum designates station 
settings. Complete interstage 
shielding and individual tu 

shielding. Embodies the latest 
advances in radio engineering. 


List Price .... $395.00 


Model NR-9 —> 


Six tubes, single control. 
Three stages Neutrodyne 

F, one of which is in- 
ductivelytuned.Complete 
metal shielding. Equipped 
with NewF reed-Eisemann 
“Inductor”. 


List Price . $100.00 


New Construction Features 





PEN eo aR RCE NEN REET. 










| Pe ce 


I. New telephone switchboard type wiring. 


Ze New 100% safety factor in design of all mov- 
| ing parts. 


Se New oversize accurate bearings on all controls, 
| insuring rigidity. 


4. New drive system of tuning controls giving 
velvet-smooth operation. 


eS eee 


Vol.37, No.6 














5. Rigid inspection after every step in construction. 


6. New service-proof volume control with auto- 
matic switch. 


7 NewFreed-Eisemann “Inductor”,an exclusive 
feature which, for the first time, provides 
equal amplification on all wave lengths. 


8. A new high standard of selectivity! 
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< Caswell-Runyan Console C-3 Caswell-Runyan Console C-2 —> 
Jacobean period secretary, figured walnut Full-sized, luxurious Early American period 
finish. The very newest in radio cabinet de- cabinet. Heavily constructed. Finished in 
sign. Accommodates all necessary equip- figured walnut. Violin wood tone chamber 
ment. Rigidly constructed. Comes equipped having splendid acoustical properties. 
with phonic-type (coiled) sound chamber, Handsome wooden cross-bar affords ad- 
noted for exceptional tone quality. ditional leg support. 

List Price, Cabinet C-3 . $70.00 List Price, Cabinet C-2 . $55.00 

(including loud speaker horn, less unit) (including loud speaker horn, less unit) 

Set pictured is Model NR-8, a six tube Neutrodyne. Set pictured in cabinet is Model NR-9, a 


six tube Neutrodyne 


Electric 11 —> 


Genuine electric receiver using stand- 
ard tubes and only one additiona! tube. 
(No batteries, chargers, chemicals or 
dry cell tubes.) This 6-tube receiver 
has 3 stages of Neutrodyne TRF, one 
of which is inductively tuned. 
New Freed-Eisemann “Inductor” 
isincorporated. Audio frequency 
stages are supplemented by out- 
put transformer. Complete metal 
shielding. 


List Price . . . . $225.00 








<— Model NR-77 Model NR-66 —» 
An advanced 7-tube, single control Single control, 6-tube Neu- 
Neutrodyne receiver. Four stages Fes ag Three stages Neu- 
Neutrodyde TRF and two stages trodyne TRF (the first 
audio frequency supplemented b stage inductively tuned). 
output transformer. Equipped wit Each radio stage completely 
Freed-Eisemann “Inductor”. Each shielded in separate metal 
radio stage individually shielded. compartment. Equipped 
Audio frequency stages in separate with the New Freed- Eise- 
metalcompartment.New type loop. mann “Inductor’’. 

List Price ... . . $175.00 List Price . $125.00 ‘ 





(including loop) 


The most liberal 


dealer discount of 
any nationally ad- 
vertised line 


Write today for neurest distributor’s name and addres 
FREED-EISEMANN RADIO CORPORATION 


Junius St. & Liberty Ave., Brooklyn, N.Y. 
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Presenting~- 


The First and only Complete 
Line of Radio Power Units— 


Sentinel 


—_—= Completely Automatic. 





Sentinel 


A-BC(Completely Automatic) Power Unit 
Beverly Model 


The most elaborate description of this unit would fall far short 
of doing justice to the importance it holds in the radio world. It 
is the first and only completely automatic A-B-C power unit. In 
the “Beverly” model pictured above, equipped with volt meters 
which allow perfect control of all plate voltages, the set owner has 
everything he could desire for power operation of ANY receiver. 














Entirely New - - Radically Different! 
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See Us at the R. M.A. Show | 


BOOTH No. 154 
STEVENS HOTEL, CHICAGO, JUNE 13-18 


—_= Completely Aiaetint |e 


A:B-C Power Units Z 
















for every Radio Power Need 


The Sentinel line is complete. It provides for every electrical need of 
Radio. For the set owner who has a storage battery and wants automatic 
“A” power, we have perfected the Automatic Relay and Charger; if he has 
a charger and storage battery, the Automatic Control Unit alone will answer 


$65 


his purpose. The Sentinel Automatic “A” Unit provides relay, charger a 


0 ni 
“A”? : : “on cr? ; m The 3 t i bsolut a 
and “A” battery all in one compact case. The Sentinel “B-C” unit fur “wel of a glade uollaaes 


nishes voltage “B” for ANY set, with ample reserve current; 80 mil. at 180 
volts. Going still a step further, the Automatic Relay, Charger, “A” Battery, 
and B-C unit are scientifically combined into one master unit for all radio 
power purposes—the Sentinel A-B-C. 


There is nothing on the market to compare with Sentinel products. 
They are absolutely unique—and their perfect performance is guaranteed. 
Our extensive schedule of forceful marketing and advertising has started. 
The demand is now in excess of present production capacity. Eighteen 
branch offices assure jobbers of unusual service and co-operation. Write 
for all the facts and see us at the R. M. A. Show in Chicago. 


SENTINEL MANUFACTURING COMPANY 


9705 Cottage Grove ‘ ‘i Chicago, U.S. A. Supplies every Power g 














BD $15 $2950 $40 $44 50 
Sentinel Automatic Control Sentinel Auto Control! and Sentinel Comgionte Automatic Sentinel B- Cc, Unit 
akes Your ‘‘A’’ Battery and Charger Unit Furnishes ‘‘B’’ and ‘‘C’’ voltages 
Charger Completely Automatic Makes Your ‘‘A’”’ Battery a Com- “Not a Trickle Charger’’ for ANY Set with ample reserve 
pletely Automatic Power Unit current; 80 mil, at 180 volts. 
oe a 
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To N.E.L.A. Most heating appliances are equipped with ‘‘ Nichrome” or ‘‘Nichrome’’ IV elements 


a ee 
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Too many quality appliances take the 
blame for poor heater cord. é 


In the electrical field Driver-Harris 
specialization has been solely on resist- 
ance wire and heater cord. 


Driver-Harris cooperation has been 
largely with the manufacturers of de- 
vices whose problems have been those 
of the conductor and the resistance. 


The Driver-Harris Heater Cord is the 
result of these years of work with appli- 
ance makers. 


Heater 
Cord by 


Chicago P Detroit 2 
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Appliance manufacturers are using 
Driver-Harris Heater Cord in the fol- 
lowing finishes: 


1. Mercerized cotton 4. Pure Floss Silk 
2. Glazed cotton 5. Worsted 
3. Peeler cotton 6. Rayon 


Any color or combination of colors can 
be furnished. 


The above Heater Cords are made in 
both twisted and parallel types, the 
twisted cords being made in two styles, 
as shown by the illustrations and desig- 
nated as “A’”’ and “B.’’ The parallel 
type is designated as ‘‘C.”’ 


DRIVER~-HARRIS COMPANY 


HARRISON, NEw JERSEY 


Mortistowa, Nd. England “ France 











Driver-Harris Heater Cord - - the extension of ‘‘ Nichrome’’ service 
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To the left is a re- 
broduction of the 
Dover two-page, 
two-color adver- 
tisement in the 
mere Evening 
Post which fea- 
tures the new 
mammoth electric 
sign at 47th and 
Broadway, New 
York City. 


ga etre. 
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The Dover 
“No-burn-out” line 
nationally advertised 
SELLS and STAYS SOLD 


iii that require no servicing have long been the hope of 
every Central Station Sales Manager, but he has never expected to 
find that kind of appliances this side of the Valhalla where good 
Sales Managers go when they die. | 


But, here is the Dover proven “no-burn-out” line, with an element 
that lasts a lifetime, built by a manufacturer backed by thirty-five years 
of “knowing how.” 


More than that, Dover Products are nationally advertised and nation- 
ally accepted by the public. 


Therefore it’s a wise Sales Manager who concentrates on Dover products 
—profit-makers with no profit-eating service charges. 


Dover products are load builders and have a happy characteristic of 
staying on the line, for women like to use them. 





DOVER MANUFACTURING COMPANY of DOVER, OHIO 











The Lady “Dover 


With the Vea “No-burn-out” 
element. Insured and guaran- 
teed. Nationally advertised 
—Price $7.50 with switch 
plug. $6.75 with plain plug. 
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“Dover ‘Do-man-co 


The original “No-burn- 

out” electric iron. Guaran- 

teed and insured, a big 
seller. “Price $5. 








Percolator sets, includin 


This is your big selling point. 


on 


“Dover Table ‘Percolator 


Table Percolator, as illustrated, 6 cup size $10.50—9 cup size 
$12.00. Plain, not panelled, 6 cup size $9, 9 cup size $10.50. 
sugar-bowl, creamer, and tray, 
finished in attractive silvery Nickel—6 cup size $23.50— 
9 cup size $25.00. Other sets range from $16.50 to $21.50. 





No other iron or percolator can say;this. 


Then, there is the unusually lasting finish and attrac- 
tive design of Dover products that causes them to 
stand out in the crcowd—now, or five years from now. 


Write for full details on the “Dover proposition 
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Every Dover Product is backed 
by an Insurance Policy 


ACKED right into the carton with each iron or 
percolator is a Dover Insurance policy, unreservedly 
guaranteeing the Vea Heating Element against burn- 
out. Factory tests, in which current has been held on for 
years at a time, not only failed to burn out the element, 
but it continued to give good service after the test. 








DOVER MANUFACTURING 








COMPANY 


of 


DOVER, 


OHIO 
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DE LUXE 


“Glide Easy” 
IRON 





Here is the utmost in 
Electric Irons because 


Li 
ist the Superior organi- 


$ 0 zation put everything 
35 possible, in quality, 
into it. 


Superior fast selling TABLE 
STOVES are made in 11 types, 
ranging from $1.25 to $8.50 
List. One and two burners in 
one and three. heat, both in 


Here is an Electric nickel and beautiful black. 








Tron that you can successfully use 
as a competitive iron—you can 
realize real profits, make highly 
satisfied customers and bring new 
business to your store. 


Low price for a supreme product 
means you have the greatest sales 


Superior design, materials and 
construction have made these 
Table Stoves leaders wherever 
featured. Stock up heavy— 
quick turnovers assured. NOW 
IS THE SEASON. 


appeal in the De Luxe. 


Beautiful in appearance, massive in 
construction, graceful, ideally bal- 
anced. Guaranteed NICHROME 
element. Weight 6 Ibs. An excep- 
tional nickel-plated job. Base is 
glass-smooth. New improved heel 
rest. A truly feature iron. Guar- 
anteed for one year. 


Packed one iron to carton, twelve 
cartons to the shipping case. 





i ‘ sok pie i niki dou a 375 
Superior Os carsscueeus 
“Clide Easy” 


IRON 


Just a little less in cost than the De Luxe and, Oh, 
what a value it is! Its beauty, its design, its ease 
of handling are winning sales for dealers and Central 
Stations everywhere. 


You can conclusively prove to yourself that this is 





e a “best value” iron by putting it to the sales test. Profitable results are This Superior “OVEN TOAST- 
| 1st assured. ER” gets quick preference from 
Beautifully nickeled, six pounds, Nichrome element, cool handle, full length the largest percentage of toaster 
$ 00 heater cord with two plugs—fully guaranteed. ; buyers. 

3 Get this Superior “Glide Easy” in stock now and build iron sales. Toasts both sides at the same 
time. A lifetime appliance of 
MARCEL WAVERS AND ALSO— handsome appearance and won- 
i derful quality. Makes delicious 
CURLING IRONS Colonial Percolator, No. 500...... List $7.00 toast, browning BOTH SIDES of 
: : w Mi 9a. hea snenies List $3.75 bread at the same time. Has 

A most complete quality line, 17 types rang- Oven Toaster, No, 77.... ' 
ing from $.75 to $3.50. From the least ex- Soldering Irons, No. 20..........+ List $2.50 bread ejector and rubberized 
pensive to the vary finest, they are all sales- Soldering Irons, No. 21..........- List $3.00 handles and feet. A remarkable 


makers. Curlers come in black, white and 


value. No. 77 List $3.75. 
brown, all attractively boxed. 


Cord sets—Table grills, ete. 





| 
| 
ui 
ae ae 


Dealers, Jobbers, and Central Stations should 
get acquainted quick with the quality Superior 
| line. Into each appliance is built the very best 
| in performance by an organization with years 

of experience. We know the requirements for 
satisfactory appliance service and construct 
Superior Products accordingly. Our full co- 
operation always. 


Superior Electric Products Co. | 
13 00-1310 S. Thirteenth Street, ST. LOUIS, MO. 


Cc 


il 
nn 


| 
Mutt 


{ 





Write today, without fail, for a copy of our 
specially prepared, handsome sales portfolio 
which gives full details of our complete line of 
quality products which are today doing a big 
job in making money for Dealers, Jobbers, and 
Central Stations. 
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but nothing thrills a boy like 


p-O-W-e-T. 


Once a boy sees the mighty Dorfan locomotive in This kind of store traffic 

action—once he sees it pulling not a mere six or is worth thousands of dollars 

eight cars but full t-w-e-n-t-y—the usual toy loco- to any central station. 

motive seems pretty tame. The conventional toy train will draw window 
Show the boys how this is made gazers. But when they see this husky locomotive 
for them to take apart. that is made for them to take apart, they want to 


; Peer : i d see it 
Just putting a train on a track and watching it go ee tae ’ 
is only half the fun. We have made this Dorfan Make friends with the boys! 


Realism; yes, 








Get their good will. Is there any easier way to 


so he can take it apart as much as he likes! And 


bY pte opulariz i ices? 
it is fool-proof. popularize electric devices? 
. ; You need no elabo- —_, wmscnsnsssunsmemenmmonmemsnes 
A pene cg a a rate merchandising | 
remarkable locomotive. A ; ‘ 
set up to sell Follow the sales successes 


The Dorfan line gives a choice of sets, assortments Dorfan. 
and accessories to turn every interested prospect Let us niail you 
into a sale! particulars! : 


that have been made 
with Dorfan. 


| Some astonishing sales are be- 

| | ing made with the Dorfan. 
Central Stations are beginning 
} to see what merchandising and 
} good will building opportuni- 


AKER WY * 


red 


ties it presents. 


The sales of one Central Sta- 
THE DORFAN COMPANY * tion in the South exceeded 
135-137 Jackson St., Newark, New Jersey + $1,900 last season. 





N. Y. Sales Office—315 Fourth Avenue. San Francisco—718 Mission Street 
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The Rimco —_ 
isa Good Line 


= tow). Se, aod A 
> 
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ALL ABOARD! 
for more Sales 


According to the calendar and popular custom, June is 
a month of sunshine and warmth, roses and brides. 
These new brides need electric toasters and electric 
grids, stoves, irons and any number of electrical appli- 
ances. And for that matter, some of the well established 
brides are probably due for some new appliances also. 
The Rimco Line of High Grade Electrical Appliances 
will help you make new friends—new profits, and better 
satisfied customers. 

Heavy Nichrome heating elements and genuine 
Madagascar mica used instead of cheaper, inferior 
grades. 

Rimco Appliances Stay Sold. 


; 7 ; ” Ask Us About It. 
Rimco Dandy Electric Iron No. 1-E 


$2.90 ( ROCK ISLAND MEG. CO. 


ROCK ISLAND, ILL. 


List a New York: 113 Chambers Street ) 


mo’ Flectrical 
Appli ances 

















In This Issue— 
For the Wiring Contractor 


Page 
What the More Kw.-hr. Program Means to 


the Jobber, Dealer and Contractor 78 
Rural Water Systems 96 
The motor-driven water system is one of the farmer's 

first electrical equipment purchases. 
Refixturing Campaign Plan 


Tests preceding nation-wide campaigns have gone 
over with a rush. 


What About the Oil Burner? 


Can the electrical contractor install it or does it call 
for a heating engineer? 


This Means Refixturing 
Renting conditions have opened another receptive 
market for quality replacement lighting equipment. 
Sell Time Clocks for Electric Signs 


How a contractor sells the sign agents and store owners 
time clocks. 


Motor Wiring Tables for the National 
Electric Code 


By Victor H. Tousley, Chief of Electrical Inspection, 
City of Chicago: Member of Electrical Code Committee 
NF.P.A. 


New Electrical Devices for the Contractor 
to Install 


News of the Electrical Trade 
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Combining 
Compactness 
with 
Convenience 


Cw, 


The ew 


“Bryant” “D, D.”” RECEPTACLE 
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Single and “ Duplex’ ith Bryant-Designed cs | 


Easy to sell because: 
Dirt, dust and fool-proof. 


Impossible to short-circuit, 
no matter how plug is insert- 
ed or withdrawn. Absolutely 
prevents the unauthorized use 
of current in hotels and 
public buildings. 

Of excellent appearance. 
Each plug can accommodate 
two cords. 

Socompact that the*‘Duplex’”’ 
“TD. D.’’* can be installed in 
a one gang outlet box. 
National Electrical Code 
Standard. 

10 amperes, 250 volts each 
receptacle. 







“Bryant SINGLE AND “‘DupPLEx’”’ 


(two receptacles)Brass “D.D.”*® Prate. 
In the center is a pair of doors, [ two pair 
on ‘¢*Duplex’’] which open inward on the in- 
sertion of the plug. They immediately spring 
back into place on its withdrawal. 


‘Bryant’ “*“D. DD.” * 


RECEPTACLES. Composition cup 
will not warp or crack. High quality 
insulator. Phosphor bronze metal parts. 
Accessible, ample size terminals. 


“Bryant” “Tempus” “D.D.” *® Plugs. %%73 
Unique design, easy to wire and use. Body in two 
parts, each with elongated cord-hole in the side. One 
hole is closed with thin wall, easily broken, per- 
mitting use of two cords on each plug. This plug is 
so constructed that contact blades cannot become 
damaged or bent if stepped upon or otherwise mistreated, 





* DISAPPEARING Door 


Your jobber has complete stocks 


THE BRYANT ELECTRIC COMPANY 


| SUPFRIOR 
WIRING DEVICES 
ei pe 
a ial 





The oldest and largest plant in the world devoted 


1421 STATE STREET, BRIDGEPORT, CoNN. 


New York, 3742 Madison Ave. 
PuitapeLpHia, Widener Bldg. 


Cuicaco, 844 West Adams St. 
San Francisco, 749 New Montgomery St. 


SUPERIOR 


WIRING DEVICES 


exclusively to the manufacture of Electric Wiring Devices 


CE LAINS ONS ONS IN S| 
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THE BRYANT “DE LUXE” PLATE. With genuine mahogany or circassian walnut inlay. 


_.. Telephone, wire or write today for our “De Luxe” plate circular. 


THE BRYANT ELECTRIC COMPANY 
Philadelphia BRIDGEPORT, CONNECTICUT Chicago San Francisco 
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C-H Flush Switches of the Tog- 
gle Tybe have an added appear- 
ance of refinement and offer the 
reatest lighting convenience 
a the modern home—especiall 
the three-way switches whic 
provide so completely for the 
convenient lighting of a stair- 
way, Recommend them. 





Don’t pass up the profit 


in these home-wiring refinements 


HY not get the “extras”—the additional wiring conve 
>and the niences for which the home owner will feel the need as 
good will time goes on—why not get these into the original specifications? 


A little timely “recommending” will do it. Building them into 
the home will build a better reputation for the architect—in- 
creased good will and added profit for yourself. 


An extra receptacle here and there—or, better, a double re- 
ceptacle at each point—another conveniently located wall switch 
or two, better lighting provision for stairways, more adequate 
wiring provision in the basement for the tools, toys and appli- 


“CUTLER 
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XY 
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“Modern Wiring 
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SELL COMPLETE CONVENIENCE * BUILD GOOD WILL 








ances that will be used there as time goes on—these will 
cost the builder a negligible additional sum at the start 
and spell years of increased convenience. Getting them 
into the specifications before you bid will enable you to 
do a real wiring job at a profit. You’re the man who 
knows best where these little wiring refinements belong. 
It’s up to you to recommend them. 


Sell more 3-way Switches 


Think of the two-story houses today that lack the 
modern lighting convenience of a 3-way switch at the 
top and bottom of the stairway! What other single item 
could go so far toward making the basement part of the 
house as this same lighting convenience? 


The modern tendency is to “dress up” the basement 
—to make it livable—and the electrical contractor who 
appreciates the vital part adequate wiring plays can turn 
this popular tendency to his profit. 


How many average homebuilders today understand 
the convenience of 3-way switches? Explain it. Recom- 
mend them to the architect. Build more of them into 
the home. 


Sell more of the toggle type 


Take advantage of the unquestioned popularity of toggle 
type switches. Recommend the type which has the greatest 
appearance of refinement and offers the utmost convenience 
of operation. The C-H Toggle Switch Line enables you to 
suggest this type for every switch application for which it is 
appropriate. 


The same electrical perfection and high quality of mechani- 
cal construction is inherent in every C-H Wiring Device, 
whatever it may be—flush or surface switches, receptacles— 
single and double—door switches, remote control switches— 
in fact every wiring device demanded by the builder of a 
modern home. 


By consistently recommending the convenience of C-H 
Wiring Devices you put a reputation to work for you that has 
stood for quality and satisfaction in the minds of the public 
more than a quarter of acentury. Your jobber can supply you 


The CUTLER-HAMMER Mfg. Co. 


Pioneer Manufacturers of Electrical Apparatus 


1213 St. Paul Avenue 
MILWAUKEE, WIS. 












Approved by the Underwriters 


C-H Three-Way 
Switch—Flush Mounting— 





The shallow construction, and large, readily 
screws make installation 
he positive action of the 


accessible bindi 
extremely easy. 


Toggle Type 


switch mechanism is typically C-H. 





C-H Double Pole Switch— 


Flush Mounting—Toggle Type 


Here, again, shallow construction, large bind- 
ing screws and a positive toggle-switch me- 


chanism mark a C- 


iring Device easy to 


install and of long-wearing quality, neat ap- 
pearance and of the utmost convenience. 





C-H Single Pole Toggle 
Switch—Flush Mounting 


Similar in shallow design and quality con- 
struction to the double pole and three-way 
types, the C-H Single Pole Toggle Switch is 
typical of the neatness and convenience of the 


Flush mounting switches of 


provi 


the push-button type are 
in the single pole 
and three-way forms. Hus- 
ky, shallow construction is 
typical throughout. 


HAMMER 


TypicalExamples from aComplete Line 
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The heat resisting wire 
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—for ranges 


In view of this year’s increased range business, it is 
exceedingly important that service charges be kept 
at the minimum. Correct wiring will do this. 
Deltabeston Stove Wire is built for lasting service 
under the concentrated heat encountered in range 
work. The insulation is tough and durable; the 
heat protection is sure. Your customers will report 
few troubles if you use Deltabeston—the wire with 
the long-fibre asbestos protection. 


—for motors 


Heavy-duty motors, subject to high overloads, must 
be able to resist abnormal heat. They cannot do this 
unless the windings are heat protected. Deltabeston 
A. V. Finish is the ideal protection for motor wind- 
ings and repair work. Its long-fibre construction 
gives the essential bending strength and elasticity. 
Its all-asbestos makeup eliminates the heat problem. 
It will stand more than the wire it protects. Specify 
Deltabeston. 


—for table use 


Deltabeston gives to table appliances—percolators, 
toasters, chafing dishes, hot plates, etc.—the degree 
of safety necessary for high efficiency. Because of its 
unique long-fibre construction, Deltabeston is_re- 
silient enough for portable use. It bends without 
breaking: it withstands constant motion and twist- 
ing; it resists heat. A variety of coverings can be 
furnished to insure an attractive, safe, lasting cord. 


—for irons 


Electric irons are a great convenience to the house- 
wife, but they require enough current to establish a 
fire hazard, unless the wiring is designed for safety. 


Deltabeston is designed with this safety in mind. 
Iron cords are safe when insulated with “the wire 
with the long asbestos fibres.’ 
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Deltabeston 


“The Wire with the Long Asbestos Fibre” 





Cuts service costs on 
household appliances J 


Servicing household appliances need no longer 
be a problem for dealers. Faulty wiring is the 
cause of most service costs. Deltabeston cuts 
these costs by providing a tough, resilient, flame- 
and heat-proof covering. Appliances once wired 
with Deltabeston Wire need no further attention. 
Greater service under the severest usage is as- 
sured by this permanent wire. The long-fibre 
asbestos adheres tightly to the conductor and pre- 
vents short-circuit hazards. The covering lies 
close, even on small, flat conductors—an impor- 
tant point where space is a factor. 





Prominent makers of ranges, irons, and toasters 
equip their products with Deltabeston wire. 
They know that these devices will give the longest 
service and provide the greatest safety. 





The cost is surprisingly low. 
Write for quotations. 


YORK INSULATED WIRE WORKS 


OF GENERAL ELECTRIC 


120 BROADWAY, NEW YORK 
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vestions that are 


NEVER asked | 


Follow the order-taker about his daily work, 
and listen to this little game of “question and 


answer’, as it is played where fly- 
by-night products seek a foothold or 
cut rates try to compete with honest 
values : 


“Willit handle the job? Will it ‘stand 
up’? Do your prices mean cheap ma- 
terials and poor workmanship? How 
may we know your company is here 
to stay? What proof have you that 
your goods are better” ? 


These and many other questions are 
never asked—never need be asked — 
of a product bearing the Square D 


























SQUARE D TESTER 


This ingenious, inexpensive Square D pro- 
duct will save time, money and trouble for 
anyone working on electric circuits. 

It does away completely with lamps for cir- 
cuit testing—and the breakage and expense 
they involve. 

It indicates actual voltage on a plainly 
marked scale, and shows at a glance whether 
current is AC or DC, which pees will not 
do—-25 or 60 cycle frequency may be deter- 
mined. It instantly locates open circuits, 
blown fuses, motors running single-phase, 
where lamps often fail. 

It is compact—pocket size—in rugged fibre 
housing. Adapted to use on all low tension 
circuits up to 600 volts. 








name, because the acid test of time has already 
answered them. The same business policies 


that won leadership for Square D in 
theSafety Switch industry haveearned 
like confidence in all Square D equip- 
ment —industrial switches, power 
panels, current testers and other elec- 
trical control devices. 


Users of electricity, those who buy 
or sell electrical equipment, need 
neither experiment nor compromise. 
The Square D symbol is a binding 
guarantee of quality, permanence and 
superior value, and has been for 24 
years. 


SQUARE D COMPANY, DETROIT, U.S.A. 


FACTORIES AT: DETROIT, MICH., PERU, IND. 


SQUARE D COMPANY, CANADA, LTD., WALKERVILLE, ONTARIO 


BRANCH OFFICES 
Boston Minneapolis 
New York Syracuse 
Pittsburgh St. Louis 
Philadelphia Atlanta 
Cincinnati Milwaukee 


ELECTRICAL 


BRANCH OFFICES; Toronto, Mantreal 
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BRANCH OFFICES 
Cleveland Kansas City 
San Fsancisco Chicago 
Los Angeles Baltimore 
New Orleans Buffalo 
Indianapolis Columbus 


EQUIPMENT 
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4 Compare the simplicity \ 
| # andsaving ofa Noark Uni J) 
_if versal Meter Service Switch 
a7 with any previous combin- 
H ation of switch, distribution 
block and wiring layout. 





Your wireman lands on the 
job with the required 


Noark Universal 
Meter Service Devices 


a few feet of wire, his pliers 
and his screw-driver. He 
hangs the cabinet, makes his 
lead-ins and meter connec- 
tions according to the dia- 
gram, snaps on the cover and 
is back again, in less time 
than it used to take him to 
get his materials ready for 
one of the old time hook-ups. 


And what is even more to the 
point, the profit you make on 
these standardized installa- 
tions is invariably greater. 
The Noark Meter Service System meets every 


requirement for switching, fusing, grounding, 
, m= and sealing. rere 

















The Universal Meter | 
Service Switchis made Catalog No. 55 sent on 
in 30 ampere capacity Maen. Tequest. 
nly, and provides 

* Ys P Acco or Seco Switches are 
service entrance and B madein 30,60, 100 ampere 
facilities for upto four ® capacities. No provision 
branch circuits. Y for branch circuits. 


@ COLTS PATENT FIRE ARMS Mrc.Co. 








Electrical Division 


HARTFORD, Conn. U.S.A. 
NEW YORK~BOSTON~CHICAGO~SAN FRANCISCO 


33-S-25 
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PARANITE 
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t doesn’t pay to close 
your eyes to the quality 
Sthe wite- The quality 
PARANITE is worth look 
ing into because it means 
a saving in wiring costs: 
PARANITE its smooth, 
dey, uniform, and flexible. 

ese features mean each 
wiring job can be done tn 


less time and done better. 


PARANITE 
as better than code requires’ ' 


Indiana Rubber & Insulated Wire Co. 


Jonesboro, Indiana 
Chicago Office: 811 Marquette Bldg. 
New York: The Thomas & Betts Co., 63 Vesey St. 
Western Representatives: 


Walter I. Ferguson & Co., 208 Baltimore Bldg., Kansas City, Mo. 
H. F. Boardmar : 5 ibernian Bld ‘al 
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Do your Jobs Stand Out 
on the Good-Wiring Horizon? 


WHEN you bunch together your best jobs — the class of work you 
are proud of — what is it about those wiring jobs that makes you 
confident they will /ast? 


Is it any one thing more than Swircues? Isn't it the little 
mechanisms under the switch-plates that give you cause for worry 
— or for confidence? 


More than anything else in the lighting system, the Switch is 
responsible — and must be reliable. When your switches last; 
when they never call for help or replacements, your wiring stays. 
Your customers stay. Your jobs stand out on the ‘‘Good - Wiring 
Horizon.”’ 


Every building you wire for permanence is one more bid for public 
confidence in your business; for more appreciation of your work; 
more willingness to pay your price. Put in the BEST; put it in 
your bid, and point to your policy of permanence. 


“FINE SWITCHES deserve Fine Plates.”? Have you seen the H@H 


hand-etched ART PLATES — beautiful new line in Bronze, Brass and 
Butlers Silver finishes? Write for illustrated Art Plate data-sheet. 


THE HART &HEGEMAN MFG. CO. 


HARTFORD, CONN. MAKERS OF ELECTRIC SWITCHES SINCE 1890 



































HOLDFAST 


For those who demand a reliable, easily applied 
friction tape—selling at a popular price. Serves 
efficiently in the trades and in the home—a good 
tire tape made by a manufacturer whose name 
has always been linked with quality products. 


Helps 
to Cut 








Maintenance Costs 


A strong, adhesive friction tape, free from 
ravelling at the edges, thus saving time. 
That is why Firestone Friction Tape is so 
widely used today by telephone companies, 
electrical manufacturers, power houses, and 
_ garages. The public, likewise knows the 
satisfaction that comes with using a de- 
pendable tire tape, made by a manufacturer 
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HIGH TEST 


Strong and adhesive. Base fabric of firm- 
woven cotton sheeting impregnated with 
especial sulphur-free rubber compound 
which withstands exposure to weather 
for long periods. This is scientifically pre- 
pared friction tape of finest quality. For 
electricians, mechanics, manufacturers 
and power stations. 


anne 
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TheIic 
of Qualls 


who knows how to produce weather-proof 
rubber—how to preserve its full quality and 
adhesiveness—and how to insure the utmost 
strength. Here is a lasting insulation, meet- 
ing the specifications of the American 
Society for Testing Materials. Prices and 
specifications sent on request to Home 
Office at Akron, Ohio, or nearest Branch. 


Firestone 


Friction Tape 











AMERICANS SHOULD PRODUCE THEIR OWN RUBBER.... VUmuuSiiwient 
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DURADUCT 


r “/ The Fast Fishing Single Wall Loom 


/ Better that igndle 





A aL Hipy 
; VAL 


Send for a good-length Sample 
of this new Duraduct and 
see for yourself just how 
‘*Sleek”’ it is 4 


Pyura BLE 


cpt DURABILT ... 





PRODUCTS ‘***" 


TUBULAR WOVEN FABRIC COMPANY :: PAWTUCKET, R. I. 


256 ELECTRICAL MERCHANDISING Vol.37, No.6 


riplex Table Japs 























No. 6900 


Sell Table-Taps for Radio Use! 


Have you ever watched a newly converted radio 
“‘bug’’ try to get his set hitched up ? 


Only one wall outlet on hand— but a battery 
charger, a ‘‘B” eliminator and a portable lamp, for 
example, all waiting to be plugged in! 


Keep on hand a supply of Hubbell Table-Taps 
No. 6900 to relieve this problem— and incidentally 
to bring you an exceptionally large margin of profit. 


The Table-Tap when plugged into a single outlet 
provides three convenient Te-Slot connections. 
Can be screwed to the wall baseboard as illustrated, 
fastened to the back of the radio cabinet, placed 
on the floor or located elsewhere. 





Hubbell Table-Taps are reg- 
ularly shipped in attractive 
3-color cartons—all ready 


HARVEY HUBBELL for display in your window 


or on the counter. 
ELECTRICAL SPECIALTIES 
BRIDGEPORT, CONNECTICUT. U.S.A. 
NEW YORK. N.Y. CHICAGO, ILL. 


, PROVIDES 3 OUTLETS FROM 1 


4 
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Noark Fuses are made in all sizes and capaci- 
ties, in ferrule or knife blade types, with or 
without indicators. 


Send for Catalog No 55. 


Thereis nochance 

of weakness — and 

consequent failure 
—ina 


Noark Fuse 


Every element that has 
anything at all to do with 
the accuracy and dependa- 
bility of the performance of 
these fuses has been designed 
with scientific exactness. 


The diameter, thethickness andthe 
strength of the tubes—all are deter- 
mined with mathematical precision. 

The character of the filling is esta- 
blished by an exact law of chemistry. 
The size and materials in the terminals 
are based on proven physical formulae. 
And the design, shape and metallurgy of 


the fusible elements—all are fixed with 
technical exactitude. 


Nothing could be more dependable — 
nothing more capable of successful pro- 
tection — 

These are the reason why Noark 
Fuses never fail to 


‘Blow on the Dot”’ 


GS 


CoLts PATENT FirE ARMS Mrc.Co. 


Electrical Division 


HARTFORD, Conn. U.S.A. 
NEW YORK~BOSTON~CHICAGO~SAN FRANCISCO 


223-F-24 
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The Graybar Tag— 
symbol of distribution 





Exploding that mouse-trap 


in the woods 


MERSON’S famous mouse-trap state- 
ment was right as far as it went. But 
it’s costly for the world to keep making 
beaten tracks to the doors of inventors in 
the woods. The Graybar system of dis- 
tribution is the modern path between 
maker and user of electrical supplies—to 
the convenience and economy of both. 
As buyer for industry, Graybar, with its 
great facilities, resources and experience, 
fetches quality electrical supplies ‘‘out of the 
woods’’—making 60,000 items available, 
through 61 distributing houses, to the user 
whenever and wherever he may want them. 
Whatever the electrical need, it can be 
referred to the nearest Graybar distribut- 
ing house with full assurance of service — 
and satisfaction. 
Offices in 61 Principal Cities 


Executive Offices: 
Graybar Bldg., Lexington Ave. and 48rd St., New York 
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Unit No. 16 


contains 6 Eveready No. 2616 cases. 
Cost to dealer $4.68 
Retail value 7.20 
Dealer’s profit 2.52 


Unit No. 18 


contains 12 Eveready ‘No. 2604 cases 
and 6 Eveready No. 2631 cases. 

Cost to dealer $11.30 

Retail value 17.10 

Dealer’s profit 5.80 


Unit No. 71 


contains 6 Eveready No. 2671 cases. 
Cost to dealer $4.68 
Retail value 7.20 
Dealer’s profit 2.52 








Three new 
money-making deals 
by Eveready 


(They take care of 90 out of every 100 customers ) 


SALES figures show that three types of and the investment is small. Any one 
Eveready Flashlights are responsible for unit costs you a very small sum. The 
90 per cent of all our sales. These types three only cost $20.66 — retail value 
are shown above. Each unit is easy to $31.50—your profit $10.84. Do you know 
set up. The container in which it is of any other small stock investment which 
packed becomes a display case. Each promises such a rapid turnover? 

unit is small and can be Order from your job- 


put in full view on the ber today. Try out these 
counter. It is litho- EV \g three Evere&dy units. 
graphed in bright, attrac- NATIONAL CARBON Co., Inc. 
tive colors. FLAS H LIGHTS New York San Francisco 
° Atl Chicago Kansas Ci 
The turnover 1S fast & BATTERI ES aaivar ails pore Pre gst 


-they sell faster 
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Easy Bought — Easy Sold 


The oldest merchandising story 
in the world—and the truest 


There is one infallible rule in retail selling, 
‘‘make it easy for the customer to buy.” It is 
human nature to take the easiest way—even 
high priced and little known merchandise 
will “turn over” faster when it is displayed 
so that little physical or mental effort is re- 
quired to complete the purchase. 


The use of the DIM-A-LITE Display Card 
demonstrates what can be accomplished by 
the application of this “easy to buy” principle 


to a popularly priced, widely advertised 
product. 


The DIM-A-LITE Socket has been nation- 
ally advertised ever since it was put on the 
market. Practically every customer who 
enters your store knows of its existence. 


WIRT 











Recently it became possible to reduce the re- 
tail price to the very acceptable figure of 
$1.00. This reduction was advertised to the 
public. 


Now, the purchase of a DIM-A-LITE 
Socket is as simple as breathing. The cus- 
tomer doesn’t have to hunt for the article or 
ask for it—he takes it off the Display Card, 
hands you a dollar bill and goes about his 
business. ‘The transaction is the ultimate de- 
gree of efficient retail selling. 


We have created the demand. Your jobber 
will supply the merchandise and the Display 
Card. The public will furnish the dollar bills. 
Let’s get together. 


(FoMIPANY 
Y y, r) 





5237 Greene St., Philadelphia, Pa. 
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Five Changes of Light—Saves 30% to 80% Current 























Based on pioneering experience, involving the expenditure of 
more than a quarter of a million dollars in magazine and 


newspaper advertising, and the cooperation of nearly 
1000 Dealers and Central Stations— 


Riddle 


Has This to Say 
on Residential Refixturing 


1 The tremendous residential 
¢ lighting equipment replacement 
field can be cultivated with profit 
by Dealers and Central Stations. 


There is no reason why the lighting equip- 
ment business as it affects the Dealer should 
be limited by new building construction. 


From one-third to one-half of all wired 
homes (meaning from 5 million to 7 million 
homes) are prospects for refixturing. 


There is no reason why the Central Station’s 
domestic wattage should be restricted by in- 
adequate lighting equipment. 


The lighting current consumption in the 
average living room and dining room can be 
increased through proper refixturing by 50% 
to 100% per home, with corresponding im- 
provement in home lighting conditions and 
increased public good-will. The public wants 
better lighting. 


Maximum advantage to Deal- 
*ers, Central Stations and the 
Public can be secured only by 


¢ 





and—further—Riddle has this to say 


wholehearted cooperation of all 
the interests involved. 


Whatever conditions prevail in individual 
communities where a refixturing activity 1s 
undertaken, the attitude of Dealers and Cen- 
tral Stations should be one of cooperation. 


3 The new lighting equipment 
* must be definitely superior to 
the fixtures replaced. 


This means that Replacement Sets offered to 
the public must meet the mechanical stand- 
ards set up by the Associated Edison Illum- 
inating Companies’ Committee on residential 
lighting equipment standards worked out in 
conjunction with the I. EF. S. and must 
answer the decorative requirements to the 
highest degree. Large replacement 
business cannot be built on inferior mer- 
chandise, 


4. Shaded light is essential. 


If the public interest is to be adequately 
served, and full advantage taken of the 
greater light-giving properties of the inside 
frosted lamp, replacement sets must be of- 
fered with new type glass shades, 


scale 


Riddle has this to say— 
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Glass shades illustrated by courtesy of The Macbeth-Evans Glass Company 


A Riddle Replacement Set 


control and convenience outlet. 


DECORATIVE LIGHTING 
FITMENTS 


idle —equipped with independent switch 


This and other sets on display at N. E. L. A. Atlantic City Convention 
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Riddle has this to say— 





Riddle Replacement Sets 
answer all the requirements 
of Dealers, Central Stations, and the Public 


Drawing on the widest individual experience in the industry, Riddle 
has designed Replacement Sets that answer all the requirements for 
satisfactory development of replacement business. 


A typical set is illustrated opposite 


This and other specially designed sets are— 


—equipped with switch conveniently located in body of fitment for 
independent control of each fitment, important where no wall 
switch exists. 


— equipped with convenience outlet which is alive at all times for in- 
stant use of toaster, percolator, waffle iron or other table appliance, 
this outlet not being affected by operation of switch. 


—wired with No. 14 wire direct to convenience outlet, assuring ample 
capacity. 


—specially designed for new type glass shades. 


—equipped with brass shell UNO thread sockets so that the UNO type 
of shadeholder may be used if desired, or shades may be fitted 
directly upon lamps. 


— manufactured throughout to the rigid Riddle specifications (see next 
page) which definitely assure the reliability as well as the artistic 
design and decoration of the fitments. 


See display at N. E. L. A. Atlantic City Convention 


The Riddle Plan 


for developing replacement business on a_ profitable basis is available to Dealers and 
Central Stations. Send for details, and complete description and prices of Riddle Re- 
placement Sets available. 


THE EDWARD N. RIDDLE COMPANY, TOLEDO, OHIO 


Makers for 35 years of Riddle Decorative Lighting Fitments—''the Standard of Residential Lighting” 


—and——further—-Riddle has this to say— 
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Riddle has this to say— 





Riddle Replacement Sets 
have these 10 Features of Mechanical Superiority 
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Figure 1 
Screw coupling-crowfoot (A) 
to stud in outlet box, then 


slip canopy up over iron wire 
and lock with Jeck-nut (B). 





tT. se 7, 
habia 7 


£ Pull house wires down 

p through bottom of canopy. ; 

" (Note—Tf wires Interfere with Figure 2 Figure 3 Figure 4 7 

q the turning of the coupling Hook third lin of fit Connect house wires to Suggestion. If house Figure 5 

t crowfoot (A), break ‘off th ment chain on small fitment wires and push wires are too short to Canopy assembled. Note 

c ears at points where they are k (C) which is cast up into canopy. Unhoo! pull through bottom of neat appearance as con- 

r notched). cunopy cross strap. fixture chain, then tak canopy, drop  canop) trasted with canopy 

c if Honae .wireseare too. short casting €)) on end ot down as far as possible when tube is used. The 

. to pull through bottom — of chain and slip up and on iron wire and pull new suspension device 

canopy, see Figure 4. over screws (EK), rotat both house wires and saves time and trouble 
, j ing until screws engage fitment wires out over in hanging and makes a 

in slots. Tighten screw top edge of canopy, iar superior job, 


and fitment is installed where they may be con 





STEMLESS CANOPY 





1 nected, 


An improved suspension device which saves time and 
trouble in installing and makes neater and better job 
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Patented Coupling 





Will go on three kinds of outlet. 
Drilled standard for lath and plaster 
or for use with ceiling plate; or by 
easily removing ears, if necessary, 
with pliers can be quickly converted 
into straight coupling and = installed 
on standard fixture stud in outlet box. 


Castings—not stampings 
No stampings are used in Riddle Fit 
ments. Castings are of virgin alu- 


minum. 


Lasting decoration 
Riddle Lighting Fitments are beauti- 


fully decorated in gold, silver and 
color artistically blended. “he deco 
ration is lasting under all climatic 


conditions. 


Standard wiring equipment 


Approved standard wiring equipment, 
including sockets, insuring longer 
service and greater safety. 


6 


Sturdy construction 


All fitments are manufactured with 
the same care as higher priced _fit- 
ments. Special attention is given to 
durable construction in order to in- 
sure continued long service. Stand- 
ard quality materials used throughout. 
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Lacquered before assembling 
All parts of fitments are lacquered 
before assembling. “This insures com 
plete lacquering, which is impossible 


if the lacquer is sprayed on after as- 
sembling. 
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Extra safety measure 


Armored wires are used where neces- 
sary. Polarized wiring. 
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Carefully inspected 


All fitments are carefully inspected 
and electrically tested before packing. 
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Shipped completely wired and 
individually cartoned 


All fitments shipped completely wired 
with sockets connected. Hanging 
fitments shipped 45 inches long, in- 
dividually cartoned. Brackets and 
all other small fitments cartoned in 
pairs. 





— 


Whatever type of refixturing activity you contemplate, you should see the Riddle Display at Atlantic 
City and secure full information on Riddle merchandise and plan available to Dealers 


and Central Stations 


Address THE EDWARD N. RIDDLE COMPANY, TOLEDO, OHIO 
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C Who Gets the Profits 
Jrom Relighting ? 


irry, forty, ten years ago the merchant supplicd 
Bu. demand for relighting by the occasional sale 

of chimneys, jets, ‘“‘bulbs.’’ Small service —small 
profit. That is the great law of business. 


Today, relighting the home means far more than 
the casual sale of an accessory. It means even more 
than the combined sale of a new fixture, a set of shades, 
a box of lamps. It means opportunity for the merchant 
to re-equip a home throughout with shaded light, plus 
the opportunity to serve that home thereafter. Greater 
service—greater profit. In terms of profit, relighting 
the home 1s the equal of “‘new housce’’ business. 

Today’s relighting idea is an idea of utility, style and health 
Behind this idea, the whole electrical industry stands united 
The Central Station, the manufacturers of fixture, shade and lamp, 
the jobber, the contractor and the dealer are all members of one 
team. A $200,000,000 estimated increase is conservative. In 
terms of shaded light this volume calls for 3,000,000 glass shades 
alone. Macbeth-Evans is ready now to work with you in relight- 
ing the home for service to the public and profit to you. 
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So iqu 
for 50 &60 wattlamps 
Macbeth N° 5389 DiiS 


A 
“Cremax Hall Lantern~ Ae, 











“Aurora” Dining Room Luminaire ~ 
Macbeth N° 5067 K J295 






Macbeth N°4454 K284 od Ae, 


he Merchant 




















“Monax’ Decorative Bedroom 
Globe-MacbethN? 5122 Ji2 








mM “Monax"Etched Shade for 25watt 
lamps-Macbeth N°51l4K 266 __ 


” 












CCORDING to reliable estimates, at least 
Av of the “fixtures” in the 16,000,000 
wired homes of America are obsolete! 
To the up-and-coming merchant that should 
suggest but one thing: a vast dormant market 
awaiting the “‘open sesame’’ of aggressive 
salesmanship. Just think of it—practically 
$200,000,000 worth of profitable business lit- 
erally going begging for lack of cooperative 
sales endeavor! 

The opportunity to get your just share of 
that business 1s now at your doorstep. With 
the volume of new construction rapidly on 
the ebb, the entire electrical industry turns 
its thoughts and activities towards national 
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relighting. The job is too big for the central 
station, the manufacturer or the distributor 
alone, but the concerted effort of all three will 
“put it over.”’ 

With public demand for relighting equip- 
ment created for you by nation-wide educa- 
tion, advertising and publicity, it only re- 
mains for you as a merchant to supply that 
demand and reap the profits. Your part of the 
task is easy and the reward is great. Just 
remember that Macbeth-Evans Glassware on 
Riddle Fitments constitutes good lighting for 
the home and to have them on your shelves to 
‘cash in’’ when the time comes. For further 
details write Macbeth-Evans Glass Company, 
Charleroi, Pennsylvania. 


MACBETH-EVANS 
(GLAS S" Residential Lighting 


O U T OF A 


Brown in the newer 
glasses — ‘Cremax,” 
¥ = “Antique” and “Irides- 
cent’’—as wellasin the 
universally accepted 
“Monax,” Macbeth- 
Evans shades, globes 
and lanterns are requis- 
ites for good decora- 
tion and good lighting 
throughout the hime. 
Correct in design and 
charming as to culcr, 
they sell on sig':—a 
“wanted” item tc catch 
the eye of the disc :im- 
inating houschol ler. 
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Gets the Profits 








MACBETH-EVANS GLASS 





SHADES 


With Glass by Macheth-Evans and Fitments by Riddle, 
Shaded Light may be made to play a living 
part in Every Room of the Home 
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No stage setting, however 
complete in other respects, can 
assume reality without Light. Ic 
is light, and light alone, that 
imparts life and completes the 
illusion. Its role is equally as 
important in the home. Here it 
is the lase touch of artistry that 
blends together the component 
parts of the picture. QWithout 
correct light, the most tastefully 
decorated interior remains com- 
monplace. With correct light 
—shaded light—the simplest 
appointments begin to express 
individuality. Macbeth-Evans 
Glass Company, Departement Q, 
Charleroi, Pennsylvania 





Here is the Macbeth-Evans advertisement which will 
appear in the August number of ‘House Beautiful.’ It 
is typical of the year-round publicity which helps to 
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move Macbeth-Evans shades and globes from the mer- 
chant’s shelves. 
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Line yourself up with this activity 
now and participate in the profits! 
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HE progress of a nation can 

be gauged by its use of 

glass. Fifty years ago, 
the glass-blower’s daily con- 
cern was the shape, the 
strength, the heat resistance of 
lamp chimneys. Today, the 
glass-blower spread-eagles the 
field of American industry, in- 
creasing in stature and capacity 


Enclosing Globes 


Commercial and Industrial Glassware 


Candle Shades 








RegU.S Pat. Off 

















for service even as American 
industry itself. @The Macbeth 
glass-blower grows young at 
his task. The same skill that 
produced Macbeth lamp chim- 
neys is applied to the diverse 
problems of today—and _to- 
morrow. For the Macbeth 
craftsman has formed the habit 
of looking forward as well as 


Pendant Shades 


Advertising Globes 










upward to the perfection of 
his art. (The world soon for- 
gets a name that has ceased to 
mean service. It never forgets 
a name that continues that ser- 
vice in accordance with public 
need. While the Macbeth glass- 
blower serves as American in- 
dustry advances, the name Mac- 
beth will be remembered. 


Table Lamp Shades 


Insulators 


Macbeth-Evans Glass Company 


CHARLEROI - 





PENNSYLVANIA 
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The maker 
who is proud of what he makes, 
uses Egyptian Lacquer 
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FOR OVER 40 YEARS 





Use this book as your Advertisement, too 





“ANCIENT AND MODERN EGYPTIAN LACQUERS” outlines the It links your products with 
whole story of Egyptian Lacquer—what it is—what it does— Egyptian Lacquer Advertising 
where it is used. Handsomely illustrated in color. Written in in the Saturday Evening Post 


a lively, interesting new way. 16 pages and cover. 


Get this book out among your customers. It is a splendid 
tie-up with Egyptian Lacquer advertising in The Saturday 
Evening Post. \t will increase your sales and build good will. 
It costs you nothing. The coupon below, properly filled out 





A“ 
and mailed, will bring as many copies as you ask for. 4 N 
\ 

If you would like one of our representatives to call—or is * 
want advice on any special finishing problem—a letter to the \ 
New York office will get immediate attention. \ 
THE EGYPTIAN LACQUER Mrke. Co., INC., 90 West Street, New York y THE 

Completely equipped branches in tharge of practical men y EGYPTIAN LACQUER 
are maintained in the following cities: F / Mee. Co., INC. 
A , Boston, C Y: , Dattas, Detrorr, Los ANGELES, PHILADELPHIA, 
cease DORTLAND, One., SALT LAKE Crry, SEATTLE, SAN FRANCISCO, ST.LOUIS r 90 West Street, New York 


7 
v7 Gentlemen : 
¢ I understand you are distributing 
4 free copies of your new booklet 
¢ “Ancient and Modern Egyptian Lac- 
quers.” Please send me.............cOpies. 
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Let Us Help You Mee 


Jui 


























438 W. Jefferson Ave. 
DETROIT 











700-702 Elm Street 
LLAS 





} MOE-BRIDGES 
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: 











935-937 Mission Street 
SAN FRANCISCO 








1903 Washington Ave. 
ST, LOUIS 






236-244 Broadway : 
MILWAUKEE 
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Your Kefixturing Needs | 
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223-225 So. 5th Street 
MINNEAPOLIS 











588-590 Broadway 
NEW YORK CITY 

















541-545 Brookhaven Drive 
ORLANDO 


4 till i Wi 
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WUYMWWMIY LL, Vy Wy Vy) 


1422 Main Street 
KANSAS CITY 





1026 Wall Street 
LOS ANGELES 
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Building of Frank G. Shattuck Co., 
(Schrafft's Stores) New York City. Russell G. 
Cory, Architects. Morethan 600 GuthLites 
installed by George W.Gates Co., New YorkCity 






Fe 


GUTH 


Less than a year old 


—yet making new sales records 


\¥ less than a year GuthLite has become the 
fastest selling unit of its type on the mar- 
ket. Each monthit sets a new sales 

record. 


design of the glass globe produces the maxi- 
mum volume of light with low brightness at 
the source. 














Electrical dealers and contractors 
have been quick to recognize the 
profit making possibilities of this 
new illuminator. 

New principles of design give light- 
ing results never before accom- 
plished. It eliminates all ceiling 
shadows and the adjustable reflec- 
tor controls the direction of light 
vertically and horizontally. This 
means more! light. where most 
needed—light that is easy on the 
eyes because it eliminates all 
shadows on the working plane. 
Totally enclosed the globe can be 
quickly and easily removed for 
cleaning and relamping. The 


Brascolite 





DESIGNERS 





10 Superior Features 


1 Adjustable white porcelain enameled re- 
Rector controls direction of light vertical- 
ly and horizontally. 
2 Light reflected to the ceiling as well as 
tothe working plane. 
3 Ceiling light increased or diminished by 
raising or lowering reflector. 
Low brightness aithe source. No glare 
4 and no spots of high intensity. 
Lamp «o placed that most of the light 
5 rays are diffused through neck of globe 
to reflector; directs them to working plane. 
A Adaptable for installation to any type 
electric oullet or ceiling construction. 
7 Glass globe scientifically designed to 
produce efficient total output and low 
brightness atthe visible part ofthe globe. 
r} Easily and quickly installed. Open link 
hanger, so additional chain can be add- 
ed tf desi red, 
9 Patented, self-adjusting spring globe 
holder permils expansion of glass, pre- 
venting rattling or breaking. 
10 Globe quickly applied or released. 


Cleaned and re-lamped in a minute. 


She pwin FE. Guin CoMPANY 


- ENGINEERS - MANUFACTURERS 


















GuthLites give such wide light 
distribution that fewer units are 
needed to light a given area. They 
are furnished in plain or decorative 
types at prices that are surpris- 
ingly low. Its beauty of design 
and remarkable efficiency makes 
it the ideal light for hotels, schools, 
office buildings, hospitals or any 
other commercial installations. 


If you are among the few dealers 
and contractors who have not 
foundoutabout theexclusiveGuth 
selling proposition, don’t wait any 
longer, but wrilenow for full details. 


And be sure to ask about the Guth 


Engineering service for dealers. 








Lighting Equipment 


Sr. Louis, U.S.A. 
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Newighungy 
brings 

more Lamp Sales 

“VELVET- LITE” 


(PATENT PENDING) 





You, as a Central Station, are continuously selling the 
idea of better lighting for homes. 


NOW, “Velvet-Lite” gives you both highly developed 


lighting and exceptionally beautiful merchandise. 


NOW, you can feature “Velvet-Lite” with profit- 
able sales results. 


“Velvet-Lite”’ properly displayed on your sales floor 
will win attention—‘‘Velvet-Lite” because of its 
practical lighting feature will be used the maximum 
number of hours and actually becomes a worthwhile 


load-builder. 


Electrical Dealers and Electrical Departments of Department Stores will 
find “‘Velvet-Lite” a most profitable addition to their Lamp Stocks. 

In addition to “Velvet-Lite’ we manufacture a complete line of portable, 
table and bridge lamps. Ours is a beautifully designed line that attracts 
customers. 


Be sure you get “Velvet-Lite” on your floor at once—Write today for Catalog 
No. 22 and list price with large discounts. 


KERNES MANUFACTURING 
COMPANY 
1400 N. Halsted St., Chicago, Illinois 


Permanent show room: American Furniture Mart 
Space No. 1110 
Represented in 

New York San Francisco Boston 






























a es . 
4 yy 


Can be turned 
to any angle 














" Y ELVET-LITE” combines 
the function of Junior and 
Bridge Lamp. Easily ad- 
justable to any angle. It elimi- 
nates unsightly bulbs. One 
frosted globe, equal in light vol- 
ume to two bulbs, casts a beau- 
tifully soft ‘radiance. It pro- 
duces sufficient and unequalled 
lighting. 


KERNES LAMPS 
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“The use of 40 or 50 watt lamps 
on so-called shadeless fixtures pro- 
duces eye strain which people try 
to avoid either by using lamps of 
lower wattage or by limiting the 












is simple » bositive, practical. moderatein price. Available in six ss 


ee popular, soft-toned decoratio 


CONSOLIDATED 


LAMP & GLASS COMPANY . CORAOPOLIS, PA. 


TheCLG Universal Shade Holder Handsome, finely finished wate, Fits any size or type of fitting g 





HE new CLG No. 2617 series of shades for 4 
“shadeless fixtures,” permits the central station a 


ee to replace low-wattage round bulbs with lamps of 
; the 40, 50 or 60-watt sizes, thereby giving the house- 





holder sufficient light without glare and giving the 
central station increased consumption without the 


necessity of selling and installing complete fixtures, : 
Write for descriptive leaflet 
| and free sample | 
// . 


> 
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MULTILITE -/ Frink Product 


| 


i } 


A 























Window above is in store of J. i ILVERLITE Multilite Re- 
L. Hudson Co., Detroit, Mich. flectors are the newest addi- 
ee ee en Oe tion to the famous Frink line of 
ceiling and hidden complete from view. : : : 
Screens eliminate direct glare and pro- show window equipment. It is 
bse ilcasalginne eae e-irgt the only self-contained practical 
Reflectors made entirely of metal, do j A ; 
not break, no replacement costs. window reflector ever offered in 
Pure silver reflecting surface with pure this im portant field. From two 
copper backing, does not peel off or dis- . ~ na P 
color in service. to ten individual Silverlite re- 
MULTILITES are made in two, four, six, flectors are in each standard unit. 
eight and ten unit sections. Combination of Easy to install, easy to conceal, 
these will provide equipment for any length nek - Tey, oad buntistes 
oii. easy to adjust for various heig 
MULTILITES are wired and ready to in- and depth window trim. 
stall, eliminating cost of single conduit outlets. 7 - 
Write for circular No. 79. ¢ Send for Circular 79. 


THE FRINK C0. Inc. 


233 Tenth Avenue, New York 


Representatives in Principal Cities 
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SS A NEW ENGLISH CREATION 
Ly MEETS the DEMAND for PERIOD FIXTURES S= 
Kf) The BUCKINGHAM LINE NS} 
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No. 1211C 
1 LT. CANDLE BRACKET 
Wired with Pull Socket 


225 


No. 1212C 
2 LT. CANDLE BRACKET 
Wired with Canopy Switches 


22 
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No. 1205C N= Gy 
5 LT. CANDLE FIXTURE SH 
Spread 18 in. Length 36 in. ty 


Wired Complete 


Same Furnished in Drop No. 1205D 
Ceiling No, 1205% 


10% 


ACME LIGHTING PRODUCTS, INC. 
2114 WOODLAND AVE., CLEVELAND, OHIO 
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There are literally millions of homes 
in this country today that were 
wired before the convenience outlet 
reached its present-day position of 
importance. 


These homes alone constitute a 
market for an increase in the 
residence load of central stations in 
every state—in every city. 


RomeX can be an important factor 
in building up this load. Its savings 
over old wiring methods are often 
greater on a rewiring job than in 
new construction work. 


In making a run through floor 











Many central stations 
and contractors have 
standardized on the 





Rome, N. Y. 


OME. 


ON-METALLIC 
si PATH ED CABLE 
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beams in an old house, for instance, 
only one narrow floor board need be 
removed. Work is simplified in 
many ways. RomeX requires but 
one set of holes, one series of 
supports. 


Give the subject of additional 
revenue from old homes serious 
thought and you will see countless 
ways in which RomeX can help to 
increase that revenue. 


The'atest RomeX booklet,‘“‘RomeX 
—Where and How It Is Used,” 
will be sent to any one interested in 
the wiring of new or old residences. 


ROME WIRE CO. 


Increasing the kw. hrs. - 
with RomeX 








RomeX is invaluable too 
in those cases where the 
prospective customer in- 

















larger sizes of RomeX Cable for electric _ sists upon a trial installation before pur- 
range wiring circuits because of the chase, as RomeX can be quickly installed 
marked economy and great flexibility of | and as quickly removed, without dam- 
this type of construction. age or loss of material. 
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Ask yourself— 


1. What’s the slogan of the N.E.L.A.? 


(Answer:—More Kilowatt 
Hours per Wired Home) 








2. What’s the significance of this slogan? 


(Answer :—It means that, Cen- 
tral Stations realize that they 
must now develop the domes- 
tic appliance load at all costs) 


3. What does it mean to the Appliance 
Manufacturers? 


( Answer :—It means the oppor- 
tunity of tremendous sales in- 
creases for appliance manu- 
facturers who have secured 
acceptance and_ recognition 
for their products by all good 
dealers) 


4. How can I tie in my Product? 


(Answer :—Advertise in the 

Business Magazine of the 
Electrical Trade—Electrical 
Merchandising—the Trade 
Paper most widely read by all 
goodelectrical appliance 
dealers). 
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Every home 


N..:. 


Eve: 


|= 


N.: 
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We are not poets. 
We just make lamps at (What have you?) 


43 Rast 10th St.. New York 
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Wrapped in rock, cased in eternal stone— 
that’s the electrical circuit that runs through 
Deltabeston wire. For Deltabeston’s insul- 


ation wall is asbestos—close-felted, 


solid, 


flexible, with the additional frotection of a 


special insulating compound. 


The dangers that beset electricity’s journey 


are powerless against this wall. 
ture and abuse have no effect. 


Heat, mois- 
Send to the 


nearest one of Graybar’s 61 distributing 


houses for complete information. 





Vol.37, No.6 


Offices in 61 Principal Cities 


Executive Offices: Graybar Bldg., Lexington Ave. and 48rd St., 


New York 











Highest Quality Armature 
~ and Stator Winding 





Y% H.P. Washing Machine Motor, any make, 


NE ic crudiweuseae anes danerinaese pees $6.00 net. 
All Types Vacuum Cleaner Armatures, re- 
NNR ni Sacrabucane ee eecL ae Le $3.50 net. 


H. M. Fredericks Co., Lock Haven, Pa. 


Armature Wirding Specialists 








Save that running back 
and forth to the shop— 
prevent mistakes in 
bending and measur- 
ing. 
At our expense, put a 
Martin on one of your 
jobs and try this saving 
in time and money. 
It weighs only 50 lbs. It 
is strong, and won't 
wobble or jigg’e due to 
its wide large spread. 
Your men can carry it 
as easily as a tool bag. 
Take advantage of our 
free trial offer—10 days 
in which to sai‘isfy your- 
self of its merit. 
Over 28,000 in use. 


H. P. Martin & Sons 


621 E. 2nd Street, 
Owensboro, Ky. 


Save those costly 
trips to the shop 


Bend conduit 
and cut 
threads 

on the job 
with a 
MARTIN 
PORTABLE 
VISE 
STAND 

















ASK JIM BETTS 


He makes the only Flashing Plug with an unconditional 
5 year guarantee 
1395 SEDGWICK AVE., NEW YORK, U. S. A. 








Only reliable products can be 


continuously advertised. . 
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Boost your dividends from“Old Sol” 
by selling HEMCO Plugs 





Thousands of dealers testify to the 

sales-building power of the Hemco 

Display Board. If you do not have 

one, we can supply you promptly. 

You bay for the plugs only—at a 

special discount of 40%. Net 
price $2.40. 


LY 




















A window of the Kansas City Power & Light 
Co., Kansas City., Mo.—trimmed by E. E 
McKimm, window specialist. Note the prom- 
inence given Hemco Plural Plugs— because 
quality appliances deserve quay plugs. 








UMMER heat is here in some localities—is coming 
everywhere. Fan sales with your annual dividends 
from “Old Sol” are coming—and you can boost them 
by selling Hemco Plugs— if you work things right. 


Keep your Hemco Display Board in view of every 
customer. (If you haven’t one we can still supply you.) 
It talks Hemco Plural Plugs. All your customers need 
them—for no home seems to have enough outlets, in 
the right places. That’s why it pays to suggest a 
Hemco Plural Plug to every customer. 


Made of genuine Bakelite, practically unbreakable, 
beautiful, designed to serve inconspicuously—Hemco 
Plural Plugs are the permanent answer to every need 
for extra outlets. They stay sold—boost your profits 


—build good will. 


Stock up now so that you will have the right model 
for every fan buyer. Most reliable jobbers have them 
—or write us and we will see that you are supplied 


promptly. 


GeorGe RicHARDS & COMPANY we. 
557-West Monroe Srreer- Cxicaco,/ttinois. 





Improved HEMCO 
Heater Plug 


Long one of the fastest sellers, the 
Hemco Heater Plug has been im- 
proved. Thicker walls, larger air 
spaces for heat dispersion give it 
unsurpassed durability. Improved 
method of snubbing makes cord 
ends easier to attach - anchors 
them permanently. Non-slip grips 
assure easy detachment of plug 
from appliance. Made of genuine 
Bakelite. Fits all makes 
of appliances. 
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ANNOUNCING=— 


A Two-Year Guarantee 


Jiffy Adjustable CUTTER 


“Jiffy” Cutter is built to last. 
Many cutters six or seven years 
old are still in use today. You 
are safe in buying ALL “Jiffy” 
‘Tools—they last. 





Jiffy Cutter cuts holes in steel boxes 








switchboard panels quickly and 
easily, saving time, labor and 
money. Any diameter 34 inch to 


six inches. No manual pressure 


necessary, the spring does all the 
work, 


AND 
A NEW CUTTER 
Jrv.. HOLE CUTTER 


A low-priced fly-cutter for cutting 
holes in bakelite radio panels, light- 
weight metal and for making small 
holes less than 3 inches in diameter in 
switch cabinets, panels, etc. Fits in 
standard brace. Adjustable, any 
diameter to 3 in. 





Or ude 




















Makes 


bends, 
kinking, flattening or splitting the pipe. 
or sideways. 
tion does not require expert mechanic, any workman can bend 
pipe. 


perfect quickly, easily and accurately without 
Bends either downward 


Eliminates in many cases, costly fittings. Opera- 


Bends either '4-in. or 34-in. Conduit. 


Vise, extra strongly con- 
structed, built to last—a real tool. 





SPECIAL INFORMATION 


regarding a new price on the “Jiffy” Solder DIP- 
PER, as well as complete description of all other 
tools will be mailed to every contractor sending 
his name and address. 











PAUL W. KOCH COMPANY 


ORIGINATORS OF 
Lay oF ‘ e 
Vissi YJ Line 


The 
LABOR SAVERS 


29 SO. WELLS ST., CHICAGO, ILL. 
vonpomenreeroneenvoennvvcnevuuavetneesmtenoeeciseeveevaeet suyneoMepreeueeeetet HRN EeePC Te AFREHOEP OaRU ARON 
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JOINTS MADE 


in One-Tenth the Time 


—> rc 


Use IDEAL Wire Connectors and 
you’ll make joints ten times faster 
than you can by the solder-and-tape 
method. And the joints will be 
stronger and more perfect—both 
electrically and mechanically. 


The saving may be only 10 cents on 
every joint—-BUT you make hun- 
dreds or thousands of joints a year. 
Contractors and manufacturers who 
watch their costs closely use 
IDEALS exclusively. 


A greatly increased production schedule 
enabled us recently to announce a 25% 
reduction in the cost of IDEALS. 


No Solder—No Tape— 
No twisting of wires 


Approved by Underwriters’ Labora- 
tories and Factory Mutual Fire In- 
surance Companies. Recommended by 
Nat'l Elec. Code. 

Mail Coupon for FREE Sample 








FREE SAMPLE COUPON 
IDEAL COMMUTATOR DRESSER CO., 
1037 Park Ave., Sycamore, III. 


Please send me free sample of IDEAL Wire Connector. 
Name 


627 


City 








WOdneeannenaecnnaconanone: 


SKINNER’S 
Cut Glass Switch 
Plates 


Add permanent beauty to 
homes by installing our plates. 
Beautifully finished in Mirror, 
Gold, Silver, White or Ivory. 


Write at Once for 
Illustrated Catalogue 





Manufactured by 
W. SKINNER & SON, Inc., Hammonton, N. J., U. S. A. 














America’s Finest Professional 
PERMANENT WAVE MACHINE 


SHELTON SIMPLICITY | 


List Prices 
20 Heater Pedestal, Complete $160 


24 Me ae 190 

32 + 250 
24 Heater = alate 
— Made Universal. AC orDC110 Volts. Also 
canbe 220 Volts and 240 Volts. No extra charge 
added, for special windings. 

Write for catalogue and prices. 
Established 22 Years 








W. G. SHELTON CO. 
Shelton Bldg., St. Louis, Mo., U.S.A. 


Cable Address: *‘SHELWAVCO” All Codes. 
References: BR. G. Dun & Co., and Any St. Louis or New York Bank 
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li), Nothing Missingin @& 
the Paulding Line (FX 


, Neither time nor money has 
been spared in giving the Elec- ih 
trical Trade handling and using 

Paulding Products a line com- 


eviliiy | when you sell Paulding, keep 
f these two facts in mind and re- 
, member, Paulding devices have 


plete as to number of devices | 
» and correct as to quality of 
design. 
When you talk Paulding, when , 


become the standard for better las i 
wiring jobs. — 


®)) JOHNL PAULDING, Inc 


ow a . 
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No. 1975 
with G. E 
Form 12 Novalux. 


UNION METAL 
EXTERIOR LIGHTING FIXTURES 


Entrance Standards.-- Brackets --Newels 
HUNDREDS OF DESIGNS 


In selling Union Metal exterior lighting fixtures, 
you will find that owners and architects can 
select with ease from the hundreds of designs 
listed in the catalog. The fact that the Union 
Metal line is so complete with designs which are 
all architecturally corect—all 


unusually well 
made—all inexpensive, quality 
considered—makes it particu- 
larly profitable for the Union 
Metal agent. 
You should be getting this 
business in your territory. 
Send today for Catalog No. 54 
and our sales proposition for 
Dealers and Contractors. 
THE UNION METAL MANUFACTURING CO. 
General Offices and Factory, Canton, Ohio 
Chicago Office—230 South Clark Street 


Branches: New York, Chicago, Philadelphia, St. Louis, 
Los Angeles, Jacksonville, San Francisco. 


UNIOW METAL 





neem ema mo 


Design No. 2019 cc 
with G. E. Form 

19 Novalux 

Lantern. 
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100% 
efficient 






SHERMAN 


Fixture Connectors 


PATENTED—APPROVED 


Make Fixtures 
Complete Pieces 
of Merchandise 


Buy Fixtures 
Sherman Equipped 


Now Jobbers and Contractor-Dealers who 
want simplicity of fixture installation and 
strict economy specify that their fixtures be 
factory equipped with Sherman Fixture Con- 
nectors. 

The great practicability of Sherman Fixture 
Connectors is established—they have been used 
for years. 


The screw can’t come out—only one size 
needed —all brass — perfect conductivity — 
quickest and easiest to use—favored by inspec- 
tors—makes strongest possible joint—requires 
only tape, no solder. A safe electrical joint 
must be taped. 


Cross-Section 
Showing Bridge 





Corner View 


Free Sample 


Will be sent to Jobber, 
Contractor - Dealers or 
Manufacturer. 


a H. B. SHERMAN MBG, CO. 
Battle Creek, Mich. 
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And this New Headquarters of a Great 
Electrical Distributor is Wired with 
— Habirshaw 


The new Graybar Building, head- 
quarters of the largest electrical 
goods distribution company in 
the world, is assured of the best 
service quality cable and wire can 
give. It is significant that in the 
neighborhood of the Graybar 
Building several others, large and 
well-known, are served by 


Habirshaw Cable and Wire. 


Distributed by 


Gray baR 


AD COMPANY 








Order From Your Nearest House 





Habirshaw Cable and Wire Corporation 
Main Office: 10 E. 43d St., New York City Chicago Office: 500 So. Clinton St, 
Plants: Yonkers, N. Y.; Bridgeport, Conn.; Nepperhan, N. Y. | 


HABIRSHAW 


PROVED BY THE TEST OF TIME 

















ELECTRICAL MERCHANDISING 





Vol 37, No.6 





GO-N-SET 
The Plug-in Time Switch 


Patent Applied for 


Real Automatic 
Control for 
Summer Cooking 
























Hot kitchens, hurried returns from steers srnoons of pleasure now can be eliminated for your customers 
and at a profit to you. 

Think of the thousands of electric cookers, that because of their lack of accurate time control mech- 
anisms were not used as they should have been, last summer. 

With a Go-N-Set Plug-in Time Switch you can make every one of these cookers real automatic 
kitchen aids. ‘Try a te lephone canvass of a few of your customers, offer to give them this remark- 
able time switch that requires no special wiring—just plug it into any outlet. “Those who haven’t 
cookers now can be sold both the Go-N-Set Plug-in Time Switch and a cooker. 

Remember, too, that the Go-N-Set will automatically provide On and Off control for any electric 
appliance or entire circuit. “ry one on your own show windows and electric sign. 

The price is surprisingly low—yet there is a good margin for you. 


If your jobber can’t supply you, write us direct, giving his name. 


G & S Research Laboratory 


1269 Cochran Ave., Los Angeles 


——Abolite al “3 gg i 
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we Reflector Brands Ly 

THIS DISPLAY having been approved " 

SE S now bear this label. hie 
ELECTRICAL 80th St. and 
REGULATORS aiaaiiiiee: East River 
LABORATORIES New York, N. Y. 


When one card _ is 
empty simply set up 
another — they come 
fieendy filled. We pack them all in display 
cards at the factory—50 or 100 Regulators to 
a case. 


CONVENIENCE ++ ECONOMY 


appeals to every customer 
with a wired home. For 





























ionnenennecnventiity 





bp un cunt | et . e Lowest 

j-—— \ Price~First/ 
on thousands of * 

bedrooms, halls bath- -\NATIONALLY ous eey iy, 


especially needed where | FROM 
there is a baby or sickness \ i | THIS be ‘ovat / 
in the home. : . \ BooK 

Write for full pertioulers. \" nan WHOLESALE ONLY 


OUsnuevu04dengn4guuucnsn4000sus4s044eeen4uuueennnn4queeenausceceesvuccvuceansocscesegsvouecnnvaneocsevarveercngnvascevavavueeenggvycevegsqvsctsesgoconeeevseUeeeeegttite= 
anuenpnennenoaeenensneenaanoOnpitNs 
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Anylite Electric 
Com 


ed 





ELECTRICAL SUPPLY COMP, 


154 W. LAKE STREET, CHICAGO 
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Link 
Switch 


Recommend and in- 
stall the Levolier 
Link Switch—it fits 
in place of one of 
the chain links with- 
out altering the 
length of the fixture 
or necessitating rewiring or splicing of lead wires. 
Does away with pendant switches, ceiling 
switches, wall switches or the unsightly sore 
thumb switch. Can be used in any chain fixture, 
old or new, and between any two links of chain. 
Levolier Link Switches are built with contact 
points that withstand the instantaneous overload 
when gas-filled lamps are being turned on. 


Wherever economy of installation expense and 
convenience of operation on new work is an im- 
portant factor, Levolier Link Switches will prove 


the least expensive to install and the easiest to 
operate. 


Send today for catalog No. 21 or for descriptive 
bulletin describing the Levolier Link Switch. 


| PACGILL 


MANUFACTURING CO. } cee 
Electrical Specialties of Quality 
ESTABLISHED 1 


VALPARAISO - INDIANA 
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Lamp Coloring and 


Heat Controlled 
Automatic 


Something New to Talk About— 
Something Different and 
Better to Sell 


HERE’S a sameness and similarity to most 

electric flat irons—and many are excellent 
ironing implements. But the LIBERTY HEAT- 
CONTROLLED AUTOMATIC offers new and 
improved features over the ordinary type of 
iron. It offers NEW, DIFFERENT and BET- 
TER selling arguments, it supplies you with some- 
thing new to talk about, provides new and 
desirable features not found in the ordinary iron. 


Here is a different iron, a better iron, one that 
will arouse your enthusiasm to the point of 
doubling and trebling your iron sales—because 
the accurate, dependable Liberty Thermostatic 
Temperature Control gives you selling argu- 
ments and talking points contained in no 
ordinary iron. Never too hot nor too cool— 
temperature always exactly right—a hotter aver- 
age ironing temperature—greater wattage input 
—the practical elimination of fire hazard, and 
acceptance and approval by both the Under- 
writers’ Laboratories and Good Housekeeping 
Institute. Selling points? ‘They’re more than 
that. They are advantages built into every 
LIBERTY AUTOMATIC—and found in no 
other iron. 


Write for Liberty Automatic Facts and Discounts 


THE LIBERTY GAUGE & 
INSTRUMENT COMPANY 


6621 Euclid Avenue 
Cleveland, Ohio 
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Beacons on the 
- ARIE chart of sales ! A 


PROGRESS 



























No. 3243 Verdelite 


Everywhere electrical supplies and 
fixtures are being successfully sold, 
Faries is found to be a contributing 
factor to that success. The name 
Faries in itself is an attraction, and 
the quality and finish are of such 
a nature as to inspire confidence in 
all other products handled by the 
dealer. 

If you haven’t already done s0, 
acquaint yourself with the Fartes 
line. Write for literature and quota- 
tions. 




































Verdelite patented 
slip on shade. Easily 
removed for cleaning. 


FARIES MFG. CO. 
DECATUR, ILL., U. S. A. 


a cof NN 


Catalog No. E-M-6 
















SUMMER 
SALES 


i. THE. breezy 
atmosphere _in- 
duced by open win- 
dows, the futility 
and danger of the 
smoker’s match is 
self-evident. 
Summer sales of 
“Redilite” electric 
tobacco lighters are 
absurdly easy. 


Architects and 
builders can add 
$500 to the sales 
or rental value of 
residences and apartments 


And Save Money! 


This is how: 

A fireplace in any house makes it sell 
more readily. But chimneys and 
flues cost money. 

A false fireplace and a Glolog add $500 







Redilites come in de- , 
signs and finishes to : 





























satisfy the most fastidi- . to the selling value of a house—and 

ani Ati weddee -— the yer of ag rea a and 

Ss. ‘ ampers. partment house builders can 
; . put fireplaces in each apartment, and £ 
— rete the dur- Here mocked rent more easily for more "money, <n z 
MODEL A REDILITE able arker’ unit, re- prospe s e olog has the realism of a glowing = 
yOR USE ON Lame CoRAExT aewable and guaran- Apartments, Private ng and real heat at the turn of a E 
Oe $5.50 teed. Price range— H ., a s Di Hotels, For prices and specifications address 
PIIIEE 5. scacnciecsvsiecees 5.00 $3.50 to $5.50. Clubs, Directors’ reait & Richards, Inc., Mfrs. = 
Rooms, Libraries, Newark, N. J 4 . z 
SPECIAL INTRODUCTORY OFFER TO DEALERS: Theatres, —_ Offices, pein E 
Lodges and even —— & ~~ gto 0 é 
P re F : ss rannan an rancisco = 
We will send—1 Model A Redilite (as illustrated), silver Steamships! Deliveries from San Francisco stock. S 
finish for $3.00—or 1 Model B Bronze Redilite for $2.00. erties ae peat lagoons imi = 
Both for $5.00; post-paid. Cash with ordcr unless rated. So Spasoe’ am ee — ss | amma sae way = 
‘Ss YF, y + a : FF! = 
= (> * Bik SR 3 “Le 15 
PARKER ENGINEERING CO. ie A ee #2 5 
20 MONROE ST., MERIDEN, CONN. * St oem aa aaatas MN Sve 
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When You Want Fans Quick 


N the rush for fans, when your 

stock melts away, with more 
heat predicted—then you’ll appre- 
ciate having an Emerson fan dis-. 
tributor near at hand with a big 
stock for prompt shipment. 


Emerson fan distribution this year 
is wider than ever before. Almost 
a hundred stock-carrying jobbers 
have Emerson fans in their ware- 
houses at convenient shipping 
points. Factory stocks at St. Louis, 
New York, Chicago, Dallas and 
Houston are reservoirs on which 
Emerson distributors can draw 
instantly. 


On the list of Emerson jobbers, you 
are almost sure to find one with 
whom you are regularly dealing. 
Write us if you don’t know his name 


Take no chances of losing fan sales 
and profits from lack of fans. Check 
up your stock of Emersons now— 
and often. Call on your distributor 
regularly to fill in any items short. 








MERSON FANS 
swith the 5 year guarantee 

















1 The Emerson Electric Mfg.Co. 


2018 Washington Ave., St. Louis, Mo. 


806 W. Washington Blvd., Chicago, Ill. 
50 Church St., New York Citv 
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| Advertising 
1° \ electric 


as 1ts never been 


Now push electric ventilation 









On into the summer selling season sweeps this dra- 
matic advertising campaign on electric ventilation. 


Four times between the beginning and ending of 
hot weather days, American Blower will release 
a dynamic color advertisement that drives home 
with a real wallop the need for adequate ventilation! 


All told, over 5,200,000 of these advertisements 
will reach the homes and offices of American 
business men this summer. Never before was such 
advertising power put behind thesale of electric ven- 


rican 














ae 


MANUFACTURERS OF ALL TYPES OF AIR 


66 6 9% 
piracy” VENTILATING, HEATING, AIR CONDITION- 





Ta ah 


eo ease est mm Ar 





June, 1927 ELECTRICAL MERCHANDISING 291 


ventilation 
advertised before 


as you’ve never pushed it before/ 















tilation. Nosummer season ever presented the pos- 
sibilities for ventilation business that this one does. 


Get into the big “push’’! Folders, letters, window 
cards, installation plans and other sales helps are 
yours for the asking. Just write us. 


And the time you spend in talking American 
Blower Electric Ventilation to customers this sum- 
mer will pay you a good profit. Try it and see. 


AMERICAN BLOWER CO., DETROIT 


BRANCH OFFICES IN ALL PRINCIPAL CITIES 
CANADIAN SIROCCO CO., LTD., WINDSOR, ONTARIO 


(647 
American Blower Company 
6004 Russell St., Detroit 
Please send your “Summer Sales 
Plans”’ to 


Name. 


ING, DRYING, MECHANICAL DRAFT? ssc 
GD wanvunc EQUIPMENT SINCE 1881), 000 _ 
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iF THE science of aerodynamics, en- 
gineers have worked for years to per- 
fect the aeroplane propeller to its 
present high degree of efficiency. Its 
one job is to move air. This same 
principle of moving air is now ap- 
plied to stationary air moving prob- 
lems. Thus has science brought to 
industry the most efficient device to 
use in moving air. 


The Charavay ventilating unit em- 
bodies a miniature aeroplane pro- 
peller which gives it the greatest air 
moving efficiency known. The 
Charavay has right at the start the 
best sales arguments you can find. 
And besides their great efficiency, 
Charavay units are light in weight, 
easy to install, vibrationless, and 
move more air on 1/3 the current 
consumed by the conventional flat 
blade type ventilator. 


The Charavay line is a money-making 
line. Many dealers have doubled 
their profits with Charavay ventila- 
tors. The market for them is un- 
limited. Every place that has four 
walls and a roof needs ventilation. 


Write or wire us today for full in- 
formation. 


Hartzell Propeller Co. 
Piqua, Ohio 
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The standard Charavay, 20 to 36 in. 
propeller fan (multiple blades if desired). 
Cast aluminium frame and supports. Rust 
resistant metal alloy propeller.. Auto- 
matic shutter furnished where required. 


Mail Coupon 
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Your Service 


Starievant 





Atlanta, Ga. Minneapolis, 





inn. 
Montreal, Canada 
Camden, N. J. New York, N. Y. 
Charlotte, N.C. Pittsburgh, Pa. 
Chicago, Ill. Portland, Ore. 
Cincinnati, O. Rochester, N. Y. 
Cleveland, O. St. Louis, Mo. 
Dallas, Texas Salt Lake City, 
Denver, Colo. Utah 
Detroit, Mich. San Francisco, 
Hartford, Conn. 
Indianapolis, Ind. Seattle, Wash. 
Kansas City, Mo. Washington, D.C. 
Los Angeles, Cal. 


GraybaR 


Albany, N. Y. Newark, N. J. 
Asheville, N.C. New Haven, 
Atlanta, Ga. Conn. 
Baltimore, Md. New Orleans, La. 
Birmingham, Ala. New York, N. Y. 
Boston, Mass. Norfolk, Va. 
Brooklyn, N. ¥Y. Oakland, Cal. 
Buffalo, N. Y. Oklahama City, 
Charlotte, N. C. Okla. 
Chicago, Ill. Omaha, Neb. . 
Cincinnati, O. Philadelphia, Pa. 
Cleveland, O. Pittsburgh, Pa. 
Columbus, O. Portland, Ore. 
Dallas, Texas Providence, R. I. 
} san gr Ia. |. Reading, Pa. 
Dayton, O. Richmond, Va. 
Denver, Col. St. Louis, Mo. 
Detroit, Mich. St. Paul, Minn. 
Duluth, Minn. Salt Lake City, 






























Fort Wayne, Ind. Utah 
Grand Rapids, San Antonio, 
Mich. Texas 





San Francisco, 






Houston, Texas Savannah, Ga. 
Indianapolis, Ind. Seattle, Wash. 
Jacksonville, Fla. Spokane, Wash. 
Kansas City, Mo. Syracuse, N. Y. 
Cal. Tacoma, Wash. 








i Fla., 
Milwaukee, Wisc. Worcester, Mass. 
Minneapolis, | Youngstown, 





Ohio 
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Quick shipment from stock 
—87 offices at your service! 


Two nation-wide organizations—Sturtevant and Graybar— 
‘‘on their toes,’’ ready to meet your ventilating fan require- 
ments! 


Take advantage of these unexcelled service facilities. 


Sturtevant Ventilating Fans can be secured immediately from 
local or nearby stockrooms. 


‘A phone call, wire or letter to the nearest Sturtevant or 
Graybar Electric Company office insures action—at once! 


B. F. STURTEVANT COMPANY, HYDE PARK, BOSTON, MASS. 
Distributor: Graybar Electric Company 


The most efficient fan of its type developed! 


The fact that the Sturtevant Ventilating Fan is more efficient—that size 
for size it will deliver more air—than any other similar fan on the market, 
is alone a selling point of great weight which you can use to marked 
advantage. 


The Sturtevant is a ventilating fan that you can depend on. There is not a 
single piece of flimsy construction in it. Rugged throughout. Strong, rigid 
blades. Enclosed motor—thoroughly protected against dust, fumes, grease, 
etc. Exceptionally quiet in operation. 




















“Ventilating Fans 
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Send For This Motor 
And Make This Test 

















TP LENGRAVING AND} 
ELECTROPLATING SHOPS 






















Theres o om 
Big Field for 
Johnson Propeller Fans 


Any manufacturer of electrically driven 
devices who can reduce or eliminate vi- 
bration in his product has a distinct sales 
advantage. Vibration causes noise, bear- 
ing trouble, arcing, and shortens the life 





of the product. 


Vibration is due to unbalanced weight in 
the motor armature. In Dumore motors 
this antagonizing weight is located and 
removed from the point at which it exists 
through the use of a specially designed 
machine. Consequently all Dumore 
motors are in dynamic or running balance. 


The process of dynamic balancing as practiced in our 
shop, gives Dumore motors essential qualities pos- 
sessed by no other universal motor. ‘They run 
smoothly, quietly and without perceptible vibration. 
The bearings stand up. 


These are facts that can be best demonstrated to you 
in an out and out comparison. We want you to see 
and feel the difference between a Dumore motor 
and the one you are using (regardless of make). 


If you will fill in the coupon below we will send you 
a stripped stock motor, on memo charge. When the 
motor arrives lay it on a level surface beside the 
motor you are now using (stripped), run them 
both at working speed, and, remembering the harm- 
ful effects of vibration, draw your own conclusions. 


UMORE 


TRADE MARK-REG. U. S. PAT. OFF. 





WISCONSIN ELECTRIC CO. 
19 Sixteenth St., Racine, Wis. 


Please send me a stripped Dumore motor on memo charge. 


Firm 





VERY industrial plant, 
every office, every place 
where people work or play is a 
prospective place to install a 
Johnson Fan. 

The field is a big one and you 
can get your share of the busi- 
ness with Johnson equipment 
because it’s built for hard serv- 
ice, long life, minimum attention. 

—And Johnson Fans are big- 
ger than their rating for Johnson 
size numbers mean wheel size 
not frame size. 


The season for propeller fans 
is coming on rapidly. Get a line 
on Johnson equipment before 
hot weather comes. 

You'll be satisfied, your cus- 


tomer will be satisfied and so 
will we. 


There’s a Johnson fan 
or blower for every 
ventilating need. 


Write for particulars 


Johnsonfan 4 Blower Co. 


MANUFACTURERS OF FANS & BLOWERS FOR ALL PURPOSES 
1329 West Lake Street, Chicago, Illinois 
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What Must a Good Pump Motor Have? 


There are certain prime essentials, as makers 
of water pumps know. Here aresome of them. 


Certain starting from remote control, 
usually many times each day, every 
day in the year. 


The ability to start promptly under 
heavy over-loads, often on reduced 
voltage. 


Superior insulation to prevent possi- 
ble grounds from excessive dampness. 


A frame designed to protect internal 
parts from dripping water. 


Oil wells of large capacity, making 
frequent oiling unnecssary. (Such 
motors being often inaccessible and Awe iinet 
easily forgotten.) with Emerson 14 h. p. motor. 


The choice of Emerson motors as standard equipment by many leading makers of 
domestic water supply systems is significant. 


Each class of motor-driven machine constitutes a different motor problem. Emerson 
engineering and research in the small motor field are serving hundreds of manufac- 
turers of widely diversified motor-driven products. 


The Emerson sales and engineering corps of trained men, co-operating closely with 
an adequate production force can be of real help—in adapting stock designs to your 
needs or in developing special types for the service. 


We have a capable field organization and gladly make field or laboratory tests, and 


supply sample motors. More than 150 types of standard motors, 2 horsepower and 
smaller, always in stock. 





Write us if you have a motor problem. 


The Emerson Electric Manufacturing Co. 
2018 Washington Avenue, St. Louis, Mo. 


806 West Washington Blvd., Chicago ; 50 Church Street, New York City 


AND FANS ~ BUILT ” 








TO LAST 


REPULSION START INDUCTION ,ZSPLIT PHASE, POLYPHASE, DIRECT CURRENT 
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ESEARCH is not confined to 
the efforts of college profes- 
sors alone. Many shrewd 


buyers and engineers are continu- 
ally in search of new facts. 


Careful analysis is. revealing the 
undisputed fact that Leland Frac- 
tional Horsepower Motors are good 
motors—built and inspected to a 
high standard. Their popularity is 
increasing by leaps and bounds. 


You may familiarize yourself with 
their performance through a trial 
and test consignment. ‘Take up 
your motor problems with Leland 
Engineers. You will be surprised 
by the co-operation you will receive 
in their solution. 


All standard fractional sizes 
Interchangeability of frames 
A. C. Single Phase 

D. C. Compound Wound 

A. C. Polyphase 


Dayton, Ohio. 
U. S. A. 


Fractional Horsepower 
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1 Light Weight 

2 Quiet Operation 

3 Large Volume Breeze 
4 Attractive Appearance 
§ Fully Guaranteed 

© Low Operating Cost 

7 Correct Prices 

8 R&M Reputation 





wo 


HOSE are things that are 
saleable — things your fan 
customers want and will buy. 


And aren’t they, too, the things you want to sell? 
Particularly when you know that every sale invariably 
carries its honest, respectable profit—a profit that will 
never be eaten up by free service costs. 


They are. Thousands of R& M dealers have told ussoem- 
phatically. For29 years thesteady,year-after-year patron- 
age of dealers who believe in these things, has been a 
constant inspiration to keep up quality,to build contin- 
ually better, to improve appearance and performance. 


If those things appeal to you, why not let’s get together? 


The complete story will interest you. May we send it? 
Just write— 


THE ROBBINS & MYERS COMPANY 
Springfield, Ohio . Brantford, Ontario 


Chicago, 1825-29 Trans- St. Louis, 1922-26 Chest- Buffalo, 831 a Sq. 
portation Bldg. nut St. Bldg 


Cleveland, 1239 W. Boston, 243 South St. Philadelphia, 1418 Wal- 
Third St ude 


Cincinnati,9 E. Third SanFrancisco, 317 Rialto 
New York, 30ChurchSt. St. Bldg. 





Fans and 


‘FMS BOBBINS & MYERS COMPANY SPRINGFIELD, CULO: BRANTIOOR.ONE 
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The Sign of Quality 


The R & M Fan of twenty-nine years ago established 
a standard of quality. The R & M Fan of today main- 
tains that standard and throws into the balance, besides, 
a host of improvements, thereby piling value upon 
value. 


R & M Fans as presented to you for 1927 offer an accu- 
multaion of value—a basic principle of good workman- 
ship and fine materials plus those betterments devised 
by a wide-awake experimental department. 


There is an unconditional guarantee, of which you 
already know, back of our product—which adds just 
another top-piece of value. And then to round out the 
sales value of the whole proposition to you as a mer- 
chant, there are advertising and sales plans, sales and 
display material all aimed point blank at a furtherance 
of your fan sales. 


Write today to our nearest distributor or branch office 
for full information—prices—discounts. 


The Robbins & Myers Company 


Springfield, Ohio 


| AGENCIES IN ALL PRINCIPAL CITIES OF THE WORLD 
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4 Endorsed \ 


every requirement for its 
recommendation and 
merit award. 
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Good Housekeepin 

See « institute 

me MOUSEXEEPING wer 





















by venient size makes it equally useful in the home, office or 
GooD closed car. Its powerful motor driven brush gives it clean- 
EIOUSEKEEPING ing abilities not possessed by attachments used on ordinary 
INSTITUTE cleaners to get into the “hard-to-reach spots”. Our nation- 
Presto-Junior has been wide advertising is creating a tremendous demand for Presto- 
"si 9 ol ele ol ed Junior. Its size alone creates interest; a single demonstration 
stitute and meets with clinches a sale. 


If your regular Jobber cannot furnish you with Presto- 
Junior write us direct, sending us Jobber’s name and 
address. We will see that your needs are promptly supplied. 


METAL SPECIALTIES MFG. COMPANY 
338-352 North Kedzie Avenue, Chicago 


A Sensation in the Electrical World | 


. = “The biggest seller since the introduction of the 
Cl > Sr (> electric iron. 
nary sales of the marvelously efficient 


Prest 


Electric Vacuum la 


The result of twenty-five years in building quality products, 
Presto-Jr. is without an equal in its own field. Its small, con- 


” 


Dealers everywhere report extraordi- 


-Junior 
("srr J 


Size” 











SP 





‘PLEX TAPE 
Cuts TIME in two/ 


2-Plex is a high-grade friction tape 
and a heat-tested insulating rubber 
tape combined into ONE tape. 
This enables you to wrap a joint 
in one operation, NOT two, and 
have a_ safe, satisfactory, easily 
done job. 

2-Plex tape can cut your labor cost 


and increase your profits. It has for 
other electrical contractors. 


Order from your jobber or send for gen- 
erous size free sample. 


Holfast Rubber Co., Atlanta, Ga. 















3 Leaders 





Guaranteed Guaranteed “‘Wico” Slick-Finish 


Surface Conduit System Non-Metallic Sheathed Cable 
Underwriters’ Standard Underwriters’ Standard 





Guaranteed 
““Wico” Slick-Finish Loom 
Wnderwriters’ Standard 


Tue Wiremo.D Company 


HartTFoRO,CONN. 








WEATHERPROOF 


RUBBER 
COVERED 


SLOW BURNING 


BARE 
COPPER WIRE 





PHILLIPS WIRE COMPANY 
PAWTUCKET, R. L. 














Vase Mountings 


and Electrical Specialties 


Vase and candlestick 
adapters 


Heating elements 
Vase Bases, wood 
and metal 


Send for our 
illustrated catalog 





Daval a Co. 
171 Seventh Avenue, New York, N. Y. 
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Coffee Basket per- 
forated at top and 
bottom only, in- 
suring fullstrength 
coffee 











Welded Spout 
No Solder 






Handles securely 
attached 






Seamless Drawn 
Body---Copper or 
Alumiaum 






Empire Patented 
Emersion Type - 
Heating Unit, in- 
suring quick per- 
colation 



























Element Quickly 
Removable 

Steel Insulating Plate 

Cannot Burn Table 


' Valveless Double-Walled 
Vacuum Pump 


These 8 EMPIRE Points 
Build Perk Profits 


HE eight features shown above 
are real reasons why your trade 
gets a big dollar’s worth for every 100 
cents they invest inEMPIRE products. 


The EMPIRE percolator line is com- 
plete in sizes and styles, price is low 
for the quality in each type, profit to 
you is right. 2-cup to 12-cup sizes, 
aluminum or nickeled copper seam- 
less drawn bodies. 


We work only through recognized 
legitimate trade channels. We try to 
give everybody a square shake and 
expect the same in return. Our cata- 
log may help you decide. Send for it. 


















METAL WARE CORPORATION 
Sales Office: 111 West Washington Street, Chicago 
Factory: Two Rivers, Wisconsin 





This original pack- 
age of 2-cup electric 
percolators makes an 
attractive display. It 
is a splendid appli- 
ance to demonstrate 
the quality of the 
entire line of Empire 
appliances and per- 
colators. 


LoD 


EMPIRE 
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Good Housekeeping 
ee, ° Institute ww 


Conducted by 
HOUSEKEEPING MACE 











USE THIS SEAL 
FOR BETTER 
SUMMER BUSINESS 


The hot weather is a good time to sell 
labor-saving household appliances. “Let 
electricity do your housework” has a 
pleasant sound in sweltering weather. 


Use this appeal to boost summer sales. 
This Seal will help you. Special displays 
of “Tested and Approved” merchandise 
always win attention. You will find that 
any item sells easier when you can say: 
“It’s guaranteed by Good Housekeeping.” 





FREE SELLING 
HELPS 


Make your store ‘‘Satis- 
faction Headquarters.” 
Send for Display Cards 
in two colors and link up 
with advertising in Good 
Housekeeping. Two sizes 
—22 x 28 for windows 
and 84 x11forcounters. 
Specify sizes wanted. A 
complete list of tested 
and guaranteed merchan- 
dise will also be sent, 
together with sales 
ideas other merchan#® 
are using. 


GOOD HOUSEKEEPING 
119 WEST FORTIETH STREET 
NEW YORK CITY 





































me AMECO 


Electric Radiant 
Furnace 





Profit and Load 
Volume Sales 


More efficient than the bowl type of reflector. 
Greater heat—and it is circulated throughout the 
room! 


The Ameco is the best auxiliary heater on the 
market. It is more efficient than all others, and is 
much cheaper. It will heat any small room and 
will raise the temperature in any room. 


The Ameco is guaranteed indefinitely—only the 
highest grade heating elements are used. It is 
well-made, strongly put together and attractively 
finished. Nickeled handle and top. 





', The Ameco is the best of its class on the market. 
Certainly at its low price there is no heater 
known which can equal it for building volume 
_ gales. 





. It consumes 650 watts and will operate on any 
voltage of 100 to 120. 





’ Shipping Weight 8 Ibs—Packed One to a Carton— 
: 8 feet of Cord. 





Send for samples and discounts. 


Retail Price $6.9 5 


Western Retail Price $7.95 


American Metal Specialty Co. 


73 Union Sq., Somerville, Mass. 
Boston District 
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the Air-Diffuser 


ERE is the new principle of ventilation that is 
bringing dealers year around sales and profits. 
Stretch your fan selling season from a few weeks 
to the entire year with AIRATOR—the safe, silent 
air-diffuser and circulator that has been endorsed by 
prominent physicians and by ventilation engineers. 













Air is drawn from all 
parts of the room— 
mixed in the fan and 
gently diffused without 
blasts or drafts to dis- 
turb papers or cause 
colds. 


Year-around Usefulness 
Means Year-around Sales 


IRATOR is a modifier of extreme air conditions 
—dispels smoke and odors—freshens and puts 

new pep in the air—brings a new conception of room 
comfort, winter and summer. It is preferred in hos- 
pitals, because it is draftless—in offices because it 
ventilates without noise and without disturbing 
papers—in thousands of living rooms, nurseries, 
dining rooms—wherever pure, fresh air is needed. 


An attractive and profitable arrangement 
will be made to exclusive distributors. 


SAVORY, Inc. 


Owned and Managed by the Republic Metalware Co. 
New York BUFFALO Chicago 
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For Those Who Want 
Motor Satisfaction 





The motor is the very heart of your motor driven 
machine or device. In the last analysis it’s usually 
the motor that sets the standard of satisfactory 
day after day operation. 


The Ohio motor has gained its reputation of “Reli- 
ability” because the highest grade of materials 
plus extreme accuracy in production make it as 
fine a motor as can be built. 










The vast majority of Ohio Users continue to 
specify Ohio’s because year after year service costs 
of this motor have shown not only its sales build- 


Double Wick Sleeve Bearings or . : 
ing value but its unusual economy as well. 


Ball Bearings 1/20 to 1/3 Horse Power. 








A new Bulletin illustrating and describing the special gauges and 
testing instruments used in Ohio Motor Production is just off the 
Press. Ask for a copy. 


The Ohio Electric & Controller Company 
5905 Maurice Avenue, Cleveland, Ohio 














A Noiseless 
Exhaust Ventilator 





DISCHARGE AT TOP INTAKE for 
Toilets 
Restaurants 
P dpe, 0008 from Every Angle an Smoking 
Si) 
Ste cnn Rooms 
| ° ° Chemical 
Aye ey nares} Laboratories 
Kitchens 
The Master Super-Wick Motor, announced 
last month, has had a splendid reception. Its Club Rooms 
unsurpassed performance, its genuinely at- Etc 
tractive appearance and its strong, durable : 
construction are making swift headway into Sil ion. Mini snn—shout the same as 
dete favor of patel deta buyers everywhere. ilent Operation. inimum power consumption abo 5 3 


two electric lights. Sturdy all steel cabinet—all joints welded. Baked 
olive green enamel finish. One unit single non-corrosive aluminum 


To try one is to be convinced. 


THE MASTER ELECTRIC COMPANY fan and motor removable for cleaning. Air discharge at either side, 


top or bottom. Wide range of capacities. Write for particulars. 


OY. @ GO) FS) 5 08) 
STOCKS CARRIED IN PRINCIPAL CITIES THE HERMAN NELSON CORPORATION 


MOLINE, ILLINOIS 
M ASTER GUARANTEED MOTORS Builders of successful heating and ventilating equipment for twenty years 
Sales and Service Offices in all Principal Cities 
Bb bo tame MASTER WR OT On 


Se SILENTVENT 
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Who Sets 


Fixture Prices? 















The manufacturer doesn’t —the dealer 
doesn’t. The price of fixtures is set by 
the consumer. If your goods are worth 
more to him than the money he has, you 
get the price you ask. If they aren’t, your 
prices do you no good. 


Your object, then, is to make your fixtures 
more desirable to the consumer. Fibro 


Candles, (Grades.A & B) help you do it. 


While Fibro Candles (Grades A & B) are 
better looking than most other candles, 
their main attractiveness is that they do 
not warp, crack, discolor, and they can be 
washed. 


These candles come in a descriptive 
wrapper which points this out to the con- 
sumer and makes him realize the advan- 
tages of fixtures Fibro equipped. You 
need only call attention to the wrapper, 
and your point is made. 








Yet, while Fibro Candles (Grades A & B) 
add considerably to fixture value, they 
cost very little more than ordinary candles. 

















We'll be glad to send samples, prices, and 
reports of dealers’ and manufacturers’ 
experiences with them. 











_—___—_—_—_—_, 
———— 







Fibro Candles are made in all 
sizes and shapes. In addition 
to the Fibro line, we make the 
customary candles of cardboard. 
In their way, they are superior 
to others of this type. Get 
prices, free samples, etc. 



























New York Office: 

















173 Lafayette St. i 
Phone Canal 9125 Fibro Products 
Los Angeles Office: Company 
3414 W. Washington St. 
Phone Beacon 3516 New Bedford, Mass. 














Fibro 
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Builds Warm Weather Business 


[Tp SPEAY and push this popular radio light for 
warm weather sales. Radio fans everywhere like 
its small size, graceful appearance and unusual 


design. Curved extension permits light to fall softly 
on dia's witbout glare. ; 


Has every wanted feature. Takes a candelabra 


lamp. Adjustable shade; extra long silk cord; stand- 
ard stocket plug. Beautiful bronze finish over all. 

Retails at extremely low price of $3.85. Write for details 
and attractive discounts. 


VIMCO MFG. COMPANY, INC. 
721-A Ellicott Sq., Buffalo, N. Y. 

















ee ee ee ee titi: 






9g oe 
(|) f NIITS An Insulating {J 
Cap with a split 


screw that bites 
Approved by the Underwriter Lab. twisted wireends. 
Cartons of 100 — Standard Package 1000 


For Free Working Samples Sign Below and Mail 


Name 


Address 
COLT’S PAT. FIRE ARMS MFG. CO., HARTFORD, CONN. 








W222 22ers ee ee eee eet 


POUT 














Now another 
Big Selling Advantage! 


Celestialite glass now brings to 
Planetlite’s extraordinary diffu- 
sion a quality of light that is very 
near perfect. 





Do you know all six of the selling 
advantages that Planetlites give you? 
If not, let us mail you the details. 


PLANETLITE inc. 


342 Madison Avenue, New York City 
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Announcing the 
PAUL Type ‘‘AR-1”’ Automatic Rc generating Water Softener 


The PAUL type “AR-1" Automatic Regenerating Water cistern. They are built as units and come ready to set 
Softener, electric motor driven, represents the greatest up on your floors, or to connect to service lir es. 
forward step in the industry. When you sell PAUL Water Systems or Soft Water 
PAUL Private Water Systems are made in many sizes, Generators you open the way for sales for washing 
and several different types to meet varying conditions, machines, ironers and dish washers, etc. 

They pump water from deep or shallow wells, lake or Write for Bulletin No. 5038. 


Manufactured by 
FT. WAYNE ENGINEERING & MFG. CO. 
(Incorporated) 
Fort Wayne, Indiana 


BRANCH OFFICES AND WAREHOUSES 


BOSTON PHILADELPHIA NEW YORK PITTSBURGH PORTLAND, OREGON 
75 Washington St. N. 40 North 7th St. 25 Warren St. 3008 Jenkins Arcade 211 Oak St. 

















me 


ii—<———~S Sa ”—“—S I KK”6h—(l Cl TO Cl (CC Si 
SS ean ae ae ea Se ws 





<= aa SS: SSS eee 
2a SS Oe! ee | e Ss 











Here’s the Worm and Worm Gear that . ; ~ ) 
drives one of the Leading Appliances $F 






We specialize in gears of all types for the 
household appliance trade and because of our 
experience we can offer a real service. 


Gears properly designed and accurately cut Rs 
are of vital importance in your product. Ay 


Ground Thread Worms A Specialty. 


Send us your problems and 
inquiries on gears of all types. 






PERKINS MACHINE AND GEAR COMPANY 
Production (GK AR Specialists 


SPRINGFIELD, MASSACHUSETTS 





sz 
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“KLEEN-KWICK ’ electric dishwasher 











3 


















6é 


ask 
the lady 


who owns 


one”’ 





—then youll know 
the ‘‘ KLEEN. 
KWICK” franchise 
is worth having. 


—the “KLEEN-KWICK” Electric Dishwasher which “does all the dishes” so quickly, so 
easily and so thoroughly. 

“KLEEN-KWICK” has a proven record of performance, not only in domestic service, but in com- 
mercial work. It’s a home essential built on original principles—features that make the appliances wanted. 


It is self-cleansing; smooth as a mirror on the inside; lasting sprayed white lacquer enamel or nickel- 
plate finish on the outside. And there are two models to meet practically any home requirement. 


Now—the “KLEEN-KWICK” franchise is worth 


having. Write us today for our proposition. 


Friedley-Voshardt Co., Inc. 
733-737 So. Halsted St., Chicago, Il. 
805 Barnett Bank Bldg., Jacksonville, Fla. 











111 by 











The best public relations tool 





Catalogues 
and prices 
on request 








The KFULL- 
O-LITE Safe- 
ty Screw- 
less Reflect- 
ing Unit 
with swivel 
joint. Al- 
ways hangs 
straight. No 
wires. ex- 
posed. Easy 
to clean. 
Easy to wire. 


Type SSP 
6114 








is efficient lighting 





Light is the one avenue of 
contact that the central sta- 
tion has with everybody, 
and the easiest and best 
public relations tool of all. 
You are losing an oppor- 
tunity to gain good will in 
every store, office and pub- 
lic building that is badly 
lighted. 

No architect, builder or 
shopkeeper has to be sold 
efficient lighting! . . . when 


it costs him nothing. 

On the strength of (1) il- 
lumination produced and 
(2) money saved on main- 
tenance, the unit shown 
here is being chosen for 
one after another of some 
of the most famous public 
buildings in the country. 
Chosen in open competition, 
too. Open competition in 
light produced and main- 
tenance savings. 


FULL-O-LITE COMPANY 
50 Dey Street, New York, N. Y. 


“SHADED LIGHTS” 


For Chandeliers and Brackets 


New Shapes, Colors and Decorations 


No. 104 Dee. 1. 


No. 101 Dec. 11. 


“DELICA WHITE” CASED GLASS 
“NICCO” OPAL GLASS 


-@- 


KOPP GLASS, INC. 
SWISSVALE, PA. 


BRANCH OFFICES: 
Dela Croix & Monroe, 225 Fifth Ave., Laughlin-Gilmer Co., 1420 Lawrence 


New York. St., Denver. 
David Wilson, 83 York St., Toronto, 
Jones & Manter, 12 Pearl St., Boston. Ont., Can. 











tui 
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UTOMATIC 
ew HEATER 9. zene 
OPENING 


FOR FILLING 
EXPANSION TANK 


i ———- EXPANSION TANK 
AUTOMATIC 


AIR VENT 


ELECTRODE 
INSULATORS 





ELECTRODES 
OR HEATING —— 
ELEMENTS COIL CONNECTED 
TO HOT WATER 
STORAGE TANK 





INSULATION 
AROUND HEATER 


PIPE FOR PASSAGE 
OF WATER FROM 
HEATING TANK TO 
EXPANSION TANK 





INLET FROM 
STORAGE TANK 


Requires little servicing 


The Chicago electric hot water heater is posi- 
tively automatic in action, yet simple in con- 
struction. 


It has no moving parts to wear or corrode. 


The automatic feature is not dependent upon a 
complicated thermostat. 


There is no point where intense heat is applied 
which causes scaling and corrosion. 


A regulating valve produces water at any de- 
sired temperature from 110° to 180°. 


The Chicago heater can be installed with the 
assurance that it will give an abundance of 
water at the desired temperature and will re- 
quire little or no servicing. 


Approved by the National Board of Fire Under- 
writers, Chicago. 


Send in the coupon. Let us tell 
you more of its advantages. 


Chicago Automatic Electric Boiler Co. 
1966 Southport Ave., 
Chicago, IIl. 








CHICAGO AUTOMATIC ELECTRIC BOILER CO., 
1966 Southport Ave., Chicago 
Gentlemen: 


Send me prices, discounts and data sheets for computing costs on 
electric heaters. 


ELECTRICAL MERCHANDISING 


305 








This HOME MOTOR 
is a Great Summer Seller 


During the hot summer months, there is need 
for this motor all during the day. Without 
nuts, screws or bolts, it attaches quickly to 
any sewing machine and makes it an electric. 
No wearisome pedaling. 


With grinder and buffer attachment, it 
sharpens knives and tools and polishes and 
buffs silver; with mixer attachment, it whips 


cream, beats eggs and mixes dressing and 
cake batter. 


hy 


Mixes Cake 











The fan attachment 
converts home motor 
quickly into an efficient, 
reliable fan. There are 
a million home motors 


in use today. This 
proves their rugged 
durability. 

















Home motors are sold exclusively through legitimate 
jobbers everywhere. See that you are well stocked. 
Don’t overlook the opportunity to sell present motor 
owners not possessing attachments, a complete set. 
Now is the time. If you don’t know the name of 
the nearest jobber, write us for his name. 


Hamilton Beach 


Necessary Electrical Devices 


Hamilton Beach Mfg. Company 


Racine, Wisconsin 
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Standard Model No. 756—A massive domes- 
tic range for large homes, estates, small clubs, 
etc., consisting of a cooking top with six hot- 
plates and a Standard Electric Fireless 
Cooker compartment; domestic type alumi- 
num-lined oven to the left above; hotel type 
Monel metal-lined oven below. 


A quality line 
building good will 


The Standard line is making money and 
building good will for everybody who is 
selling Standards. Back of this is the 
high quality, regardless of cost, that is 
built into every range—plus a sound, 
friendly selling policy that makes an en- 
thusiastic member of every jobber and 


retailer who joins the ever-growing 
Standard family. A complete line of 32 
models to meet every requirement. 


Practical in design, beautiful in finish. 
You, too, can make money on Standards. 
Just write for newest catalog. 


Standario 


ELECTRIC RANGES 





Pre Til «tm 


THE STANDARD ELECTRIC STOVE CO. 


TOLEDO, OHIO 
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How Electrical Dealers 
and Contractors 
are Multiplying Profits 


How other dealers and contractors are doing this, how 
you can do this, is told in a concise manner, by Mr. 
Cyril D. Henderson, in a vitally interesting booklet, 
just off the press, entitled “3 Steps to Better Profits.” 


Mr. Paul W. Curtis, President of The Curtis Co., 
Chattanooga, writes of the service it describes as follows: 
“Tt has made us many hundreds of dollars in the 

short period it has been in our possession.” 


It not only explains proven methods, but discusses fully 
the underlying factors on which resale prices must de- 
pend for profit. 


Would you like to read it? 


We have copies of this book for distribution among dealers 
and contractors who are interested in FACTS. It is too ex- 
pensive to be mailed without the assurance that it will be read. 
{f you will fill out and mail the coupon we will send you a 
copy with our compliments and without obligation. 





HENDERSON-HAZEL CORPORATION, 
5005 Euclid Avenue, Cleveland, Ohio 
Certainly, I'll read Mr. Henderson’s new booklet, “3 Steps to 


Better Profits.’’ Without obligation or expense you may send 
it to me. 


Name 
Street 
City 




















MT 
The Light that The Light That 
Never Fails e Never Fails 





Showing a DAY-BRITE 
Super-Showcase unit. DAY- 
BRITES are also furnished 
for Wall Cases, Show Win- 
dows, Banks, Theatres, Art 
Galleries, etc. 


Write for latest entelegue 
Ne. 6 








THE DAY-BRITE REFLECTOR COMPANY 
703 SOUTH BROADWAY, ST. LOUIS, MO. 
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Kawneer 


SOLID Coppre 


STORE FRONTS WHETHER YOU | | e 








‘vooprors || BUILDOR 
Conideriediference|| REMODEL 


make sure your store 
front is a complete 
and genuine Kawneer. 








‘The trained eye and ex- 
perience of every merchant 
makes it easy for him to 
quickly determine  mer- 

chandise values. He ex- 
low mith Thich provderdsinge, | | EFCises extreme caution in 


ventilation and plate glass protection Age 


and rough usage will not affect its strength his urch ases 
and beauty. The heavy copper mouldings p - 
frora which Kawneer sash and bars are builr 
require no wood rein. 











The equipment of the store, 
which includes the store front, 
is an item which should re- 
ceive equal attention when 







Send For It 

the merchant or owner makes 
his selection. A Kawneer If you are interested in 
Hollow Metal Store Front in- windows that will actu- ini 
sures satisfaction and perma- ally produce more sales, iawene 

) ° Company, 
nent value. send for this book. 1se4 N. , 

Front St., 

The photographs at the left Niles, Mich. 
show facts that are of vital Tee Please send ‘How 


° ispl: Mer- 
interest to you.. You can to Daplsg Me 





\ OZ a ) chandise to Sell It." 
c<awneey 
RARE ree mee procure permanent plate glass 4 W n e a | ? rer 
~~ aa protection with all the advan- ’ COMPANY 
. : ddress .... 

Kalamela construction (wood rips covered tages of modern window dis- A 

perme onaier- een 8 . NILES, MICHIGAN 

ing the safety of the glass The thin, soft play with a Kawneer. 














metal is easily dented and marred. 








TOGGLE SWITCHES 
HAVE COME TO STAY 





So why not surface toggle switches 
instead of rotary? 


Indicating switches at the 
price of non-indicating 


“When Weber makes a switch, it’s a switch!” 








SEND FOR A SAMPLE 


HENRY D. SEARS 


General Pye Agent 


EBE EPENDABLE 
IRIN EVICES 
80 BoYLSTON aa” BosTON. MAss. 
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FACEALITE 


The Light, concealed from the eyes is 
thrown upwardly on the face. The 
only correct shaving glass made. 


. 


TRADE MARK 


Our 8 in. x 8 in. size is for men’s use 


Our 12 in. x 12 in. size is for women’s use .. . . $9.95 
Send for Catalog 


FACEALITE 


Reg. U. S. Pat, Off. 


Also manufacturers of the following 
underwriters approved materials: 


Metropolitan “Controlite” Theatre 
Switchboards— 


Standard Theatre Switchboards 

Standard and Special D.C. & A:C. 
Switchboards 

Standard and Special Panel Boards 

Type “A” and type “C” Knife Switches 

Detachable Flush Switches 

Detachable Receptacles 

Plug Fuses 

N.E.C. Fuses 

Single and Duplex Receptables 

Two-Piece Attachment Plugs 


—Catalog No. 24 Upon Request— 


METROPOLITAN 


Boulevard and 14th St., 
Long Island City, N. Y. 


i 
HH 
| 




















What can this book 


do for your sales 
this summer? 





B r 
3. metlant Hall Examine it 


one of the coun- 




























try’s leading ad- FREE 
vertising coun- 
sellors. and see 


for yourself 





Thousands of ad- 
vertising and sell- 
ing plans that you 

can put to good 
use in your own 
business. The 

methods of the 


Covers most success- 
every ful stores in 
side the country. 
of 

retail One 
selling f 
and o . 
advertising Hall’s 
pom ergs =e 
as actually prac- OOKS 


ticed in the stores 
of this country— 


is covered in this There 
new book in the are pages 
way that retail mer- oo. 
chants have long pony i 
wanted. they are 
Practically every being re- 
problem that arises duced — 
in the selling end of pages 
a retail business—the about mer- 
layout of store and chandise 
merchandise, the fig- turnovers 
uring of cost, turnover and how 
and profit, advertising they are 
in newspapers and being in- 
through the mail, the creased. There 
sales relations with the are complete 
public and with the sections on win- 
manufacturers, the edu- 


dow - display, 


cation, compensation and newspaper adver- 


management of employees tising, direct mail 
—these problems and many advertising, out- 
others are described with door advertising, 
methods that have proved retail copywriting 
successful—that have paid and the training of 
in dollars-and-cents — in salespeople. 566 
— where they have been pages of sales mak- 
used, 


ing information. 


Can help to increase your business. 


The best way to judge this book is to see it for yourself. If you like it, 
keep it If you don’t like it, send it back. Mail the coupon now and 
your copy will be sent to you right away. 


Mail this coupon for your copy. 


McGraw: HILL 
FREE EXAMINATION COUPON 








McGraw-Hill Book Company, Inc., 370 Seventh Ave., New York. 


Send me Hall’s RETAIL ADVERTISING AND SELLING, $5.00, for 10 days’ 
free examination. 


I will return the book, postpaid, in 10 days’ time or remit the price te you 
then. 


Signed 


Address 


Official Position 


Name of Company 


Books sent on approval to retail purchasers in U. S. and Canads only. 
EM 6-1-87 
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WASHING MACHINE NECESSITIES 


Handy Portable Drain 




















(Tubs are individual) 


Handy Tubs are now made so they may be shipped with the 
legs detached. Tubs are packed in corrugated paper boxes. 
Only a few minutes are required for assembling. ‘This 
method of packing means a saving of about two thirds in 
freight charges, and also less space for storing. T'wo 
features which appeal to every dealer, especially when 
shipped any distance. 

These up-to-date tubs are used in pairs. They will almost 
sell themselves if properly displayed. Give them a trial. 










COLLAPSO ALL-STEEL 
FOLDING WASH BENCHES 






. Aluminum painted. Light 
in weight, and yet plenty 
strong and large enough to 
hold two full-sized tubs. 
Folds easily and compactly. 
Note illustration below. 


Write Today for Information and Prices on These Products 


Any dealer can greatly increase his washer sales by using any 
of our washing machine necessities as premiums. 


THE CELINA MANUFACTURING CO., Celina, Ohio 


(Also manufacturers of Foldeasy Benches) 











The Bacon’s Coming Home! 











W) 


EALERS all over the country are 
bringing home the bacon with 

















your cash register jingle. 





matic Heat Control Safety Iron Stand! 
Housewives buy them on sight. They 
make any iron an automatic—and retailing 
at $2.95 they sell fast—with a clear profit 
of $1.20 to the dealer on each sale. 


Write us today for a sample and further particulars, or order a dozen 
or more direct from this ad. Put some in your window and listen to 


The National Distributing Co. 


Defiance, Ohio 


rapid sales of the Defiance Auto- 
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50 YEARS 


Electrical a 
“The Electrical Era” 


HE changes wrought during this era have been tremendous. 

Electricity has brought about an entire change in living con- 

ditions and industry; a radical change in methods of public 
and private illumination; refrigeration (ice by wire), improved 
ventilation, rapid transportation, wireless, oversea telephone com- 
munication, radio, the motor car, the aeroplane, and electrical 
appliances which have lightened the labor of the housewife. 
The modern steam turbine is the colossal electric giant respon- 
sible for the marvelous development in electric service. 


~ 


The Commonwealth Edison Company has the greatest maxi- 
mum demand of any single electricity supply system in the world. 


Commonwealth Edison Company 
Edison Building, 72 West Adams Street, Chicago, Illinois 


SSS SS SSS 





























KIILLARK 


ST.LOUIS 





Electrolets 


business wtve moved 
Limes, Wow, tn ote OWH 
neu plant, Wwe wank To 


Lire You thi Aas Atewicl 


Entrance Fittings 
ARE REVERSIBLE 


They fit either vertical or 
horizontal conduits, from 
Y%-inch to 4 inches. Cov- 
ers and porcelains are 
interchangeable. Simple, 
economical and absolutely 
weatherproof. Fully guar- 
anteed. 

There is an Electrolet 
for every purpose. Made 
in all the usual types and 
sizes. 


Order From Your Jobber 





Mustrated calalog 
bedi for Ww nor, 














KILLARK ELECTRIC MFG. CO. 
3940 Easton Avenue, St. Louis Mo. 


The Harry Alter Co. 





. ere eane so | 
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You can sell it 1st because it is the 


first radical improvement in grass $*7g5° 


cutting in fifty years. 


j F.o.b. Boston 
ere 2nd, because it has the lowest 


price of all power lawn mowers. 


The ELVACUT marks the first radical departure in lawn mower 
design in fifty years. Five rotary cutters, each with two cutting 
blades, rotate over FIVE ‘THOUSAND REVOLUTIONS EACH 
MINUTE. The cutters are designed to not only cut the grass but 
actually draw the grass into contact with the cutting blades. 

It is the first electric lawn mower to sell at a low price. 


You have in this undoubtedly the biggest opportunity on electric 
lawn mowers—an opportunity practically ‘made to order” for the 
electrical trade; because it gives you not only an electric powered 
mower, but a tremendous improvement in the cutting itself! 


When you consider the prices of the better cf ordinary lawn 
mowers, you will see that this device at $78.50 pries open a great 
market in your town. 





Write for Literature and Proposition Appealing to Electrical — 
Dealers and Central Stations 


H. C. DODGE, Inc., 
32-46 Alger Street, Boston, Mass. 


Cuts a clean swath 17 in. wide. 


Special Westinghouse universal motor operates from any 110 volt con- 
venience outlet—either D.C. or A.C, 


Made largely of aluminum, keeping weight down to 30 Ibs. 
100 ft. of rubber cord and grass catcher included. 











19Z¢ 


Electrical & Industrial Exposition 


October 10th to 20th Grand Central Palace 
Lexington Ave & 46th St New York City 


Working industrial exhibits, commercial, industrial and home 
uses of electricity, and government exhibits will combine 
to make an unusually attractive and interesting Exposition 


A few spaces are still available 


eS The Electrical Show Company o* 


124 West 42nd Street 
New York 
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A machine that pays for 


itself in 3 months! 
See why the 


Campbell Sanders & Polishers— 


Are: Guaranteed for five years; 
Necessary for efficient floor polishing; 
Being used in all types of buildings and homes; 
Load builders for central stations, yet— 
Economical in power consumption; 
Money makers for dealers, jobbers and 
Central stations. 












The answer 
to the polish- 
ing and sand- 
ing problem; 
Sold on 
sight !— 










































E 
No. 8290 No. 8390 
Attachment Plug Caps are 
Banged Around ! 
These caps have a heavy steel cover to withstand abuse. 
The ribs receive the blow, and protect the composition. 
‘The SS Cap also has the cord-gripping feature for pro- 
tecting the cord. 
Cat. | List | 77 a | Std.| Car 
No. | Price — | Pkg.| ton 
RS | $0.13 | Armored Cap............ | 250 25 
8290 .20 | Pony Base with RS Cap woe] 200 25 
8390 | °23 | Standard Base with RS Cap...., 250 | 25 
SS | -24 | Cord Grip Armored Cap...........| 50 10 
SS-8200 | 34 | Standard Base with SS Cap. | 50 | 10 _ 
THE ARROW ELECTRIC COMPANY 
HARTFORD, CONNECTICUT 
RROW 
=———The complete line of Wiring Devices —== 





IF you could give new 
floors for old! 


Some of the features of the Campbell Junior 
Household Electric Polishing Machine, which 
enable us to guarantee it for five years, are: 

4 hp., 40 deg., 1,725 r.p.m. General 
Electric Motor; 

Morse silent chain drive; 

RIV ball-bearings, driving a 6x4 in. 
Bristle Polishing Brush at a speed 
of 1,450 r.p.m. 

All aluminum casting; 

Solid rubber tired wheels, with bronze 
bushings; 

25 ft. of electric cord and con- 
nections, 

Adjustable handle, that can be 
raised or lowered to any 
height; it can be made fast at 
any .point or lowered to the 
level of the floor, if necessary. 

With ordinary 

care they will 

last a lifetime. 

To those not at- 

tending the 

N.E.L.A. Con- 

vention we will 

be pleased to mail our illustrated circular and sales pro- 
position. Don’t delay. Write for your copy today. 


CAMPBELL MACHINE CO, Inc. 


39 Hayward St., Wollaston, Mass. 




















fom Americas Pioneer 
am Llectricaleé4*Radio 
MEV Ceres Clmsryi hy 


ELECTRICAL and RADIO 
SUPPLIES—FIXTURES 
LAMPS and APPLIANCES 


The Best at Lowest Prices 
Wholesale Only 


JUNE ISSUE NOW READY 
Address Dept. R. 


CooperativeElectrical Supply House 


MUTT ay & 110 Mércer St. 











: Chicago, Til, New York,Citt 





une 
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~~ =§ Modern women demand 
ROMBERG-GARLSON this modern 


RADI O Electric Freezer 
<=) PRODUCTS; 


(9% | F f 
Si A | ja > just turn a switch 





















—_, 








No. 602 Receiver, Art Console 
Universal’ Type. American Walaut. 
Six tubes, totally shielded. Weuipped 
for use with either leep er fixed 
antenna. 








Radio receivers unexcelled in beauty and performance ; 
Cone Type Loud Speaker with a Violin Soundboard— 
all worthy the name of a company with over thirty 
years experience in the manufacture of voice trans- 
mission and voice reception apparatus. 


The Stromberg-Carlson Telephone Manufacturing 

Company has made its franchise the most valuable in 

the industry by backing up the excellence of their prod- 

uct with persistence in advertising. Write for details s 

of the factory-to-dealer plan of radio merchandising. *@ 

Stromberg-Carlson Telephone Mfg. Co. 
Rochester, N. Y. 


Mr. Electric Dealer— 
‘\ Are you cashing in 
on these sales ? 


HE electric ice-cream freezer is the freezer of today. All 
housewives know the suyc¢rior quality of dasher- whipped 
1ro er ~ on) cream, yet hesitate over the letor of turning the freezer. They 

s S 











are enthusing over this splendid small Alaska Household Electric, 


a compact freezer put out in answer to a long-felt need. 


J 


—— 
































The Alaska Household Electric is ideal for private homes and 
small tea rooms. The mechanism is simple and with all geare 
enclosed, the freezer is perfectly safe for women to use. Every 
electric dealer should keep a stock of Alaska Household Electrics 
on hand; display sells them quickly. If you haven’t ordered 
yours, send in the coupon below for full information. 








The Real METAL Solde 
in Paste Form— 
Packed in 
Collapsible 


These are your talking points : 


1. As easy to turn on as an electric lamp. 


2. Perfectly safe; a child can use it. Everything 
enclosed, there are no exposed gears. 


3. Light of weight; easily carried. You can use 
it anywhere within reach of a lamp socket. 


4. The famous Alaska open-spoon dasher which 
whips and aerates the cream to delicious 
smoothness. (Mechanically frozen cream 
never has this delicious taste and texture.) 


The Greatest Soldering Con- 
venience Ever Invented~ 
Every Electrical Connection 
_ orIntricate Job Needs ~ 
SOLDERALL. 


ae THE SOLDERALL CO.,Newark.N.J. meen adetemnpent} a. Aoserycn hemi fier 


num case for motor and gears, plated 
nickel-appearing gear frame. 


6. Exceedingly moderate price for such 
value. 


7. Sizes: 2, 3, 4, 6, 8 and 10 quarts. 


ALASKA 


Household Electri 


DEALERS—Pin this to your letterhead 
and send to 
Alaska Freezer Co., Dept. D-7 
Winchendon, Mass. 


for full information and prices on the Alaska 
Household Electric. ACT QUICKLY. 














ait 





PTT 





Sales Offices and Show Rooms 
FURNISHED OR UNFURNISHED 
With personal service 














Locate at the sales center of New York, mid- 
way between Pennsylvania and Grand Central 
Stations. Internationally known building, 
offices either permanent or temporary basis 
at reasonable rates. 


BUSH TERMINAL SALES BUILDING 


130 WEST FORTY-SECOND STREET, NEW YORK 








Write or telephone Wisconsin 9800 
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FREE 


—if you act now 


Braymer and Roe’s great book— 
REWINDING SMALL MOTORS 
—comes to you absolutely FREE 
if you act now in getting your 
AMERICAN ELECTRICIANS’ 
LIBRARY instead of waiting 
until later on. 

REWINDING SMALL MOTORS 
gives you practical information 


about rewinding all types and 
Crofts O_o designs of ‘:actional horsepower 
motors. [t is a book no man 
,({AMERICAN ELECTRICIANS? LIBRARY would expect to get free, yet here 
1x volumes—over 2 000 Pages—fully illustrated it is—youis without charge if you 


Ubrary bind: , 4 
tary binding. No money down—smal] io, aaa 
ments, 





—this offer 


ee RICA Les 
URRENT Von LIGHTING C . saves you 
ARMATUR | . AND Cire UITS ARCUIT ELr : : 
RMATURE cota, IRCUITS —Taoyares ~ ELECTRICAL $4.00 
NG DIAGRAM : SWITCH ES T esr, Petey 
Foy | Ie RECT 
ION 











The only lib its kind i i 

e only library of its kind in print 

Terrell Croft has prepared a new subscription library for practical electricians. The books are packed with the kind 
of practical step-by-step, helpful information and question-answering djagrams and illustrations that has made all the 
other Croft books so famous. 

The publication of this library is without question the biggest publishing event of the year in the field of electrical books. 


Terrell Croft’s 
NEW 


American Electricians’ Library 


Six volumes—over 2,000 pages—fully illustrated. Special durable library binding. 





$2.00 in ten days and $2.00 monthly for 7 months 




























 & six volumes of Croft's AMERICAN ELECTRICIANS’ LIBRARY bring you step-by-step Vv 

directions for the installation of every type of conduit wiring job; they tell you just how “ 

to handle every kind of lighting circuit and switch job; they give you stunts for saving time ” 

on maintenance routine; they give you usable tips on electrical machinery erection; they offer * 

you practical, clear explanations of all kinds of A.C. armature winding jovs; they bring you ra 

a thousand armature winding and electrical machinery and control diagrams; they show you 

the surest, quickest methods of locating and remedying circuit troubles. ‘They cover a thousand 

and one problems that you have to face daily. ‘They give you the kind of practical job informa- 

tion that has made all of the Croft hooks famous. ‘hey are books of useful hows McGraw- 
Hill Book 


and whys and wherefores for wiremen, trouble shooters, armature winders, 
electrical maintenance men and electrical contractors. 


Co., Ine, 
370 Seventh 
ian tote 
°° ° New York. 
More than 1,000 wiring diagrams— 
Gentlemen—Please send 
me the Croft American 
Electricians’ Library (ship- 
ping charges prepaid), for 10 
days’ free examination. If 
satisfactory, I will send $2.00 
in ten days and $2.00 per month 
until $16.00 has been paid. If not 
wanted, I will write you for return 


The thousand wiring diagrams in these six books are alone worth the price of the 
entire library to any practical elecirician. Many of these diagrams are unobtain- 
able elsewhere; many more sre very hard to get from any other source; all of 
them are much clearer an! more helpful than most wring diagrams available. 
These wiring dingrams alone make Croft's AMERICAN ELECTRICIANS’ LIBRARY 
a great set of books. 

There are over a thousand diagrams in these six books, including— 





300 conduil w ig diazrams, shipping instructions. (To secure books 
9 le-phase armature winding diagrams, on approval write plainly and fill in all 
5? twe-phuse armature winding Giagrams lines.) Upon receipt of my first payment 
_100 three phase armature winding disgrams I am to receive a copy of Braymer and Roe’s 
570 e machinery and control wirioe diagrams, Rewinding Small Motors without any additional 
36 2 r ¢ ‘ ms charge. 
and a number of other special diagrams 
PMR ae 6 fis o ig ca state rahe oite or aiete Ae MOL Sener Gapeauene wea plan peimec atone 
$17.50 worth of latest Terrell Croft books in a a 
bi di b PROVE PUMICE so 558s. 5 Na hres oan Dae Oe : 
indlt Cod s 
special ing at a special price of $16.00 Kod Else 1 1) eee RaeetaOe RE OEAR aOR ARES ORDO Te eer Rr ee Tae | x 
Examine these books at your leisure in your own home or shop, rx : 
just fill in and mail the coupon. No obligation to purchase—no _,s® NGG OF “COMMIRE: ok coo 5 ht ewes eee EM. 6-1-27 
salesmen—no red tape. See coupon for details. on 2 
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BAKELITE 
AND 
COLD MOLDED 
INSULATION 


American Insulator Corp. 


NEW YORK OFFICE: 
52 Vanderbilt Avenue 


PLANTS: NEW FREEDOM, PA.; DANBURY, CONN. 











Small Universal 
Motors 


1/100 to 1/20 Horse-power 
Also battery motors 
in fractional sizes. 


Write and tell us 
your problem. 


No, 44 


Manufacturers of Motors for Over Twenty-six Years 


KENDRICK & DAVIS CO. 


LEBANON, NEW HAMPSHIRE 











Sturtevant Electric Motors 


Made in fractional sizes 
from 1/20 to % horsepower. 












D.C. and A.O. 
Ball Bearing 
Long Running 


Particularly well adapted for 


driving domestic appliances and 
small machinery. 


B. F. STURTEVANT COMPANY 
Hyde Park, Boston, Mass. 
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Heater Tank © 





This electric steam generator 
is automatic and portable 


HE Chicago electric steam generator is 

positively automatic. There are no switch- 
ing devices or similar moving parts. ‘The regu- 
lating valve is simply set for the pressure de- 
sired. When this pressure is reached, the steam 
forces down the water level around the elec- 
trodes and thus decreases the current. 


This electric boiler is compact. When mounted on a 
frame it is portable and can be moved as desired. 
It is economical, using current only when steam is 
being used. It is safe—no danger from low water 
and overheating. It is light—a % H.P. boiler 
weighs about 75 pounds. 


The Chicago electric steam generator can be used 
in connection with many devices such as steam 
tables, sterilizing equipment, vulcanizing equipment, 
clothes pressers, fruit caldrons, incubators and the 
cleaning of metal parts. 


Write for prices, discounts and data sheets. 


Chicago Automatic Electric Boiler Co. 
1966 Southport Avenue 
Chicago, Illinois 











SSSSSKSSSESSSCSSKAEESHESH ESET OSES Sees eee eee eee eeeSeEES 
CHICAGO AUTOMATIC ELECTRIC BOILER CO., 

1966 Southport Ave., Chicago 
Gentlemen: 


Send me prices, discounts and data sheets for computing costs on 
electric steam generators 


Name 


Firm . pas hare 


Street and No 


a oe 


City . : sir dt hae serra de en 


EM6-Gray 
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There’s a Peco-Proven Product to 
Solve Every Electrical Problem. 


Southern Electric Co. 


BALTIMORE 
Richmond 


' 55th Year a 
National Electrical 


Norfolk Supply Co. 


Commercial and 


J obbers 


i 187 
Residential Fixtures Since 0 


PIEDMONT 
ELECTRIC 


COM PAN Y 





Radio Equipment 
Electrical Supplies and Appliances 
Machinery and Mill Supplies 
Automobile Accessories 


RADIO 


“Southern Service Satisfies” 








Asheville 


N.C. 


Greensboro 





Authorized Distributors for Radio Corpors- 
tion of America and Burgess Batteries 








Readers interested in 


jally invited to inform us of 
eageor 4 to put them in touch with the prop 


WHAT AND WHERE TO BUY 


Electrical Appliances and Supplies Manufactured by 
Advertisers in this Issue 


any articles not listed in these pages are 
their wants and every effort will 
er manufacturers. 


Readers’ Service Department, 


ELECTRICAL MERCHANDISING, Tenth Ave. at 36th St., New York 








Accessories, Cable & Wire 
Sherman Mfg. Co., H. B. 
Adapters 
Bevan Electric Co. 
General Electric Co. 
Graybar Electric Co. 
Adapters, Vase Lamp 
Bryant Elec. Co. 
Curtis Lighting, Inc. 
Faries Mfg. Co. 
Advertising, Magazines and 
Newspapers 
Cleveland Plain Dealer 
Good Housekeeping 
Agents, Mfrs. (See dobhers) 
Air Compressors, Electric 
General Electric Co. 
Alarms, Burglar, Fire, Tank 
Graybar Electric Co. 
Armature, Commutators, 


oils 
H. M. Fredericks Co. 
Ohio Electric & Controller 


Co. 
Westinghouse Elec. & Mfg. 
Co. 


Arresters, Lightning 
General Electric Co. 
Automobile Accessories, 
Electric 
Graybar Electric Co. 
Sherman Mfg. Co., H. B. 
Wakefield Brass Co., F. W. 
Batteries, Dry, Radio “A,” 
“RR” and s6@Q" 
National Carbon ,Co. 
Batteries, Dry 
Graybar Electric Co. 
National Carbon Co. 
Stewart Battery Co. 
Batteries, Storage 
Graybar Electric Co. 
National Carbon Co. 
Philadelphia Storage 
Battery Co. 
Westinghouse Elec. & Mfg. 


‘0. 

Battery-Charging Equipment 
General Electric Co. 
Graybar Electric Co. 
Philadelphia Storage 
Battery Co. 

Wagner Electric Co. 

Bearings, Ball 
Norma-Hoffman Bearings 


Corp. 

Timken Roller Bearing Co. 
Bearings, Roller 

Timken Roller Bearing Co. 
Bearings, Motor and 

Generator 
Norma-Hoffman Bearings 

Corp. 

Timken Roller Bearing Co. 
Beater, Electric 

MacLeod Manufacturing Co. 
Belts 

Gilmer Co., L. E. 
Benches, Vise 

Martin & Sons, H. P. 
Benches, Conduit and Pipe 
Graybar Electric Co. 
Martin & Sons, H. P. 
Wiremold Co., The 





Benches, Washing Machine 
Celina Mfg. Co. 
Horton Mfg. Co. 


Blowers, Organ and Forge 
Buffalo Forge Co. 
Clements Mfg. Co. 


Blowers, Portable, Electric 
Clements Mfg. Co. 
Ideal Commutator 
Co. 


Books, Electric & Technical 
McGraw-Hill Book Co. 


Boxes, Junction and Outlet 
Colt’s Patent Fire Arms 
Mig. Co. 
General Elec. Co. 
Graybar Electric Co. 
Wiremold Co., The 


Boxes, Meter and Service 
Colt’s Patent Fire Arms 
Mfg. Co. : 
General \‘lectric Co. 
Graybar Electric Co. 
Square D Co. 


Boxes, Switch 

Colt’s Patent Fire Arms 
Mfg. Co. 

General Electric Co 
Graybar Electric Co 

Hart Manufacturing Co. 
Hart & Heseman Mfg. Co. 


Brass Fixture l'arts 
(See Fixture Parts & Ac- 
cessories) 

Bronzing Lacquers 
(See Lacquers) 

Brushes, Carbon 

General Electric Co. 
National Carbon Co. 
Brushes, Vacuum 

O. K. Machine Co. 

Bushings 
General Electric Co. 

Graybar Electric Co. 
Koch & Co., Paul W. 


Buttons and Indicators, Rad- 
fant (See Locators) 


Buzzers (See Bells and 
Buzzers) 


Cabinets, Refrigerator 
Bohn Refrigerator Co. 
Rex Mfg. Co. 
Superior Sheet Steel 


Cable, Armored 

General Electric Co. 
Graybar Electric Co. 
Simplex Wire & Cable Co. 
Tubular Woven Fabric Co. 


Cable Accessories (See Acces- 
sories, Wire and Cable) 


Candles, Candelabras 
Fibro Products Co. 
Guth Co., Edwin F. 


Caps (See Plugs, Attachment 
and Caps) 


Caps, Color Diffusers and 
Hoods 

Betts, Inec.. James H. 
Curtis Lighting, Ine. 
Graybar Electric Co. 


Dresser 





Carbons 
National Carbon Co. 
Chain, Fixture 
Graybar Electric Co. 
Wakefield Brass Co., F. W. 
Chain, Pull Socket 
Bryant Elec. Co. 
General Electric Co. 
Graybar Electric Co. 
Chandeliers, (See Fixtures, 
Lighting, Ridig) 
Choke Coils (See Coils, 
Choke) 


Cigar Lighters, Electric 
Electric Heating & Mfg. Co. 
General Appliance Corp. 
Parker Engineering Co. 
Wolcott Mfg. Co., Frank E. 

Circuit Breakers 
General Electric Co. 
Graybar Electric Co. 

Clamps, Insulator 
Graybar Electric Co. 


Cleats 
Graybar Electric Co. 
Square D Co. 


Clocks, Electric, Synchronous 
Motor 
Warren Telechron Co. 
Coils, Choke 
General Electric Co. 
Graybar Electric Co. 


Colorings, Lamp (See Lamp 
Dips and Frostings) 
Commutator Slotting Files 
= Commutator Dresser 
o. 
Commutator Stones 
= Commutator Dresser 
0. 
Compounds, Soldering 
General Electric Co. 
Condensers, Radio 
Hart & Hegeman Mfg. Co. 
Conduit Benders 
Graybar Electric Co. 
Conduit Fittings (See 
tings, Conduit) 


Conduit, Flexible 

General Electric Co. 
Graybar Electric Co. 
Tubular Woven ‘!abriz Co. 
Conduit, Rigid 

General Electric Co. 
Graybar Electric Co. 
Conduit, Underground 
(Fibre 

Graybar Electric Co. 


Fit- 





For the addresses of the 
manufacturers listed here. 
please refer to their ad 
vertisements in this issue. 


For index to advertiser 
see page 323. 








Connectors, Cord and Lamp 
Arrow Elec. Co. 
—" Machine & Tool Co., 


ne. 

Bryant Elec. Co. 

General Electric Co. 
Grayhar Electric Co. 
Harvey Hubbell, Inc. 
Ideal Commutator Dresser 


‘0. 
Swartzbaugh Mfg. Co. 
Wirt Company 
Connectors, Set Screw 
Graybar Electric Co. 
Sherman Mfg. Co., H. B. 


Connectors, Wire (Solderless) 
Bryant Electric Co. 
Graybar Electric Co. 

Ideal Commutator Dresser 


0. 

Sherman Mfg. Co., H. B. 
Controllers, Motor 
Cutler-Hammer Mfg. Co. 
General Electric Co. 
Graybar Electric Co. 


Cook Stoves (See Stoves, 
ook) 


Cookers, Fireless Type 
Edison Electric Appliance 


Co. 
Excel Electric Co. 
Swartzbaugh Mfg. Co. 


Cooking Appliances, Electric 
Edison Electric Appliance 


0. 
Excel Electric Co. 
Graybar Electric Co. 
A. J. Lindermann & Hover- 


son Co. 
— Stamping & Elec. 
0. 


Cord Connectors (See Con- 

nectors) 
Cord, Heater 

Berry, A. Hall 
Driver-Harris Co. 

General Electric Co. 
Rockbestos Corp. 

Rome Wire Co. 

Simplex Wire & Cable Co. 
Cord, Lamp 

Atlantic Ins. & Wire & 

Cable Co. 

General Electric Co. 

Rome Wire Co. 

Simplex Wire & Cable Co. 
Tubular Woven Fabric Co. 
Counters 

Store Equipment. Corp. 
Current Taps 

Anylite Electric Co. 
Arrow Elec. Co. 

Beaver Machine & Tool Co. 
Bryant Electric Co. 
General Electric Co. 

Hart & Hegeman Mfg. Co. 
Harvey Hubbell, Inc. 
Cut-Outs 

Bryant Elec. Co. 

Colt’s Patent Fire Arms 


g. Co. 

General Electric Co. 

Hart & Hegeman Mfg. Co. 
Paulding, Inc., John I. 
Sears, Henry D. 

Wagner Electric Co. 





Decorative Lighting (See 
Lighting Decorative) 
Dials, Knobs and Panels 
Colt’s Patent Fire Arms 
Mfg. Co. 
Hart & Hegeman Mfg. Co. 
Richards & Co., George 
Diffusers (See Caps, Diffusers 
and Hoods) 
Dimmers, Lamp 
Anylite Electric Co. 
gan Hall 
ir ompany 
Dishwashers 
Friedly-Voshardt 
Distributors (See Jobbers) 
Driers, Hair & Hand, Electri 
Eastern Laboratories 
Geier Co., P. A. 
General Electric Co. 
Hamilton Beach Mfg. Co. 
Savage Arms Corp. 
Swartzbaugh Mfg. Co. 
Torrington Co. 


Dry Batteries (See Batteries, 
Dry) 


Electric Ranges (See Ranges, 
Electric) . 
Electro Therapeutic 
Appliances 
Eastern Laboratories, Inc. 
Elements, Heating, for Irons, 


etc. 
— Electric Heater 


0. 

Daval Mfg. Co. 

Dover Manufacturing Co. 
Electric Heating & Mfg. Co. 
Rockbestos Corp. 
Swartzbaugh Mfg. Co. 
Wiegand Co., Edw. L 

Enamel 

Egyptian Lacquer Mfg. Co. 

Fans, Ceiling, Adjustable & 
Non-Adjustable Blades 
Emerson Electric Mfg. Co. 
General Electric Co. 

Fans, Desk and Bracket, Os- 
cillating and Non-Oscillat- 


ng 
Day-Fan Electric Co. 
Emerson Electric Mfg. Co. 
General Electric Co. 
Graybar Electric Co. 
Kendrick & Davis Co. 
Savory, Ine. 
Sturtevant Co., B. F. 
Westinghouse Elec. & Mfg. 
‘0. 


~—— Exhaust and Ventilat- 
4 


n 

All Weather Ventilating Co. 
American Blower Co. ie 
Buffalo Forge Co. 
Century Electric Co. 
Day-Fan Electric Co. 
Emerson Elec. Mfg. Co. 
General Electric Co. 
Gilbert Co., A. C. 
Hartzell Propeller Co. 
Johnson Fan & Blower ( 
Johnson Motor Products ( 
Nelson Company, Herman 
Peerless Electrie Co. 
Robbins & Myers Co. 


‘(Continued on. page 318) 
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{ 
4 Endless Belts 


Eliminate one of the most 
frequent service troubles 


Many calls for service just eat up your time and destroy 
the customer’s confidence in the merchandise you sell him. 
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Ordinary belts on refrigerators and washers are in this 
class—constantly causing trouble by stretching, slipping 


In fact, over 7% of all refriger- 
ated troubles are traceable to faulty belts. 





Why not ask to have your complete line equipped with 
Gilmer Endless Belts? They don’t stretch, nor slip, nor 
fray, nor buckle. They are molded and are extremely 
resilient and flexible. There are no seams or connectors 


to jump and make a racket—just smooth, powerful, silent, 
lasting action. 


They retain their pep too, in spite of alkaline water and 
great heat variations. 


Send for sample for a complete tryout. 


L. H. Gilmer Company 


Tacony, Phila., Pa. 













NO INTERNAL 
FRICTION 











ifiamy ENDLESS BELTS 
wi _ SOLID WOVER errs . 
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Savory, Inc. 

Sturtevant Co., B. F. 
Westinghouse Elec. & Mfg. 
Co. 


Fan Motors 

(See Motors, Fan) 
Farm Lighting Plante 

(See Piants, Light, Power) 
Pittmuge, Couuait 

Faries Mig. Co. 
General Electric Co. 
Guth Co., Edwin F. 
Hart & Hegeman Mfg. 
Koch & Co., Paul W. 
Mue- Bridges Co Co 
Wakefield Braae oe F. W. 
Wiremold Co., 


Co. 


ELECTRICAL MERCHANDISING 


WHAT AND WHERE TO BUY—Continued from page 316 


Gears, Ironing Machine 
Perkins Machine & 


Co. 
Gears, Washing Machine 
kine Machine & Gear Co. 


Per 
Glasewure, Lighting 
arenes Lamp & Glase 
Gutb Co., Edwin F 
MacBeth-Evans Glass Co. 
Muce-briuges Uo 
Refiector & Illuminating Co. 
Westinghouse Elec. & Mfg. 


Gear 


{ Hospital Systems 
Bryant Electric Co. 
Keivinator Corp. 
lee Cream Freezers 
(See Freezer, 
Ice Making Machines 
Copeland Products Co. 
Electro Kold Corp. 
Excelsior Motor Mig. & 
Supply Co. 
Frigidaire, Delco Light Co. 
Kelvinator Corp. 
Maine Mfg. Co. 


lee Cream) 


Jobbers 
Aiver, Harry 
Co-operative Elec. Supply 


General Elec. Supply Corp. 


aoe gy Supply Co 
on upp. ° 
Piedmont Electric = 


heute Elec : 
— Elec, & Mfg. 


Laboratories, Testing 
‘Bicctrical Testing Labora- 


Vol.37, No.6 


Edw: 

Hechet lives a: Co. 
Mue-briuges Uv. 
Planetiite Co.. Inc. 
Waketieid Brass Vo. 
Locators, Radiant 
Bryant Electric Co. 

» Electric Fireplace 
Strait & Richards, Inc. 
Loups, Kadio 
Richards & Co., George 
Loud Speakers, Radio 
Graybar Elec. Co. 


Stromberg-Carlson Tel. Mfg 
tories Co. 


Fixture Purts and _ Savage Arms Corp. 





Acme — = — Co. 


Alter 
Co-operative Elec. 
Co. 


Faries Mfg. Co. 
Fibro Products Co. 
Sears, Heury D. 
Wakefield Rrase Co 


” supply 


Westinghouse Elec. & Mfg. 


Piasare Lighting, Adjustable 
a. 
a 


yoll-O-ine Co., Ine. 
Guth & Co., Edwin F. 
Moe Bridges Co 
Paramount Elec. Co. 
Pianethte Co. inc. 
= Lighting, Rigid 
és 2 = We Products Co. 
rt 

Day-Brite oo ae Co. 
Faries Mfg. Co. 
Full-O-Lite Co.. Inc. 
Graybar Electric Co. 
Guth, Edwin F. 
Moe-Bridges Co. 
Panetiite “on Inc. 

Edw. N. Riddle Co. 

= Ray Lighting Products 
Union Metal Mfg. Co. 
Wakefield wrase 
ee Elec. & Mfg. 


Wheeler Reflector Co. 
Fixtures, Lighting, Show 
Cases and Windows 
Curtis Lighting, Inc. 
Day-Brite Reflector 
Faries Mfg. Co. 
Frink, I. P., Inc. 
Guth Fawin F. 
Kopp-Glass Co. 
Moe-Hridger Co 
Pianetlite Co Ine 
Reflector & Tuminating Co. 
Simnlexy Wire & Cable Co. 
Store Equipment Corp. 
Wheeler Reflector Co. 
Flashers 
Betts. Inc.. James H. 
General Appl. Co. 
Flashlights, Electric 
National Carbon Co. 
Flood Lighting (See Pro- 
fectara) 
Fountains, Electric 
Jewel Elec. & Mfg. Co. 
Freezers, Ice Cream, Eleo- 
trically Driven 
Alaska Freezer Co. 
Friction Tape 
Appleton Rubber Co. 
Firestone Tire & Rubber Co. 
Graybar Electric Co. 
Fuse Ploge 
Bryant Electric Co. 
General Flectrie Co. 
Fart & Hegeman Mfe fn 
Metropolitan Elec. & Mfg. 
Co. 
Seara Henry D. 
Fuse Reducers 
Bryant Electric Co. 
Fuses, Cartridge, Non- 
Refillable 
Brvant Electric Co. 
— Elec. & Mfg. 


Fuses, Cartridge, Non-Renew- 


able 

General Flectrie Co. 
Metropolitan Elec. Co. 
Fueea, Cartridge, Refillable 
Rrvant Flectrie Co. 
Metropolitan Elec. & Mfg. 


Co. 
Westinghouse Elec. & Mfg. 


Fuses, Oartridge, Renewable 
Berry. A_ Hall 

General Flecrtrie Co. 

Foses, Bich Voltage 

Colt’s Patent Fire Arms 
Mfe. Co. 

Fouees, Pine, Non-Refillable 
Rrvant Electric Co. 
ee Elec. & Mfg. 


Co. 


Fneee, Ping. Non-Renewnhle 
=— Patent Fire Arms Mfg. 


General Flectric Co. 

Hart & Hegeman Mfg. 
Fuees, Plue. Renewable 
Hart & Hegeman Mfg. 


Co. 
Co. 





Co. 

Gloves Glass (See Glassware 
Lighting) 

Grills aud Table Stoves 
Electric 
Edison Electric Appliance 
Co., Ine. 
Frugal Elec. Co. 
Landers, Frary & Clark 
National Stamping & Elec. 


Co 

Ruck Island Mig. 
Rutenber Electric _ 
Simplex Elec. Heating & 


Mig. Co. 

Superior Elec. Products Co. 
Swartzbaugh Mie. co 
— Elec. & Mfg. 


Wolcott Mfg. Co., Frank E. 
(irinders, Kiectric 
Ramiiton Reach Mfe Co. 
Landers, Frary & Clark 
Wiscunsip Kiee Un 
Hand Driers (See Driers, 
Hand) 
fiair Waving Specialties 
Superior Elec. Products Co. 
Swartzbaugh Mfg. Co. 
Torrington Co. 
Wuicutt Mfg. Co., Frank E. 
Hangers, Switchbox 
Wakefield Brass Co., F. W 
Headsets, Radio 
Hart & Hegeman Mfg. Co. 
Heater (See Cord, 
Heater) 
Henters, Radiant, Bowl Type 
Dover Mfg. Co. 
Edison Electric Appliance 
Co., Ine. 
Fitzgerald Mfg. Co. 
A. J. Lindemann & Hover- 
eon Co. 
Landers, Frary & Clark 
Elec. Appliance 


Majestic 
Co. 
Markel Elec. Prod. Co. 
National Stamping & Elec. 
Co. 
Rock Island Mfg. Co. 
Rutenber Electric Co. 
Simplex Elec. Heating & 
Mfg. Co. 
Swartzbaugh Mfg. Co. 
Westinghouse Elec. & Mfg. 


Wolcott Mfg. Co.. Frank E. 
Heaters. Space } 
American Metal Specialtes 


Co, 
Ruffalo Forge Co. 
Strait & Richards, Inc. 
B F. Sturtevant Co. 
Titica Products 
Westinghouse Elec. & Mfg. 


Wiegand Co., Edw. L 
Heating Appliances (See 
Table Appliances) 
Heating Devices. Flectric 
Automatic Electric Heater 


Co. 
Edison Electric Appliance 
Co., Inc. 

Electric Heating & Mfg. Co 
General Electric Co. 
Qravhar Electric Co 
Landers, Frary & Clark 
Simplex Elec. Heating & 
Mtge. Co 

Strait & Richards, Inc. 
Wertinghouse Elec. & Mfg. 


0. 
Wiegand Co., Edw. L 
Heating Pada and Rlankets 
Edison Electric Appliance 
Co. Tne. 
Landers, Frary & Clark 
A. J Lindemann & Hover- 
enn Co 
Permway Mfg. Co. 
Richards & Co., George 
Cotes Elec. Heating & 
Mfe Co 
Westinghouse Elec. & Mfg. 


Wolcott Mfg. Co.. Frank B, 
Heating Syatems, Eleetric 
Electric Heating & Mfg. Co 


Holdera, Shade 


Bryant Flectrie Co. 
General Electric Co. 
Harvey Hubbell tne. 
Pass & Seymour, Inc. 


Hoods Color (See Oaps, Dif- 


Seeger renee, Co. 
Servel 


tor Co. 

indicators, Radizut (mee tw 
cators) 

(ostruments, Indicating. 
Testing 


General” Electric Co. 

insalating Materiais 
Bakelite Corp. 

Firestuue ‘Tire & Rubber Cu 
General Electric Cu. 
Holfast Rubber Co. 
Colt's — Fire Arms 


g. . 
Van Cleef Bros. 


(nsulators 

American Insulator Corp. 
General Flectric Co. 
Square D Co. 

lravine Varhines, Electric 
Altorfer Bros. 

Conlon Corporation 
Electric Household Utilities 
Corp. 

Gainaday Electric Co. 
Graybar Electric Co 
Horton Mfe. Co. 

1900 Washer Co 

Rainbow Appliance Corp. 
Ttensils Co. 

Wonder Ironer Sales 

York Lroner Co. 

lroning Machines, Gas Heat- 
ed, Motor Driven 
Altorfer Bros. 

Conlon Corporation 
Electric Household Utilities 
Corp. 

Gainaday Electra Co. 
Horton Mfg. Co. 

1900 Washer Co. 

Rainbow Appliance Corp. 
Utensils Co. 

frous, Curling, Electric 
Eastern Laboratories 
Edison Electric Appliance 
Co., Inc. 

Gravhar Flectrie Co 
Landers. Frary & Clark 
A. J. Lindemann & Hover- 
son Co. 

National Distributing Co. 
National Stamping & Elec. 


Co. 
Robeson-Rochester Corp. 
Koek island ee Co. 
Shelton Co., W. 
Swartzbaugh Mfg. Co. 
Westinghouse E. & M. Co 
Wolcott Mfg. Co., Frank E. 
frona, Electric 
Birtman Electric Co. 
Dover Manufacturing Co. 
Edison Electric Appliance 
Co.. Tne. 
Landers, Frary & Clark 
Liberty Gauge & Instru- 
ment Co. 
A. J. Lindemann & Hover- 
enn my 
— Stamping & Elec. 


Rock Island Mfg. Co. 
Rutenber Electric Co. 
Simplex Elec. Heating & 
Mfg. Co, 

Swartzbauch Mfg. Co. 
Westinghouse Elec. & Mfg. 


Wolcott Mfg. Co.. Frank E. 

frana, Raldering 

Dover Mfg. Co. 

Edison Electric Appliance 
Co., Ine 

General Plectric Ca 

Simplex Elec. Heating & 
Mfe Co 

Superior Elec. Products Co. 

Swartzbauch Mfg. Co. 

Wolcott Mfg. Co.. Frank E. 





For the addresses of the 
manufacturers listed here, 
please refer to their ad- 
vertisements in this issue. 


For index to advertisers 
see page 323. 





fusers) 





Superior "Tnitees Refrigera- 


——— Elec. & Mfg. 


Lacquers 
Key puan aw Mfg. Co. 
mp Guards Lacks 
Arrow laecense Co. 
Harvey Hubbell, Inc. 
Pass cg mene Ine. 
amp Shade Wire 
Curtis lightine, Inc. 
wampe, Automobile 
General Electric Co. 
(Mazda Service) 


National 
Wakefield Br 
Westinghouse Elec. & Mfg. 


ide Lams Boudoir 


ae & Minor, Inc. 
Mie Kridyees «+ 
National Stamping & Elec. 


Co. 

Wirt Company 
(amps, Bridge 

Art Lamp Mfg. Co. 
Lampe, Clamp Attaching and 

Extension 

Berry, A. Hall 

Faries Mfg. 

Wakefield Brase Co.. B. W. 
Wirt Company 
Lamps, Desk 

Faries Mig. Co. 

Guth Co.. Edwin F 
Ludlow & Minor, Ine. 
Miller Co., The 
Moe-Bridges Co. 

Wirt Company 
Lamp Dips and Frostings 
—_— Lacquer and Mfg. 

0. 


Lamps, Incandescent 
General Appliance Corp. 
General Electric Co. 
National Lamp Works 
Research Laboratories of 


Lamps, Miniature, Incandes- 


cent 

General Electric Co. 
Graybar Electric Co. 
National Carbon Co. 
Lamps. Portable 

Aladdin Mfg. Co. 

Art Craft Iron " Ine. 


Art Lamp sts. Co 
Consolidated amp & 


Glass Co 

Curtis Lighting. Ine. 

Ludlow & Minor, Inc. 

Mee-Bridges Co. 

Lamps, Portable, with Hand 
Painted Glass Shades 

Art Craft Iron Wks. 

Consolidated Lamp & Glase 


Kearnes Mfg. Co. 

Lamps, Theruapeutie 

Eastern Laboratories, Inc 
Wolentt Mfg Co Frank E. 
Lawn Mowers, Electric 

H. C. Dodge, Inc. 


Lighting, Decorative 
— ian & Glass 


Curtis Lighting. Inc. 
Faries Mfg. 

Frink I. P Ine. 

General Appliance Corp. 
General Electric Co. 

Guth. Edwin F. 
Moe-Bridges Co. 

Planetiite Co. Tne. 

b : ~eaameeee Elec. & Mfg 


0. 

Lighting Fixtures (See Fix 
tures) 

Lighting. Industrial 

Curtis Lighting. Ine. 
Faries Mfg. Co. 

Frink, I. P.. Ine. 

General Electric Co. 
Graybar Elee Co. 

Guth Co. Edwin F. 
Macheth Evans Glass Co. 
Moe-Bridgea Co. 

Planetiite Co Ine 

Reflector & Tilominating Co 
Westinghouse Elec. & Mfg 


Wheeler Reflector Co. 
Lighting Unite 
ae Lamp & Glass 





canes Liehtine. Ine. 
Faries Mfg. Co. 


Commutator Dreseer 





Lugs and howd or og 
Bryant Electric Co 

Hart & Hegeman Mis. Co. 
Patton-MacGuyer 

Sherman Mfg. Co. H. B. 


Marine Wiring, Fittings & 


Fixtures 

Bryant Electric Co. 
| om Elec. - 
Rome W 


Eastern — Inc. 


Mix 
anton tn Beach R- Co 


Wisconsin Elec 


Molded Insulation 


American Insulator Corp 
Bakelite 


Colt’s Patent Fire Arms 
Mfg. Co. 
General Electric Mfg. Co. 


Emerson Electric Mfg. Co. 


Motor Flashers 


Betts, Inc.. James H. 
Allis-Chalmers Mfg. Co. 

Century Electris «a 

Champion Electric Co. 

Domesuc eet: cu. 

Emerson Mfg 

Galvin Elec.’ Mfg. “Co. 

General Electric Co. 

Graybar Elec. Co. 

Hamilton Beach Mfe. Co. 

Horton Mfe (Co. 

Leland Electric Co. 

Master Electrie Co 

Ohio Elec. & Controller Co. 

Kuvbins & _ Co. 

Sturtevant Re 

‘oe ‘ice. & Mfg. 


wees. A. C 


Motors. 


Tao tnkie Mfg. Co. 
Champion Electric Co. 
Dumestic Elec. Co., ‘he 
Emerson Electrie Mfg. Co 
Galvin Elec. Mfg. Co 
General Electric Co. 
Graybar Elec. Co. 
Hamilton Beach Mfg. Co 
Horton Mfe Co. 

Leland Electric Co. 
Master Electric Co. 
— Stamping & Elec. 


ono Elec. & Controller Co. 
Robbins & ig %- 
Sturtevant Co., B 
ee Elec. ". Mfg 


Mowors, Fans 


Century Elee. Co. 

Day-Fan Electric Co. 
TDomeatic Flectmne Co, 
Fitzgerald Mfg. Co. 
Genera! Electric Co. 
Hamilton Beach Mfg. Co 
Horton Mfe. Co 

Johnson Fan & Blower Co. 
Kendrick & Davis 

Sherman Mfz. Co., H. B. 
Sturtevant Co.. ¥F 
Weetinghouse Elec. & Mfe 


Wisconsin Elec. Cp 
Motors, Fractional Hp. 
Day-Fan Electrie Co. 
Galvin Elec. Mfg. Co. 
Gilbert Co., A. C. 

Leland Electric Co. 

— Electric & Controller 


‘0. 
Sunlight Elec. Mfg. Co. 
Westinghouse Elec. & Mfg 


Motors, Phonograph 


General Electrie Co. 
Hamilton Beach Mfe. Co. 
Kendrick & Navte n 

sm Electric & Controller 


Motors, Sewing Machine 


Domeatio Fler Co The 
Galvin Elec. Mfg. Co. 
General Electric Co. 
Gilbért Co., A. C. 
Graybar Elec. Co. 
Hamilton Reach Mfg. Co. 
Galvin Electric Co. 
Kendrick & TDavie Co. 
oe Elec. & sane 


(Continued on page 320) 
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Special Summer prices 
for Central Stations only 


Lamps are excellent load builders and to stimulate 
sales during the months of June, July and August 
only, we are making specially attractive prices on an 
assortment of:four lamps to Central Stations. Quan- 
tity orders should be placed at once and lamps will 
be shipped as desired during three-month period. 
The lamps are attractive and well made and you will 
appreciate their sales possibilities when we send you 
prices on them in quantity. 


Remember—Public utilities in every state in the 
United States are selling Artcraft lamps success- 
fully. Let us quote you. 


Artcraft Iron Works, Inc. 
2 East 23rd St., New York 








In Chicago 
Mrs. E. D. Leavitt 
17 No. Wabash Ave., 
Chicago, Ill. 








No. 251—Burnt Orange Pottery 
Lamp, with 16-1 


shade. Pine seta oo N. E. i A. Week 


Ludlow &@ Minor, Inc. 


will show a choice assortment of 


Central Station Lamps 


at Wisteria Tea Gardens 


directly opposite Million Dollar Pier 


Atlantic City 


On the Coast ‘ Manufacturers and Importers 
Melv . Lattie 
Transportation Bde. Ludlow & Minor, Inc. 949 w. 23rd st, New York 


Los Angeles, Cal. 
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Motors, Toys 
Kendrick & Davis Co. 

Novelties (See Toys aud 
Novelties) 

Office Equipment 
Westinghouse Elec. & Mfg 
Co. 

vil Burners 
Ballard, A. H., Inc. 
Sundstrand Eng. Co. 

Outl 
General Electric Co. 

Hart & Hezeman Mfz. Co. 
Pass & Seymour, Inc. 

Wiremold Co., The ; 

Packing Boxes and Material 
(Ree Boxes, Shipping) 


Festinghouse Elec. & Mfg. 


Panri-Roards (Bee Switch- 
boards) 
Pereoiatare Fleetric 


Dover Mfg. Co. 

Edison Electric Appliance 
Co.. Inc. 

Landers, Frary & Clark 
Metal Ware Corp. 
Robeson-Rochester Corp. 
Westinghouse Elec. & Mfg. 


Co. 
Wolcott Mfg. Co.. Frank E. 
Plant. tight and Power 
Allis-Chalmers Mfg. Co. 
Graybar Elec. Co 
R F &turtevant Co 
Westinghouse Elec. & Mfg. 


Plates. Flinsh. Switeh 

Arrow Flee Co 

Bryant Electric Co. 

General Electric Co 

Hart & Hegeman Mfg¢ Co. 
Paulding, Inc., John I. 
Plogs, Attachment. and Cap+ 
Arrow Eller Co 

Bryant Electric Co. 

Colt's — Fire Arms 


Mfg. 

Cutler-  — Mfg. Co. 
org Flectric Co. 
Hart Mfg. Co. 


Hart & Hegeman Mfg. Co 
Harvey Hubbell Ine 
Metropolitan Elec. Co. 


Pass & Seymour, Inc. 
Richards & Co., George 
Seare Henry 
Plugs, Fuse 
Westinghouse Elec. & Mfe. 
Co. 
Pings. Heater 
Richards & Co., George 


Metropolitan Elec. Co. 


Swartzhaugh Mfg. Co. 
Pings, Plural 
Richards & Co., George 


Polishers and Ruffere 


Camphell Machine Co., Inc. 


Floorola Sales Co. 
General Electric Co. 

Portable (See Lampa. 
Portable) 


Projectors. Electric 
Curtis Liehtinge, Inc 
General Flectrie Co 
Gravhar Fler Cn 


Reflector & Illuminating Co. 


Pull Sockets 
Arrow Flee. Co 
Colt’s Patent Fire Arms 


Cfe. Co 

General Electric Co. 
Hart & Hereman Mfg: Co 
Harvey Hubbell. Ine 
Pass & Seymour, Inc. 
Sears, Henry 1D 
Pomns,. Motor Driven 
Ryffaln Forve Cn 
Cullman Wheel Co. 

Fort Wavne Eng. & Mfg 


Co. 
General Electric Co. 
Posh Battons 
Rrvant Flectrie Co 
General Flectric Co. 
Hart Mfe. Co. 
Radiant Heater Replacement 
Tite 
 ~ oo Electric Heating 


Rediotors. Flectrie 
Electrie Heating & Mfg. Co 
Fanatee] Producta Co. Ine 
Radin Rooke and Instructior 
MeGraw-Hili Ronk Co. 
Radinm Componnd 
Rnectalties (Alan see 
Toeatora) 
Radio Parte and Accessories 
Alter Harry 
Rrach Mfe Co 
Briggs-Stratton Co. 
Co't's Patent Fire Arms 
Mfe Co 
Fansteel Products Co. 
General Mectric Co. 
Gilbert Co., A. C. 
Hart & Hegeman Mfg Co 
Hazeltine Ca 
Paramount Elec. Co. 
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WHAT AND WHERE TO BUY—Continued from page 318 


Patton-MacGuyer Co 


Philadelphia Storage Bat- 
tery Co. 

Rawo Corp. of America 
Rome Wire Co. 

Sentinel Mfg. Co. 
Stromverg-Carisuu Tel. 

Mie Co. 

Westinghouse Elec. & Mfg. 


OG. 

Radw Keceiving Sets. 
Complete 

Day-Fan Electric Co 
Freed-Eisemann Radio 
Corp. 
General Electrie Co 
ee Elec. & Mfg. 
0. 

Ranges, Combination 

A. J. Lindemann & Hover 
eon Co 

Peninsular Stove Co. 
— Elec. & Mfg. 


Ranges. Eleetrie 


Armstrong Mfg. Co. 
Edison Electric Appliance 
Co., Ine. 


Frugal Elec. Co. 

Graybar EFiee Co 

Landers, Frary & Clark 

A. J. Lindeman & Hoversen 
Co. 

Simplex Electric Heating 
Co 


Risdon Mfg. Co. 

Rutenher Elec. Co. 

Standard Electric Stove Co. 
Westinghouse Elec. & Mfg. 
Receptacles, Base Board and 
Wall 

Arrow Elec. Co. 

Bryant Electric Co. 
Gaynor Electric Co., Inc. 
General Electric Co. 
Gravbar Elee Co. 
Hart Mfg. Co. 

Hart & tiegeman Mfg. 
Harvey Hnhbhbell tne 
weropemen Elec. & 

0. 

Pass & Seymour, Inc. 
Paulding, Inc., John I. 

arse Henry D 
Rectifiers 

General Electric Co. 
Harvey Hubbell, Inc 


Co 
Mfg. 


Westinghouse E. & M C+ 
Reflectors (See Shader arm 
Reflectora) 


Refrigerating Wachines 
Champion Electric Co. 
Coneland Products Co. 
Electro-Kold Corp. 
Excelsior Motor Mfg. & 

Supply Co. 
Frigidaire Corp. 
Iron Mountain Co. 
Iroquois Electric Refrig- 
erator Co. 
Kelvinator Carn 
Keystone Refrigerating Co. 
Leonard Refrigerator Co. 


MeCray Refrizerator Co. 
Maine Mfg. Co. 
Savage Arms Corp. 


Socold Refrigerator Co. 
Seeger Refrigeration Co 
Servel Corp. 
Superior Iceless Refrigera- 
tor Co. 
Resistance Unite 
General Electric Co. 
Bheostate 
General Electric Co. 
Hart & Hegeman Mfg Co 
Rolls. Wringer 
Horton Mfg. 
Rosettes 
Arrow Elec. Co. 
General Elec. Co. 
Hart & Hegeman Mfe. Co 
Pass & Seymour, Inc. 
Seara Aenrv |D 
Sales Offices & Show Rooms 
Bush Terminal Co. 
Screw Machine Producte 
Warner Rros 
Searchlighte (See Projectors. 
Electric) 
Sectional Showcases 
Store Equipment Corp. 
Sevine Machines Fleetric 
Champion Electric Co. 
Graybar Flectric Co. 
Shade Holders 
General Electrie Co 
Hart & Hegeman Mfge. Co. 
Seare Henry 1 
Shader and Reflectora 
Curtis Lighting. Inc. 
Davhrite Reflector Co. 
Faries Mfg. Co. 
Frink T P. Ine 
General Electric Co 
Guth Co Edwin F 
Warver Anbhel] Tne 
MacBeth-Evans Glass Co. 
Reflector & Illumin 


Co. 





iating Co. 





Sun Ray Ltg. Products Co. 
Wheeler Retiector Co. 
‘hades, SUK & Parchment 
Gutb Co., Edwin F 
Shelving, Steel 
David Luptun’s Sons Co. 
McLean, W. Fred 
Shipping Boxes and Cures 
(See — Shipping» 
Showca 
Grand "Rapids Store Equip- 
ment Co. 
shkusai Sy siems 
General Electric Co. 
Menn. Klectrie 
Flexlume Cororation 
Frink, 1. P., inc 
“irene 
(See Horns and Sirens) 
Soap, Washing Machine 
Horton Mfg. Co 
sockets and Receptacles 
(See also Pull Sockets) 
Anylite gy Co. 
Arrow Elec 
Bryant Electric Co. 
Colt’s Patent Fire Arms 


Co. 

General Electric Co. 
Hart Mfg. Co. 

Hart & Hegeman Mfg. 
Harvey Hubbell. Ine 
Pass & Seymour, Ince. 


Co 


Paulding, Inc., John I. 
Sears Henry D 
Wiremold Co., The 
Soldering trons 


(See Irons, Soldering) 


Solderiess Joints 

B. Sherman Mfg. Co 
Solder Pots, Electric 
Automatic Electric Heater 


Co. 

Spotlights 
Reflector & Dluminating Co. 
Sun Ray Ltg. Products Co. 
Sprayers, Portable Electric 
Clements Mfg. Co. 

Stage Lighting Apparatus 
Curtis Lighting, Inc. 
General Electric Co. 

Stamping, Brass, Etc. 
Kawneer Co. 
Patton-MacGuyer Co 
Paulding, Inc., John I. 
National Distributing Co. 
Stamping, Light Metal 
Warner Bros. Co. 

Stands, Vise, Portable 
Martin & Sone, H. P 
Starters, Motor 
Square D Co. 

Westinghouse Elec. & Mfe. 


O 
Store Fixtures (See Fixtures 
Lighting, Show Case and 
Window) 
Store Eanipment 
Grand Rapids Store Equip- 
ment Co. 
Store Fronts, Copper 
he Kawneer Co. 
Stoves, Electric 
Edison Electric Appliance 
Co., Ine. 
Exeel Electric Co. 
Landers, Frary & Clark 
Liberty Gage & Inst. Co. 
A. J. Lindemann & Hover- 
son Co. 
Simplex Elec. Heating Co. 
Stoves, Table (See Grills 
and Tahle Stovea) 
Supplies. Wiring, Electric 
General Electric Co. 
Graybar Electric Co. 
Fart & Hegeman Mfe Co. 
Paramount Elec. Co. 
Paulding, Ine., John I. 
Rome Wire Co, 
Square D Co. 
Wiremold Co., The 
Switchhoarda 
Bryant Electric Co. 
General Electric Co 
Hart Mfe. Co. 
— Elec. & Mfg. 
eee Elec. & Mfg. 


Switchboard Materials 
Gravhar Mectric Co 


—— Elec. & Mfg. 


Yo. 
Switch Plates. Cut Glass 
Skinner & Sons 





For the addresses of the 
manufacturers listed here 
please refer to their ad- 
vertisements in this issue. 


For index to advertisers 
see page 323. 








Switches, Canopy 
Arrow Electric Co. 
Cutler-Hammer Mfg. Co. 
General Electric Co. 

Hart & Hegeman Mfg. Co. 
Pass & Seymour, Inc. 
Sears, Henry D 

Switches, Feed Through 
Arrow Elec. Co. 
Cutler-Hammer Mfg. Co. 
General Electric Co. 

Hart Mfg. Co. 

Hart & Hegeman Mfg. Co. 
Pass & Seymour, Inc. 
Switches, huife 

General Electric Co. 

Hart & Hegeman Mfg. Co 
“aaa Elec. & Mfg. 


0. 
Paulding, Inc., John I. 
Switches, a 
Arrow Elec. 
Bryant Electric Co. 
Cutler-Hammer Mfg. Co. 
Hart Mfg. Co. 
Hart & Hegeman Mfg. Co. 
Pass & Seymour, Inc. 
Sears. Henry D. 
Switches, Push Button and 
Snap 
Arrow Elec. Co. 
Cutler-Hammer Mfg. Co. 
General Electric Co. 


Hart Mfg. Co. 

Hart & Hegeman Mfg. Co. 
Harvey Hubbell, Inc. 
Paulding, "3 John I. 
Sears, Henry D 


Switches, Safety 
ye Patent Fire Arms 


Mfg. Co. 
Domestic Electric Co. 
General Electric Co. 
Square D Co. 
Vigstiashouse Elec. & Mfg. 


Switches, Time 

Berry, A. Hall 

General Electric Co. 
Switehes, Tumbler 
General Electric Co. 

Hart & Hegeman Mfg. Co. 


Table Appliances, Electric 
A. J. Lindemann & Hover- 
Graybar Electric Co. 

son Co 
Westinghouse E. & M. Co. 

Tape and Cloth, Insulating 
Firestone Tire & Rubber Co 
General Electric Co. 
Holfast Rubber Co. 

Telephones 
en Tel. Mfg 

ts) 

Terminals 
Bryant Electric Co. 

General Electric Co. 
Patton-Macuyer Co. 
Sherman Mfg. Co.. H. B. 

Testing Devices, Meter 

Colt’s Patent Fire Arms 
Mfg. Co. 

Testing Laboratories (See 
Laboratories. Testing) 

Thawing Outfits 
General Electrie Co 
—— Electric Heater 

0. 

Theater Apparatus, 
General Electric Co 
— Switches 

& S. Research Lab. 

Pb Automatic Electric 
Waters-Genter Co. 

Toasters, Flectric 
Edison Electric Appliance 

Co., Ine. 

Fitzgerald Mfg. Co. 
Graybar Elec. Co 

Liberty Gage & Inst. Co. 

A. J. Lindemann & Hover- 
enn Co 

Robeson-Rochester Corp. 
Rock Island Mfg. Co 
Rutenber Elec. Co 
=— Electric Heating 


Waters Genter 
es Ee. & Mtg. 


Tools, Wiring 
Graybar Elec. Co. 
och & Co.. Paul W 
Martin & Sone A. P 
Toys and Novelties 
Alaska Freezer Co. 
General Appliance Corp. 
Metal Ware Corp. 
Trattic Controllers 
Retts. Inc. James H 
Transformers, Rell Ringing 
Betts. Incornorated James H. 
General Mectrie Co 
—eenone Elec. & Mfg. 


Electric 


Transformers, Constant 
Potential 
Wagner Electric Corp. 
Transformers. Genera} 
General Flectrie Co 
Transformers, Radio 
Hart & Hegeman Mfg Co 
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Vacuum Cleaners, Electric 
Birtman Electric Co 
Clements Mfg. Co. 
Electric Vacuum Cleaner Co. 
Gainaday Electric Co. 

Geier Co., P. A. 
General Electric Co. 
Graybar Elec. Co 

Hamilton Beach Mfg. Co. 
Hoover Co. 

Metal Specialties Mfg. Co. 
Sturtevant Co., B. F. 
Torrington Co. 

United Electric Co. 
Wright & Co., M. 8. 

Vase Mountin 
Daval Mfg 

Ventilating” Aapoodes and 

stem 
Al. Weather Ventilating Co. 
American Clower Co. 
Buflaiu Forge Cu. 
Emerson Electrie Mfg Co 

Johnson Motor Products Co. 
B. F. Sturtevant Co. 

Vibrators, Electric 
Eastern Laboratories. inc 
Graybar Elec. Co. 

Hamilton Beach “Mtge. Co. 

Violet Ray Specialties 
Eastern Laboratories, Inc. 

Vises, Pipe 
Martin & Sons. H. P 
Rock Island Mfg. Co. 

Waftie Irons» 

Fitzgerald Mfg. Co. 
A. J. Lindemann & Hover- 


son Co 
Westinghouse Elec. & Mfg. 


Wolcott Mfg. Co., Frank E. 
Wall Receptacies (See tte 
ceptables—Base Board and 
Wall) 
Washing Machines, Clothes. 
Electrie 
Altorfer Bros. C 
— Blectric Washer 


Clements Mfg. Co 

Conlon Corporation 
Electric Household Utilities 
Federal Electric Co. 
Gainaday Electric Co. 
Graybar Electric Co. 


Haag Bros. Co. 
Horton Mfg. Co. 
Mavtag Co. 


1900 Washer Co. 
One Minute Mfe Co 
Savage Arms Corp. 
Sunnyline Elec. Mfg. Co. 
Whirldry Co 
Water Fountains 
Jewel Elec. & Mfg. Co. 
Water Heaters. Eleetrie 
Automatic Electric Heater 


Co. 
Chicago Auomatic Elec. 
Boiler Co. 
Electric Heating & Mfg. Co 
fy Wayne Eng. & Mfe 


General Electric —" 
Westinghouse Elee. & Mfg. 
Water Paaataad Systems 

Flectrie 

Cullman Wheel Co. 

Dayton Pump & Mfg. Co. 
“= Wayne Eng. & Mtg 

0. 


Welding and Cutting Apre 
ratus, Electric 

Genera) Electric Co. 

Wire and Cable 
Driver-Harris Co. 

General Electric Co 
— Cable ‘& Wire 


0. 

Indiana Rubber & Insulated 
Wire Co. 

Graybar Elec. Co. 

Phillips Wire Co. 


Co. 
Simplex Wire & Cable 4 

Tobhnlar Woven Pohete 
York Insulated Wire & 

Cable Co. 

Wire, Electric Resistance 
Driver-Harris Co. 
Gilby Wire Co. 
Hoskins Mfg. Co. 

Wire Forming 
Warner Bros. 


Wireless Apparatus yd 
Radio Parts and Aceesse. 
ries, also Radio Receiver 
Sets, Complete) 

Wire. Magnet 

Berry, A. Hall 

Rockbestos Producte Corr 
ame Wire Cn 

York Insulated Wire & 
Cable Co. 

Worms 
Perkins Machine & Gear 


Co. 

Wringers, Clothes 
Graybar Flectrie Co 
Horton Mfg. Co 

Wright Co., M. 8. 

















June, 1927 














The 
ALABAX 


LINE 


54 Genuine P&S Porce- 
lain Devices—for Side 


Wall and Ceiling Outlets. / 


5 Colors 


4 Decorations . * 
P&S ALABAX 


Stripe Decoration 


Manufactured by the most modern 
methods known today. 


P&S Quality is inherent in every 
piece. 


Fast Moving—Popular Devices. 


Specify P&S 
ALABAX 
devices when 
ordering. 





Write us for 
prices and 
information. 


P&S 875 ALABAX 
Glass is not included 


PASS & SEYMOUR, Inc. 
Solvay Station Syracuse, N. Y. 


West Coast Representatives 
C. R. BACH CO. 
252 Fifth St. 

SAN FRANCISCO 


NEW YORK 
71-73 Murray St. 


CHICAGO 
730-32 W. Monroe St. 
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Patent No. 

1513656. 

Infringements 

will be 

prosecuted. 

Underwriters 

Laboratory 

Approval Be. ; 
No. E5736. 


The Only Safe and 


Approved Porcelain 
Connectors on the 


Market 


When you buy solderless connectors be 
sure that you get the Genuine SIMPLEX 
and not a cheap, unapproved imitation. 
The name SIMPLEX is your protection. 











“A twist of the wrist” 


Simplex Wire Connectors are 100% 
porcelain. They contain no brass parts. They are 
speedy to apply. No tape, tools or solder are re- 
| quired. You simply twist your wrist and the 


insulating 





Simplex is on for all time. 


Please communicate with us direct if your jobber 
cannot supply you. 


| WEISS & BIHELLER, Inc. 


Importers Lighting Glassware, Crystal Fixtures, etc 
584 Broadway, NEW YORK CITY 

j Canada—69 Adelaide St. E., Toronto 

| Pacific Coast Representatives: Braun-Steeple Co 

1088 Howard Street, San Francisco, Calif. 




















(8 anara cannrenesineenc mayne arses 
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EXP ERIENCED executives, 


















POSITIONS WANTED 


salesmen and 
others in various phases of electrical 
merchandising work seeking better oppor 
tunities can bring their qualifications to 
the attention of interested men all over 
the country through a Position Wanted 
Advertisement in the Searchlight Section 
of Electrical Merchandising. ee heading 
for rates. 





BUSINESS OPPORTUNITIES 





ELECTRICAL contracting and supply 


business in New York state, city of 50,- 
000, excellent location, competition nil, 
unlimited possibilities, established twenty 
years, over $80,000 in good contracts on 
hand, will sell or exchange fir improved 
real estate. BO-56, Electrical Mer- 
chandising, Tenth Ave. at 36th St., New 
York. 








REPRESENTATIVES WANTED 











as TY 

i 
|: = 
5 | ne y 

I "SALES EMPLOYMENT — BUSINESS OPPORTUNITIES a 
: ; ‘UNDISPLAYED~—RATE PER WORD: INFORMATION: ‘DISPLAYED—RATE oe kas | 
E] |. Pesitigns Wanted, @. cents word, minimum Ber Numtere in care of any of our offees " 4-to 7 Incbers 22525000122 2"6408 A tae | 
E aA “eles , Preps Fer a ecunt 10 words additional in undisplayed ads, a 6 be sates.» f Ripe eort 6. . 4 
: | Path ‘gean ® clas ' Diacount of 10% if one payment is made in | or. larger spaces, or yearly rates, on request. : 
| _ 10 cents a word, minimum charge $2.09. s «dvance for four camneuite saotssions of. An advertising inch is measured vertically on : 
F _Proponals, 40 cents @ line an insertion, undisplayed ads (not including proposals). * one column, 3 onenne—s8 inches-—to §, page, F 
| Electrical Merchandising : 
Ow PUURERELERDEDELERERERRERER EE REEREREREREREDOREUREEROREDED ERODED EREDOREEDEORROEEEDOEDRDEEAOSEREEE EERE EEEE GERD AOE ERORR ERASE EERE eEeeEeaee ee eeaeeeeseetanes age yi PITTI TTTITITITIT ITI TITTIES ry 2) 39 





FOR SALE 


Electrical Contracting 
Business 


In the Carolinas on the coast, doing a volume last year of $120,000.00. Has a 
complete contracting, radio, motor rewinding and repair department, located in 


the center of retail district. 
store in the City. 


15 year lease on building. 
A wonderful opportunity to buy an established business 


The largest electrical 


opened in 1915. Owner is going into the manufacturing business. 
Apply BO-55, Electrical Merchandising, 1600 Arch St., Philadelphia. 
a 








INKERMAN BAILEY 


NEW PRODUCTS 
WANTED 


Formerly Many of our clients have unused plant and 
Eastern Division Manager facilities for manufacture and sale of new 
Agents Wanted of the products. 


Covering department and hardware stores 


and wholesale jobbers and retailers in 
the electrical trades, to represent old 
established manufacturing concern on 
commission basis; specify territory cov- 


ered, South, East and West and give full MANUFACTURERS’ lleabl i scales; 
particulars to: RW-46, Electrical Mer- especially mallea e or grey iron; ° 
chandising, Tenth Ave. at 36th St., New REPRESENTATIVE refrigerating devices; agricultural or other 


York. 





Radio Tube Salesmen or Sales Agency 


EUREKA VACUUM CLEANER CO. 


takes pleasure in announcing to his friends 
that he is now engaged in business as 


with offices at 
245 FIFTH AVENUE 
Tel. CALedonia 0642 


They will consider new products and those 
which are now being manufactured un- 
satisfactorily. 

Among products wanted are: Electrical 
devices; and those using small motors; 
products for machine shops or foundries, 


implements; railroad equipment; house- 
hold products. 
products not in the foregoing classification. 


Write Division of New Products 


Opportunities aleo for 


>> > > 


dol hint‘ tena ee oe feed rw ft ed ied Oe nt > >>>d>w>> >>> 


- - - 


i i, Mi ie 


To sell nationally advertised line to whole- 
sale trade in the following territories: 
New York State, New England States 
and New Jersey. RW-58, Electrical 
Merchandising, Tenth Ave. at 36th St., 
New York. 


ne Te The Sherman Corporation 
Electrical Specialty and Novelty Lines ENGINEERS 


Desired for Eastern Distribution 31 MILK 8T., BOSTON 








Vacuum Cleaner Bags, 85c. 

REPRESENTATIVES AVAILABLE For all models, Hoover, America, Ohio, 

Royal, Airway, Premier, Apex. Made of 

high grade navy blue cloth less hardware. 

_ Representation F.O.B. 85c. 

In St. Louis, South and Southwest for ila 
manufacturers of merchandise for elec- 
trical jobbers and electrical apparatus 
manufacturers, by established manufac- 
turers agent. RA-57, Electrical Mer- 









Order today! 


GENERAL REPAIR AND SALES CO. 
1 


‘ YOUR SURPLUS AND 
7 iN. La Salle St., Chicago, Ill. 


SLOW MOVING STOCK 








ie Wire and Cable Wiring Devices 
Mone sell Tel. Bldg., St. Louis, Pen . = Appliances 
oO. onduiets user 
ee Radios Insulators 
= . == Fans Heaters, etc., ete. 


SAMUEL FELDMAN, Inc. 
110 W. 18th St., New York City 
Buyers of 


FOR SALE SALESMAN 
Patents For Sale ives 
Patent, equipment. Nationally advertised ° 


two-way steel tub bench. Royalty or 
outright. Good deal with responsible 

Large Washing Machine Manufac- 
POSITION VACANT turer, amply financed, wants the 


— Driskell Bench Co., Columbus, 
Electric Range 
Salesman 


wanted by long established electrical 
manufacturer whose preducts are 
recognized throughout the industry for 
their quality and saleability. 

A man familiar with power companys’ 
practices and with a good sales record 
is desired. He will be required to travel 
and handle the exploitation of the elec- 
tric range line. 


SW-54, Electrical Merchandising 
7 So. Dearborn St., Chicago, Il. 














best washing machine salesman in 
the country to sell the most modern, 
fast selling electric washer to 
dealers. 


Buyers 
Everywhere 


know 


“Searchlight” 


Try an ad for what you 
wish to sell. 


Give full particulars of your ex- 
perience. Exceptional opportunity 
for the right man. 


SW-53, Electrical Merchandising, 
7 So. Dearborn St., Chicago, Ill. 
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ALPHABETICAL INDEX TO ADVERTISEMENTS 


















Page Page 
Acme Lighting Products, Inc...276 Emerson Electric Mfg. Co. .289-295 
Alaska Freezer Co............ 313 Eureka Vacuum Cleaner Co.110-111 
Allweather Ventilator Co., Inc.. 71 (Pictorial Section) 
BO CG, TENE a6 6 os 6.5 cots ee 310 Excelsior Motor Mfg. & Supply 
Altorior. Bros: (CG: ....s 6668 sa 40-41 Clee ee Wate cnare = Ae Oa ee 168 
American Blower Co...... 290-291 
American Insulator Corp...... 315 Fansteel Products Co., Inc..... 229 
American-Metal Spec.......... S30Q° Earies Mtg. COM i566 3 nc eees 288 
Anylite Electric Co........... 286 Federal Electric Co... .196-202-203 
BerryApex Elec’] Mfg. Co....30-31 Fibro Products Co........... 302 
Armstrong Mig. Co.........:-. 191 Firestone Tire & Rubber Co. ..254 
Arrow Electric Co............ 319 Fitegerald Mfg. Co......sc 6 
Artcraft Iron Works, Inec...... 319 Filoorola Sales Co.........60. 51 
Automatic Electric Heater Co.. 14 Fort Wayne Engineering & Mfg. 
Automatic Electric Washer Co., i Sete a seg cr ahare giele bre eae 303 
37-988 Fredericks Co., H, M... 2.6.5. 280 
Freed- Eisemann Radio Corp .232-233 
Bameiie Corp: 2.2. 6 6ics cues 224 Friedley-Voshardt ............ 304 
Prater: Ine, A. Fe ooo ies 6 ce 9 Frigidaire Corp. ......... 150-151 
Beaver Machine & Tool Co..... Sie Ure CO, INC... cc cees ewes 275 
le GU. cae: || Ree enone 922 Wrugal Wiectric Co: .....6.ss0% 190 
Betts. Inc., James H..:;....... 280 Full-O-Lite Co., Inc...........304 
Bohn Refrigerator Co......... 143 
Booth Sales Co., R. H...... 170-171 
Briggs & Straton Co....... 230-231 G &S Research Lab.......... 286 
Brooklyn Edison Co........... 177. Gainaday Electric Co.......... 34 
Bryant Electric Co., The. . .244-245 Geier Co., P. A.............. 201 
Butalo: Poree Co... oki cs scccee 54 General Electric Co..... 2-3-4-5-159 
Bush Terminal Sale Bldg ...... 313 160-161-162 
Byllesby & Co., H. M......... Hee “GTI NRO COS aortas 66 oer crare 15 
Gilmer Cox. Th. Heo. s osc eciseens 317 
Campbell Machine Co., Inc....312 Good Housekeeping .......... 299 
ON UR (A 0,7 a ee 309 Grand Rapids Store —— Corp. 70 
Champion Electric Co........ 176 Graybar Elec, Co......! 2-258-280 
Chicago Automatic Electric Gute Co., Wawa Pike chee eaves 272 
RIE O65 5. 6 abo 305-315 
Clemente Mig. Co... 6 icc cue: 215 
Cleveland Plain Dealer, The....156 Haag Brothers .............. 32 
Colt’s Patent Fire Arms Mfg. Co., Habirshaw Cable & Wire Corp. .285 
Commercial Credit Co......... 214 Hamilton Beach Mfg. Co......305 
251-257-302 Hart Mfg. Co............ 192-193 
Commonwealth Edison Co...... 310 Hart & Hegeman Mfg. Co..... 253 
MIO CO oo so ow ieee ci 46-47 Hartzell Propeller Co..........292 
Consolidated Lamp & Glass Co.274 Henderson-Hazel Co.......... 306 
Co-operative Elec, Supply Co. 312 Holfast Rubber Co............298 
Copeland Products Co., Hoover Co...... Front Cover-72-206 
139-140-141-142 207-208-209 
Cullman Wheel Co............ 17g) Sorton Nein. Cn. 65.63: 42-43 
Cutler-Hammer Mfg. Co., Hoskins Mtg. Co... ...... 194-195 
246-247 Hubbell Inc., Harvey.......... 256 
Curtis Tntg., INC... vii cca. onc 135 
Daval Mig. Co... .c.6s0e0cs 298 Ideal Commutator Dresser Co. .282 
Daybrite Reflector Co......... 306 Indiana Rubber & Insulated Wire 
Day Fan Electric Co.......... 217 CO. oe eee eee eee ee ee eee ee Qt 2 
Dayton Pump & Mfg. Co... .12-13 International Nickel Co........ 169 
Dodae, Inc. H. 6... .csccsacs 311 Iron Mountain Co............. 167 
Domestic Electric Co........ 10-11 IJroquois Electric Refrigeration 
WOOT MeO NE 5's. 5 50.5.0 Sibcane 241 CO. wee e ee eee eee eee ees . 153 
WOVED MIG. CO. 6 66k cee sc 238-239 
iver- i 2 0: 
Driver-Harris Co..........236-237 Tannen Wane & Blower Con... 204 
Eastern Laboratories, Inc...... 8 Johnson Motor Products Co... .218 
Edison Lamp Works of G. E... 2 
Egyptian Lacquer Mfg. Co.....269 Kawneer Co. ............-40- 307 
Electric Heating & Mfg. Co.... 7 Kelvinator Corp. ........ 154-155 
Electric Household Utilities Corp.49 Kendrick & Davis Co.......... 315 
Electric Vacuum Cleaner Co.220-221 Kernes Mfg. Co.........-..46. 273 
Hlectrical Show Co... ...266s. 311. Keystone Refrigerating Corp....148 
Electrical Testing Laboratories, Millark Elec. Mfg. Co....... 008 310 
172-286 Hoch & Co., Paul W.....6sce 282 
Electro-Kold Corp............ EGG HO Glass COs oc ccc ccwcess 304 


Page Page 
Landers, Frary & Clark...... 64-65 Savage Arms Co............ 22-23 
PR 9) CO > ea eae I GRONE ENG Coa deg naa ewe wer 300 
Leonard Refrigerator Co....... 149 Scott & Fotzer Co. .. 2... ccccss 214 
—_ Gauge & Instrument Co Searchlight Section .......... 322 
Moe Ce IIIT Ce: 287 Heawe,, Her We o.oo ecie cece eee 
anaes ME haar aca aval @ aie) as 49 Seeger Refrigerator Co....... 152 
Lindeman & Hoverson Co., A. J.184 Sentinel Mfg. Co......... 234-235 
Ludlow & Minor, Inc......... 319 Servel Corp.. The........ 179-180 
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You BENEFIT 


Every person in industry and trade 
who answers a McGraw-Hill question- 
naire contributes directly to the welfare 
of the particular business with which 


he is identified. 


McGraw-Hill makes it a rigid policy 
not to send you a questionnaire unless 
the information which you possess can 








be made of vital interest to American 
business in general. 


The success of McGraw-Hill Publi- 
cations in obtaining basic information 
is due to general recognition of the fact 
that a McGraw-Hill questionnaire is 
accepted in this spirit everywhere in 
industry and trade. 

Tue PuBLIsHERS 
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Central Station Merchandising Men! 
HERE IS FOOD FOR THOUGHT and ACTION! 














COMPARATIVE ELECTRICAL CONSUMPTION OF LEADING APPLIANCES 

| , Average Annual a Annual Rev. 

Appliance : os eae | Kilowatt-hour san per kw.-hr. 

a | Consumption iia of Demand 
Vibrator......... 25 | ae $ .054 $2.16 
Violet Ray........ 30 | 90 065 2.16 
MIORSTELs cocks sss 500 30 2.18 4.36 
Washing Machine....... 250 21329 1.54 6.16 
Percolator....... 375 a3.7 2.45 6.51 
Vacuum Cleaner..... 140 175 27 9.01 
6-lb. Iron......... 475 | 61 4.44 O-32 
Electric Range...... 5,000 | 1,500 45.00 21.86 
Oe eee 55 TT oaks 2.00 36.20 
Refrigerating Machine.......... 290 870 26.10 63.41 
Telechron Clock........ 2 17.5 R27 635.00 


























The Telechron Leads Several Appliances 
in Consumption of Electric Current 


N addition to its many attractive merchandising features, 

the Telechron should be seriously considered by all central 
stations merchandise departments as a load-building item. 
Consider, also, these other practical reasons for handling the 
Telechron Electric Timekeeper—then fill out the coupon 
below for complete information: 


QUICK TURNOVER LITTLE SERVICING 


GOOD PROFITS GOOD WILL CREATOR 
REMARKABLE ACCURACY REASONABLE PRICES 


Nationally Advertised in Such magazines as Good 
Housekeeping, House and Garden, House Beauti- 
ful, Review of Reviews and World’s Work 


WARREN % 


TELECHRON %,, THE ELECTRIC TIMEKEEPER 
r co., *, 
0 Main Street, ~~; 

Ashland, Mass. *, 

° 

Please send me complete ~ SEE OUR SPECIAL MERCHANDISING MATERIAL 
Telechron,. %, ° °° . 
i eal , We have prepared a most complete folio of merchandising material 
advertising folio for electrical "%, to aid electrical dealers and central stations in selling the Telechron. 
dealers and Central Stations. ( , If interested, we will send this plan to you, or, on request, our 
ae *, representative will call personally. No obligation, of course. 


Street 


a“, —  “™\ <——Mail This Coupon—Today 


% 


*, 
A 

















